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‘ Bring home the complete digital experience. 
* Burn and share music (MP3 & Audio CDs). 
* Share your photo albums. 
* Take data back-ups at home. 
* Upgrade your PC into a full home theatre. 
* World's only 3-in-1 drive 
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From The Editor 


N THESE HARD TIMES, ONE WOULD EXPECT THE PHRASE 

“wealth creation” to sound like an oxymoron. After all, 

businesses are going through their worst phase of 
uncertainty in the last 10 years. But it’s precisely in times 
of crisis that companies need to focus on fundamentals. 
And this issue is all about that. The fourth BT-Stern 
Stewart survey of India’s biggest wealth creators looks at 
how companies used their capital, be it from shareholders 
or lenders. Which means we don’t just look at net profits— 
a traditional measure of corporate performance—or mar- 
ket captialisation, which reflects the earnings potential. 
Stern Stewart’s EVA (economic value added) model looks 
at the economic profit that remains in the business after 
the cost of capital has been deducted. Similarly, its MVA 
(market value added) reveals how much wealth has been cre- 
ated or destroyed relative to the original investment. What 
the survey reveals, then, is quite predictable. The companies 
that focus on fundamental performance (or EVA) also 
tend to have higher Mvas. In other words, the investor isn’t 
a moron. Our cover package, apart from ranking the top 
500 companies in terms of EVA and MVA, reports in- 
depth on how companies like HLL, 
Ranbaxy, and ONGC have been able 
to create wealth in tough times. 

From harassment of 270 pro- 
fessionals in Malaysia, to the grou- 
ndswell against outsourcing of US 
government contracts and the pro- 
tests against the L1 visa route to de- 
ploy techies onsite in the US, Indian 
IT has been under attack. The threat 
is from markets where Indian companies are perceived 
to be taking away local jobs and, as our feature (Backlash, 
Page 102) finds, this could become a full-blown crisis. How 
serious is the problem and what are Indian IT firms doing 
to cope with it? 

It’s placement time on B-school campuses and, surprise, 
things aren’t all that gloomy. True, average salaries have 
dipped and dollar salaries aren’t scraping the skies, but rec- 
ruiters seem to be back on the campuses. Our survey on 
B-school placement provides a review of how things went 
this year and, we hope, will help you spot trends for the next. 

Even when he’s not indulging in Microsoft bashing or 
IBM baiting, Sun Microsystems’ CEO Scott McNealy is an inter- 











viewer's delight. Check out his take on India, on Sun’s not- 
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If the sheer pleasure of driving wasnt enough, 
the Corolla is paeked with features thal pamper your every sense. 
Premium leather upholstery. Auto airconditioner. 
Klectronically-operated door mirrors, 6-CD music system. And more. 
Get in Lo experience real comfort. 
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Technology, competition, 
and rational tariffs 
combine to bring down the 
consumer durables price line. 


18 Ripe To Go Bust 
Declining interest income may be pushing 
India's banks to the edge of a precipice. 


19 Shock And Awe 
India begins to feel the heat with an early close to 
Gulf War II looking increasingly unlikely. 


19 The Stones Redux 
Bangalore and Mumbai get ready to give the 
Rolling Stones a rousing welcome. 


22 Speed-Breaker 
Rising costs nix the effects of FM's excise duty 
rollback on cars. 
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What the VAT means for 
N EW India’s industries. 
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index from Michael Dell goes into a 
Business Today hush-hush huddle with 


Infosys’ N.R. Narayana 
Murthy. The low-down. 


26 Q&A With Charles Fombrun 
The Stern School of Business professor on why 
reputation counts in business. 


28 Brewing Trouble 
An EU notification on Indian tea has planters at 
home worried. 


28 The Mum of Malls 
Mumbai gets a new—and India's biggest— 
shopping mall. 
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38 Korean Ambush 
Korean marketers win hands down in race to get 
the biggest bang for the advertising 
buck in the World Cup 2003. 
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102 Backlash 


The Indian IT industry is 
facing the heat, whether 
it’s police harassment in 
Malaysia or the looming 
threat of an ITES- 
protectionist US. Is this an 
inevitable backlash 

to the emergence of India 
as an e-power? 


Nasscom’s K. Karnik 





110 Placements 2003 


Placements Season 2003 

on India’s B-school 

campuses seemed like 

just another season, with 

all the drama of a jobfest o» 
involving India's most 
sought-after. But look 
closer—for real trends. 


MVA 500 


44 Wealth Creators 


The fourth BT-Stern Stewart survey of India's 
biggest wealth creators has a clear message: the focus 
is back on fundamentals. As investors will tell you, 
actual performance counts for most. 


54 HLL: Still No.1 


For all its well-documented 
troubles on the growth front, 
Hindustan Lever remains the 
country's top wealth creator. 
A hardnosed look at its inner 
strengths and weaknesses. 


58 Gushing Over 


ONGC is India's best 
performing PSU, and that 
too, one that's positive on 
both EVA and MVA. A story 
of quiet determination and 
operational efficiency. 


64 Banking & 
Financial Services 

If stockmarkets are sounding 
bullish on the banks and 
financial services (BFS) 


sector, there's a reason for it. 
Consider HDFC's fine 
showing, for example. 
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116 60 Minutes: Scott McNealy 


Scott G. McNealy, maverick, hockey 
player, chief of Sun Microsystems and 
Microsoft-basher par excellence, spoke 
exclusively to BT in spirited defence of 
everything he stands for. Particularly Sun's 
future in the ever-expanding technology 
universe, and his company's role in 
reshaping the way we work with our 
magnificent machines. 


120 BT Event 


Here's the low-down on the latest round 
in BT's Managing Tomorrow series of 
high-level pow-wows. The topic this 
time? Managing in the Real Time 
economy. Fancy being in livewire touch 
with every sphere of business? The 
speakers, representing a diverse set of 
businesses, evidently were. 
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BT's tech pow-wow in session 





68 The Bellwether 


Infosys is the only firm 
amongst India’s IT elite 
to have enhanced its 
MVA since the last 
survey. Wonder how it 
did that? Turn to page 68. 


70 Great Expectations 


Ranbaxy, the leader of 
the ANDA charge in the 
American generics 
market, has a negative 
EVA—but still ranks 
No 6. Now, why should 
that be? Read on. 


74 MVA Tables 
The table featuring the complete ranking of 500 
companies by Market Value Added (MVA). 
Plus, comparative data on the Economic Value 
Added (EVA), Return on Capital Employed 
(ROCE) and other relevant indicators. A ready 
reckoner. 


96 Banks Table 


A ranking of the wealth created and destroyed 
by banks in India. 


98 Methodology 


For all those with an eye for detail, or some grouse 
or the other, the explanatory notes on exactly how 
the terms have been defined and the ranking done. 
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B. Ramalinga Raju, samaritan 
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By Ravi Sharma 
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‘Web Exclusives Exclusives 
Q&A: Charles J. Fombrun 


“There is a direct correlation between reputation 
and market capitalisation. Reputation has to be treated 
as an asset, measured as an asset.” Thus spake Charles 
J. Fombrun, reputation guru, Professor at New York 
University’s Stern School of Business, and Founding 
Director of the I Seas Institute. For more, log on. 


Smith 


Keith Smith—not to be confused with a Hot Springs 
Arkansas-based egg marketer by the same name— 
lives in Hong Kong, as the boss of an idea-hatchery. 
= fA More specifically, as the Regional Chairman of the Asia 
~ f pacific operations of TBWA. His most significant ‘busi- 
Keith Smith. Ad mia ncss coup’: d Swinging the Wonderbra account. 


Global Picture 


India is supposed to be a market that's in assorted stages 
of evolution all at the same time. When it comes to tele- 
| com, however, that's a pretty apt description for 
what's happening worldwide—with technology stan- 
Ce dard battles far from settled, and new developments 
DACRE scorching all ingrained knowledge. A global round-up. 
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operators Escotel, RPG, 
| FF Spice and BPLare — 

: === -teaming up against 
the market S sce 





Now, get a hot new management tip for the day every v day and participate in opinion 
polls through SMS on your mobile phone 24 hours a day. 


TO RECEIVE BT'S TIP OF THE DAY 


1. Goto "Write messages" 2. Type "BTTIP" on the 3. Send the message to 4. You will receive the 


on your mobile phone. message screen. the number "2424". 


TO ANSWER THE BT-ON-THE-MOVE QUESTION 
Will Gulf War Il be a long one? 





hot management tip for the 
day in a return message. 





1. Goto "Write messages" 2. Type "BTPOLL Y" for Yes. Type "BTPOLL N" for No. 3. Send the message to 


on your mobile phone. 


the number "2424". 


“Send BTPOLL F after April 13, 2003, for the final poll results. Readers can also participate in the poll at www.business-today.com 





NOTE: Not available with all cellular operators. Regular SMS charges apply. Powered by ActiveMedia Technology, UK. www.activemediatech.com 
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inning a business is like running a marathon. You can't stop to take a break. You have to go on to stay in the race 
'ed an insurance partner who can send a surveyor team to your site within 24 hours. Disburse an interim payment within 5 days 


your claim. And keep you going. 7o make sure nothing comes in the way of your business. Not even your insurance company 
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7 . Conforming to exacting UL standards and 60 Hz grid frequency requirement, the project makes Suzlon the first Indian 
. Company to export wind turbine technology to US. It reinforces our standing as a world ranking wind power company. 





And carves a place of pride for Indian heavy engineering. 
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Will It, Won't It? 
This refers to your cover story Car 
The Sensex Touch 4,000 in 2003? 
(BT, March 30, 2003). Although 
it's difficult to say yet whether the 
war will be a short one, the chances 
of the stockmarkets being seriously 
impacted by it (either way) appear 
remote. The stockmarkets have, of 
late, shown the tendency to be un- 
responsive to external events, the re- 
action to the budget being the most 
recent instance. Even the major dis- 
investment decisions taken last year 
failed to enthuse the stockmarkets. 
Infosys actually declined in value 
despite posting stupendous results 
for the October-December 2002 
quarter. Against this backdrop, an 
attempt to predict the behaviour of 
the stockmarkets over a one-year 
period seems a shot in the dark. 
SACHIN DESAI, through e-mail 


Advantage India 

This refers to The End of Work (BT, 
March 30, 2003) by Paranjoy Guha 
Thakurta. His pessimism seems un- 
founded. When a shortage ocurs 
in a certain product or service, the 
consumer is naturally inclined to 
seek out a cheaper substitute. The 
practices of LPG (liberalisation, pri- 
vatisation, globalisation) pose new 
Opportunities to fine-tune market 
conditions to the changing global 
realities. ‘Made in India’ has been 
replaced by ‘Serviced in India’ to 
capitalise on the competitive adv- 
antage that India has in services like 
software, IT-enabled services, design 
services and biotechnology. Mac- 
aulay’s education has not only pro- 
duced clerks or nightshift call centres 
in Gurgaon but also Sabeer Bhatias, 
Rajat Guptas and Narayana Murthys. 


SHAILENDRA KUMAR, through e-mail 


Future Gazing 

Your report Giant-In-Progress (BT, 
March 30, 2003) on the India 
Today Conclave, carried the views 
of, among others, Alvin Toffler, the 
renowned futurist. It is rather un- 
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Hint: Don't let the current lull fool you. 


fortunate that a magazine like yours 
should rely on futurists, even those 
of the calibre of Toffler, to predict 
the country’s future. No futurist 
can predict with any degree of ac- 
curacy where India's economy will 
stand in, say, the next year or so. 
ROHIT MITTAL, through e-mail 


Get "Em Dupers 
Hats off to Sunita Narain, Director, 
Centre for Science and Environment 
for exposing the wrongdoings. of 
the bottled water companies (Now 
It's Water, BT, March 16, 2003). 
We need more people like her who 
aren't afraid of speaking out the 
truth. The companies involved in 
deceiving unsuspecting consumers 
should immediately be banned. 
SAURABH SINHA, through e-mail 


BPO Companies Beware 

Apropos BPO Buzz (BT, March 16, 
2003). I couldn’t agree more that 
the cost arbitrage model that most 
Indian BPO companies have adopted 
is not the right strategy. Instead, 
their objective should be to innovate, 








move up the value chain and then 
command better margins by build- 
ing a sustainable competitive adv- 
antage. Long-term gains can be 
achieved through customer-vendor 
empathy and not by getting into 
price wars. Malaysia losing out to 
China in electronic hardware man- 
ufacturing is a case in point. 

AMIYA AGARWAL, through e-mail 


On Track 
Apropos your Putting Max Back on 
Track (BT, March 30th, 2003). An 
interview with Mr Anuroop (Tony) 
Singh, Managing Director and Chief 
Executive Officer, Max New York 
Life, was specifically requested by 
your correspondent but no quote of 
his has been used in the story. 
Instead, Mr Nripjit Singh Chawla, 
who left the organisation two years 
ago, was featured prominently. On 
a factual level, Max spent the greater 
part of 1999 identifying new ven- 
tures. Hence, your saying that the 
healthcare business is four years old 
is misleading. The story also cre- 
ates the incorrect impression that 
with the winding down of Max 
Ateev, Max India has ceased rr op- 
erations completely. 
AMIT CHAUDHERY, Head-Corporate 
Communications, Max India 


BT Replies: Mr Singb of Max New 
York Life was met for a group per- 
spective, and since the story even- 
tually focussed only on healthcare, 
his quotes were not used. As for 


quoting Mr Chawla, he did run Max 


Healthcare for three years. As the 
story mentions, Max India announ- 
ced its diversification plans in 1998. 
The story also mentions that the 
Knowledge Management business 
remains with Max MindCrossing. 
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Inspires conversation, respect 
and the occasional pang of jealousy. 





IBM ThinkPad notebooks, powered by the 
Mobile Inte/? Pentium® 4 Processor-M or 
Mobile Intel® Pentium® IIl Processo-M 
are designed to suit varying needs. 


The IBM ThinkPad. Attracting attention since 1992. 


People are bound to stare. Especially when it's over a sleek statement like the 
IBM ThinkPad. But that's the kind of thing one gets used to, when one carries 


Sw? 1 " 
India's No.1 notebook’, that has over 1000 awards to its name. R Series: Best blend of portability and essential 


features. Ideal for sales people. 
Estimated Street Price: From Rs. 84,900/-* 


T Series: A balance of performance and portability 
For the office, at home or anywhere in between. 
Estimated Street Price: From Rs. 1,39,900/-* 


X Series: Extra-light, extra-small, ultra-portable 
notebook. Ideal for frequent travellers. 


Fully equipped with future-ready touches like the freedom of wireless 
connectivity”, to make sure you are online, wherever you happen to be. 


The IBM ThinkPad comes with a unique Embedded Security Subsystem? 
that allows you to encrypt data, making it meaningless to intruders. 


Choose an IBM ThinkPad today 
-> www.ibm.com/in/tpdecision 


e-mail response@in.ibm.com 
© e Bangalore - 8787216 
e Chennai - 24988508 


To protect your investment, most IBM ThinkPad notebooks come with a 
e Kolkata - 22822126 


3-year insurance? and a 3-year global warranty?. Moreover, you are 


backed all the way with award-winning IBM service and support. 


You'll appreciate everything about the IBM ThinkPad. 
And you'll notice others will too. 


Estimated Street Price: From Rs. 1,24,900/- * 


A Series: A high-performance desktop alternative. 
Ideal for people who need to carry work home. 
Estimated Street Price: From Rs. 99,900/- * 


e Mumbai - 26533577 
e New Delhi - 23702022 
Weekdays Sam to 6pm 


to buy direct, locate an IBM 
reseller for more information. 


O&M 9483 


IBM recommends Microsoft® Windows® XP Professional for Business. 


IBM is a registered trademark of International Business Machines Corporation in the US and/or other countries. Other company product or service names may be trademarks or service marks of their respective owners. Intel, the Intel Inside Logo and Pentium are 
trademarks or registered trademarks of Intel Corporation or its subsidiaries in the United States and other countries. Microsoft and Windows are registered trademarks of Microsoft Corporation. Certain Microsoft software product(s) included with this computer may use 
technological measures for copy protection. IN SUCH EVENT, YOU WILL NOT BE ABLE TO USE THE PRODUCT IF YOU DO NOT FULLY COMPLY WITH THE PRODUCT ACTIVATION PROCEDURES. Product activation procedures and Microsoft's privacy policy will be detailed 
during the initial launch of the product, or upon certain reinstallations for the-software product(s) or reconfigurations of the computer, and may be completed by Internet or telephone (toll charges may apply). Location: The Park Hotel, Bangalore. “Sales tax and other levies 
extra. "Source: IDC Q4, 2002 (on revenue). "Available on select models. ‘Insurance at the sole discretion of Bajaj Allianz. Customers need to send application forms to Bajaj Allianz for eligibility. Offer and prices subject to change without prior notice 
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List Of Companies (2001-2002 income) 


A 
Asian Paints (Rs 1,670 crore) 120 
(www.asianpaints.com) 


B 
BPCL (Rs 42,869 crore) 50 
(www.bharatpetroleum.com) 


C 
Coca-Cola India (N.A.) 113 
(www.coca-cola.com) 


H 

HDFC (Rs 2,700 crore) 64 
(www. hdfcindia.com) 

HLL (Rs 10,339 crore) 54 
(www.hll.com) 

HPCL (Rs 46, 370 crore) :. »50 
(www.hindpero.com) 

HSBC India (Rs 1,979 crore) 103 
(www.hsbc.co.in.com) 


i 

ICICI Bank (Rs 2,741 crore) 65 
(www.icici.com) 

Infosys (Rs 2,670 crore) 68 
(www.infy.com) 


Indian Oil (Rs 1,18,068 crore) 59 
(www.iocl.com) 


K 


Kinetic Engg (Rs 365 crore) 124 
(www. kineticindia.com) 

L 

L&T (Rs 8,304 crore) 125 


(www. larsentoubro.com) 
LG Electronics (Rs 1,759 crore) 124 
(www./gezbuy.org) 


M 

Mother Dairy (Rs 1,000 crore) 124 
(www.nddb.org) 

MTNL (Rs 6,699 crore) 50 
(www.mtnl.com) 


o 
ONGC (Rs 25,025 crore) 58 
(www.ongcindia.com) 


P 
P&G India (Rs 472 crore) 113 
WWW. pg.com 

PepsiCo India (N.A.) 113 
www.pepsi.com 


R 

Ranbaxy (Rs 3,072 crore) 70 
(www. ranbaxy.com) 

RIL (Rs 57,863 crore) 48 
(www. ril.com) 


S 
Satyam Computer (Rs 1,800 crore) 105 
(www.satyam.com) 


T 
Tata Engg (Rs 8,852 crore) 49 
(www.telcoindia.com) 


WwW 
Wipro (Rs 3,617 crore) 113 
(www.wipro.com) 





List Of Advertisers 

A 

Allianz Bajaj Insurance 

(Contract Advtg.) 22.33 
Amitasha (Direct) 84 
Amity (Direct) 128 
B 

BILT (Lintas) 41, 42 
BPCL (Lintas) 61 


Business Today (N.A.) 
32, 34, 72, 106, 109 


C 

ColorPlus (Fortune Commns.) 126 
D 

Development Credit Bank (H7A) 13 
Debeers (HTA) 37 
G 

General Motors India 

(McCann Erickson) 30 
H 

HDFC (Canco Advtg.) 25 


Hotel Sun & Sand (/mage Ads) 63 
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IBM (O&M) 11 
ICFAI (Sobha Advtg.) 101, 115 
ICICI Lombard (Lintas) 7 
Indian Terrain 

(Contract Advtg.) In.Fr. Cover 
ITC (Lintas) Back Cover 
M 


Malayala Manorma 


(TBWA Anthem) 14, 46 
N 

NITIE (Rashtriya Advtg.) 67 
Nokia (Bates Clarion) 23 
0 

Oracle Software India (Grey 
Worldwide) In. Back Cover 
P 

Peoplesoft (Direct) 21 
S 

Samsonite (TBWA Anthem) 27 
Samsung (Mudra Commns.) 1 


SAS India (Euro RSCG) 51 
Satyam Infoway (Mudra Comm.) 52 
Suzlon (Grey Worldwide) 8 
T 

Toyota Kirloskar Motor 

(Orchard Advtg.) 3 
X 

Xerox Modicorp (HTA) 29 





Phone banking. Mobile phone banking. 
ATM banking. 

We also have a branch, 

just in case you feel like taking a walk. 


While technology has made life simpler, it has robbed life of some 
of its simple pleasures. Like a walk to your branch. So while we 
at DCB have the very best of banking conveniences, we also have 
people who find it quite convenient to talk to you. A world where 
old-fashioned banking exists in harmony with new-fashioned 
technology. But we are also a bank. So why take our word for it? 
Gall us. We can even walk across to your home to open an account. 





OLD-FASHIONED BANKING. 
NEW-FASHIONED TECHNOLOGY. 


equus red cell.070 


*Services available ot select centres only 


E Credit Bank Ltd. (DCB) offers you a host of products and services: 62 state-of-the-art branches * 40 ATMs * Anywhere banking * Utility bill payments * Phone banking * Auto sweep facility * Locker facility 
Extended banking hours * Investment services * Bancassurance * DCB - Tax solutions. For round-the-clock world-class -— services & further information, call your nearest branch or log onto www.dcbl.com 


Branches: ANDHRA PRADESH: rm te / 2715 8429 / 2714 1640 / 2311 1222 / 2370 8194 * Secunderabad: 2780 6535 * 256 2716 * GOA: 222 2810 * GU T: Ahmedabad: 656 6436 
* Ankleshwar: 253 883 * Bhuj: 255 780 + Rajkot: 222 4 * Sidhpur: 222 222 * Surat: 233 6145 + V: | Daman Slivasea: 243. 1752 * HARY; : Gu : 222 1246 / 3229 / 1019 * KARNATAKA: Bangalore: 
559 3827 / 313 2989 * HTRA: Aurangabad: 4:234 8681 Mumbai: 2261 3420 / 2889 8485 * Nanded: 231 788 * Pune: 612 1997 * NEW DELHI: 5163 9308 / 5151 3633 * TAMILNADU: Chennai: 283! 2269. 
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One day for Anita there was no home. 

No food. No school. No hope. 

Only a nine-year old mind to call her own. 

Leaky plastic sheets as a roof. The wet earth to sleep on. 
And three sisters to cuddle. All younger. 

During cold rainy nights, no fire warmed them. 
Someone's fever did. 

That week, a newspaper wrote about their future. 

Or the lack of it. 

And then, something happened. 

A thousand helping hands. 

Teachers. Artists. Architects. Schools. Banks. Hospitals. 
And social organizations. 

Together they built up a family with the children. 

Built up a bank balance for them. 

Built up a home. 


And built up a future, when it seemed there wasn't any. 


Malayala £+ Manorama 


You needn't read us to understand us 
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The Night of Long Knives 


recent pictures: Malaysian policemen enacting a bur- 
lesque straight out of Kafka; BT employees protest- 
ing the company's involvement in two BPO projects in 
India; Siemens employees alleging that Indian firms are 
back to body-shopping; former Sun employees suing the 
company for allegedly being replaced with low-cost 
Indian workers; and legislative bodies in some parts of 
the world designing new laws or modifying existing 
ones to prevent Indian IT from entrenching itself in 
their markets. The WTO is no closer to negotiating the 
prickly issue of services, leave alone reaching an agree- 
ment on it, and while the Malaysian incident can be 
passed off as a geopolitical arm-twisting exercise that 
went horribly wrong —Malaysia, appa- 
rently, didn't quite like India's stance at 
the last Non Aligned Meet—the 
others clearly constitute the begi- 
nnings of a backlash against 
the most global business India 
has ever known, IT. | 
India's hubris may well have 
provoked the reaction. Spi 
doctors work overtime, pitch- 
ing wondrous stories of wealth 
creation, governance, efficiency, 
and cost-effectiveness to the 
world's media. There are few happy 
business stories in the world today, 
and Indian rr, despite the slowdown in 
its largest market, the US, is one of them. 
From Fortune to Fast Company to Forbes to 
The Economist, the global business press has sung, and 
continues to sing hosannas to India's IT and rr-enabled 
services businesses. If the companies had gone about 
it “very very quietly,” as one exec suggests they do in 
a feature on the backlash in this issue (See Backlash, 
Page 102), things may have been very very different. 
Then, in good times, no one would have noticed. 
Unfortunately, the great Indian IT and rr-enabled 
services story played out parallel to a global re- 
cession. Companies sought to reduce costs by laying 
off high-cost workers in the US and replacing them 
with low-cost ones in India (or sourced from India). 
Others outsourced entire processes off shore. Unions 
demurred, fired employees protested, and oppor- 
tunistic politicos swooped. And suddenly India 
found itself in the exalted company of countries that 


[== IT COULD HAVE DONE WITHOUT THESE 
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inspire anti-globalisation protests. 

Will this halt the Indian rr and rr-enabled services 
juggernaut in its tracks? Likely not. Globalisation, 
despite what an occasional Indian mob may do to a KFC 
or protests by American and British call centre agents 
whose jobs have been outsourced to India, will con- 
tinue. It is the foundation on which several of to- 
day’s Fortune 500 giants, Wal-Mart, Microsoft, and GE 
included have built their businesses. It seems a fair ex- 
change. In return for being able to tap a country’s mar- 
ket—and India has a potentially large one—these 
companies source products or services or both from 
them. And by doing this across geographies, these 

companies and others like them have built effi- 
cient organisations. GE, for instance, has 
steadfastly maintained that its US-based 
insurance businesses couldn’t have 

grown without back-office sup- 
port from facilities in Gurgaon. 
None of these companies 
will be willing to do things 
differently now. And they 
shouldn’t. Giving in to pro- 
tectionist lobbies—that is 
what they are—and reserv- 
ing jobs for locals goes against 
the spirit of globalisation. 
Governments can always pass 
laws requiring companies to do 
so but that would be mutually de- 
structive. A company forced to employ 
locals at higher wages will soon become un- 
competitive. When enough companies become un- 
competitive, they will take down the local economy 
with them. Few governments will want to walk 
down that path of economic perdition. 

The Indian rr and IT-enabled services industry, 
then, will do well to wait out this night of long 
knives—and it promises to be a long one. Yes, things 
will become difficult in the short-term. Already elab- 
orate visa procedures will become even more so. 
Protests will increase. And there will be talk, lots if it, 
of laws to curb outsourcing. Eventually, though, 
the fundamental principles of commerce will over- 
come all else. Just as it is natural for countries to pro- 
tect the interests of their own (or to at least be per- 
ceived as doing so), it is natural for companies to do 
things that will maximise their profits. 
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Prices 
Then And Now 





Technology, competition, and an increasingly rational tariff regime have dealt Indian 
consumers a winning hand over the past few years. T.R. Vivek 


S IT TIME TO BURY THE BUY-BEFORE-BUDGET RITUAL? 

In the run-up to the budget, in the days and the 

weeks before the Finance Minister would present 

his annual statement of the government’s finances, 
people would rush to buy consumer products. Budgets, 
in those days, meant only one thing to the middle 
class—higher prices. That is no longer the case. For the 
past decade, with few exceptions, budgets have meant 
more competition, lower tariffs and, ergo, lower prices. 
In the last eight to 10 years prices of consumer durables 
have more or less been on a slide or in some cases 
moved up marginally (See Eroding Price Tags). “Earlier 
it was perceived that the government’s duty is to raise 
taxes, now the the approach seems much more ratio- 
nal,” says Anushree Sinha, Principal Economist, Natio- 
nal Council for Applied Economic Research (NCAER). 

Sample this: the price of colour televisions has 
gone down 40 per cent; airconditioners, 38 per cent; 
and PCs, a whopping 60 per cent. Last month, 
Prithipal Singh, the Chairman and Managing 
Director of Bharat Sanchar Nigam Limited (BSNL) 
announced the mother of all price-cuts when 
he slashed long distance telephone call rates for 
the second time in three years. Today, a Delhi- 
Mumbai call costs a mere Rs 4.80 a minute, 
down almost 85 per cent from the peak-rate of 
Rs 30 a minute prevalent till 1999. 

So just what's driving down prices? “The 4 
technological revolution, drastic reduction in 
duties and intense global competition," answers 
B.B. Bhattacharya, Director of the Delhi-based 
Institute of Economic Growth. Even Budget 
2003's tariff rationalisation works to the advantage — 
of the consumer durables industry: the excise < 


duty on airconditioners has been reduced from 32 per 
cent to 24 per cent and the customs duty on key 
components such as colour picture tubes and com- 
pressors has been brought down from 30 per cent to 
25 per cent. “The custom duty on telecom equipment 
has come down drastically ,” says Anil Jain, Head 
(Marketing), BSNL, by way of explaining the recent 
price-cuts. He's forgotten competition: BSNL’s first 
price cut in domestic long-distance tariffs followed the 
entry of private competition, in the form of IndiaOne. 
The public sector telco still boasts a 75 per cent 
share of the domestic long-distance telephony market, 
but tariffs are now comparable to the global standard 
of between two and four times local call charges. 
Volumes, a natural progression in a developing 
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country like India, help too. “In the early- and mid-nineties the 
market for durables like air conditioners was minuscule. Now we 
have achieved economies of scale," explains K.J. Jawa, Vice 

_ President (Sales) Voltas. 
a" PCs present a classic 
. case where all three fac- 
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Eroding Price Tags 


PRODUCT PRICE (RS) | tors—reduction in tariffs, 
| technological innovation 

1995 2003 | and cut-throat competi- 

20-inch CTV 12,500 7,500] Lh pav Deen bruging 


down prices year after 


Washing Machine 12,400 12 400 constant year. PCs built 
Refrigerator as» 6,800 7,400. around Intel's P4 chip 

| came with a price tag of 
Maruti 800 185,000 2,01,000* | around Rs 75,000 when 

| they were launched in 
Hero Honda (Splendor) 40,000 42,000 2001. Today, they cost 
Air Conditioner as» 32,000 20,000. vipers ee aaa “As 
STD Tariff Rs 90/3min Rs 14.4/3min Missus ta Lek 
Cellular Tariff Rs 16.8/min Rs 2.4/min" down the cost of our own 


» ,| product as well as that of 
Rs 1.5lakn Rs40,000 | peripherals," says Amar 
Babu, General Manager 
(Sales), Intel India. 
j So, can Mr and Mrs 
Bharat expect a consis- 
tent fall in prices? “Not for too long,” cautions IEG’s Bhattacharya. 
“Tariffs (on import) of most consumer durables are already at a 
low.” That may be the case, but the effects of technology and com- 
petition are likely to erode prices regularly. If you are a resident 
of Mumbai and still not convinced, call Delhi. 


* Airtel prepaid in Delhi ^ Ex-showroom price Delhi 
+P1 in '95 and P4 in '03 Other prices are category averages 
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One Funeral And A Celebration 


OTH ARE, ESSENTIALLY, TECHNOLOGY 

magazines that rode the new econ- 
omy wave. Now, with the bubble long 
gone, one, Red Herring, has decided to 
down shutters—its March issue was 
its last. The other, Wired, however, 
reinvented itself sometime back. Now 
more a tech-, science-, lifestyle-, and 
workstyle-publication, it celebrated its 
tenth birthday in March. It has slimmed 
down some since its glory days, but 
we hope it is keeping fit. 
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Banks To Go 
Bust in 2006 


| CREDIT RATING AGENCY CRISIL 
forecasts doom in public-sector 


banks—didn’t they show a small-but- 


significant 0.30 per cent increase in 


profits for the nine months ended 
December 2002 as compared to the 12 
months ended March 31, 2002— 
there’s sure to be a good explanation. 
The logic behind the rating agency’s 
prediction that public sector banks will 
witness a 40 per cent drop in prof- 
itability by 2005-06 goes thus: Much of 
a bank’s investments is in the form of 
government securities. And while yields 
on G-secs have fallen precipitously, 
interest rates on bank deposits haven’t. 
By October 2002, says the CRISIL re- 
port, the interest rate offered by banks 
on a one-to-three year deposit was be- 
tween 0.75 and 1 per cent higher than 
the yield on G-secs with a 7-10 year 
maturity. Since then banks have 
pruned interest rates on deposits to 6.5 
per cent, but they continue to make 
incremental investments in G-secs at 
zero spread. Ergo, CRISIL expects a 
reduction in their interest income on 
investments. It's that simple. 

ROSHNI JAYAKAR 


The Making Of Doom 
Decline In Investment Yield 





Figures in per cent f Source: CRISIL 
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Cost of War on India: 
0.5 per cent off the 


The Cost Of Shock And Awe 


The impact of Gulf War II on the Indian economy. 
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Gulf War Il: India is already feeling the heat 


A: THIS MAGAZINE GOES TO PRESS, GULF WAR II HAS ENTERED ITS 
sixth day, and looks good for more. The government of India and 
the two voices of Indian industry, Confederation of Indian Industry and 
Federation of Indian Chambers of Commerce and Industry have 
ruled out any negative impact of the conflict on the economy but their 
sanguineness stems more from hope than factual knowledge. As 
Kirit Parikh, the Director of the Indira Gandhi Institute of Develop- 
ment Research puts it: “We have been suffering from the war for the 
past six months." His reference is to the 15 per cent hike in oil prices 
since last September. At the onset of the war, on March 20, oil prices 
crashed by $3 (Rs 143.34) to a barrel on the hope of a quick victory. 
Now, with the possibility of that fading, they could increase to between 
$35 to $40 (Rs 1,672-1,911) a barrel. And coupled 
with higher freight charges India's oil import bill 
could swell by anything between $4 billion 
(Rs 19,112.8 crore) and $6 billion (Rs 28,669.2 
crore)—something a country with a fragile fiscal 
situation can do without. Exports could suffer too. 
Rafeeque Ahmed, President, Federation of Indian 
Exporters Organisation claims that apart from not being able to 
export to Iraq and the Middle East, exporters will have to live with 
higher “tariffs for shipments to Europe as ships will have to take a 
much longer route." And economists are rewriting their GDP estimates. 
“We had predicted a GDP growth rate of 6.5 per cent,” says Jiban K. 
Mukhopadhyay, Chief Economist, Tata Group, "but are now lowering 
it to 6 per cent." Cost of War: 0.5 per cent off the GDP growth rate. 

ASHISH GUPTA 


GDP growth rate 
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LICKS 


Rolling With The 
Stones 


HE STONES WILL PERFORM IN 

Bangalore (April 11th) and 

Mumbai (14th). Here’s why you 
should make the pilgrimage: 


1. The Stones have such cute 
songs to their credit as "Bitch", 
"StarF***er" and “C**ks****r 
Blues". 
2. Get a glimpse of a band 
that's regularly rubbed the law 
the wrong way, mostly for pos- 
session of mind-altering sub- 
stances. 
3. Find out whether the Rolling 
Stones' tongue-and-lip logo 
was actually inspired by 
Goddess Kali. 
4. Find out whether Mick Jagger 
was really born way back In 
1943. He terms his wrinkles 
“laughter lines". The good news 
is that with Rs 500 tickets you 
won't see them. 

BRIAN CARVALHO 


Mick Jagger: A 
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Manna In 


The Gulf of Mannar 


I: ISN'T EASY GETTING TO THIS 
corner of India. Our destination, 
Mandapam lies at the end of a 30- 
hour train journey from Chennai. Sri 
Lanka is a mere 18 kilometres away. 
Mandapam is also one extremity 
of the 10,500 sq km arc that is the 
Gulf of Mannar, once a bio-reserve 
rich in fish, corals, and pearls. 
Today the pearls are hard to 
find, the fish are disappearing, 
and the reefs are denuded. 
The 1,750 households 
of Mandapam earn less 
than. Rs 1,000 a month 


tion, toddy tapping, or 
seashell gathering. And they 

find themselves in the 

clutches of moneylenders 

and middlemen. The 
Chennai-based M.S. 
Swaminathan Research 
Foundation hopes to 
change that. 

The mechanics 
of the change in- 
volves pearl-cul- 
ture, the processing 
of agar, the making 
of prawn pickle, even 
efforts to create an 
artificial reef. The 
Gulf, claims S Velvi- 
zhi, a scientist from the 
Foundation, has every- 
thing it takes for pearl 
culture. “There is po- 
tential for some 50-60 
pearl farms around 
Mandapam." By June 
2003, 10 families in 
Munthalmunai village en- 
gaged in pearl culture, 
hope to net their first 
profit of Rs 300,000. *We 
believe we can make 
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from fishing, seaweed collec- 
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some money from this,” says a wiz- 
ened-for-her-40-years V Nagakanni. 
That would help: steeped in debt to 
usurers who double up as fish 
traders, most people in the village, 
an important landing point for fish, 
have little bargaining power. Even as 
Nagakanni speaks of a better fu- 
ture, a fish trader on a shiny new 
cruiser rides off with the day’s catch. 
Barely two kilometers away, he sells 
the fish to a processing plant—at a 
100 per cent margin. 

At another village—this one is 


KRISHNASWAMY 


PHOTOS: G. 


Once, fish were plentiful here but catches like the one 
below are increasingly rare. Still, the beginnings of pearl 
culture, shown above, could bring prosperity to the Gulf 





rife in the region but Therespuram's 
fisherfolk have banded with the 
Foundation to create a 1 square 
kilometre artificial reef where they 
won't fish for the next two years. By 
then, the reef is expected to have 
bolstered the population of groupers 
and lobsters. And not too far away, 
in the village of Vellapatti, people 
are still marvelling at a factory that 
has emerged in their midst. The 
factory produces 20 kgs of prawn 
pickle a day and while a substantial 
part is sold to Chennai-based sea- 
food and meat products company 
Farm Suzanne, the women running 
the factory are now considering 
branding it Queen and selling it 
themselves. *Our ultimate aim is 
to set up many National Dairy 
Development Board type projects 
and network the various entities to 
take on multinational competition," 
says K. Balasubramanian, Director, 
JRD Tata Ecotechnology Centre at the 
Foundation. It's a start. 

NITYA VARADARAJAN 


called Kunjaravalasai—the Foun- 
dation has helped six women set 
up an agar processing plant. 
à A critical processed foods 
and pharmaceutical in- 
gredient, agar is extracted 
from marine seaweed of 
the kind that are com- 
7 mon in the Gulf and 
India makes just 80 of the 
450 tonnes of the prod- 
uct it consumes a year. 
Not too far away, just be- 
yond the Gulf of Mannar 
biosphere PepsiCo is grow- 
ing its own weed. Introduced 
from its natural habitat in 
the Philippines, this weed, 
the source of food-additive 
Carageenan, is flourishing 
in Palk Bay. 

Five hours down the arc 
takes us to the predomi- 
nantly Christian fishing 
community of Therespuram 
near Tuticorin. Illegal trawl- 
ing and coral mining are 
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DILBERT, TAKE 
CARE OF THIS. 
IT'S URGENT. 


I DON'T HAVE 
TIME TO ANSWER 
YOUR QUESTIONS. 


IF YOU COME 
TO MY OFFICE 
TLL BE AWAY. 


I THINK IT SAYS, 


“FLOOG SMORT 
QLAK MUNTA 





I CAN’T READ 
YOUR HAND- 
WRITING. WHAT 
DOES IT SAY? 


DON'T TRY TO 
CALL ME. I DON'T 
RETURN CALLS. 


AND THEN, LIKE A 

BAD ODOR ON A WINDY 
DAY, THE PHANTOM 
MANAGER VANISHED. 


I THINK IT 
INVOLVES 
MONKEYS 
AND DUCT 
TAPE. 





LET DOWN 


Parking Ticket 


NDIA’S PASSENGER CAR INDUSTRY MAY 

have thought it was in Easy Street af- 
ter Finance Minister Jaswant Singh 
slashed the excise duty on cars from’ 
32 per cent to 24 per cent. “That 
should kick start growth,” chorused 
analysts. But commodities have written 
the industry a parking ticket. 

Steel prices are up 25 per cent since 
2002, plastic, 31 per cent, and alumi- 
num 8 per cent. Even rubber is up 23 
per cent. And with the timing of the 
hike coinciding with the beginning of 
the financial year when companies re- 
new contracts with suppliers, says an 
executive. at Maruti Udyog, India's 
largest car manufacturer, “car mak- 
ers have no option but to pass on the 
increase to customers." And so, the 
company that slashed prices on its 29 
models by between Rs 10,884 and Rs 
37,664 in early March has announced 
that it will increase them soon—just 
how soon, or by how much wasn’t 
known at the time this magazine went to 
press. It's status quo for customers, but 
car makers can take heart from a what- 
If scenario that has the FM ignoring their 
pleas for a reduction in excise duty. 

SHAILESH DOBHAL 





Maruti Udyog: Passing the buck 








Allianz(li) - 


S baja 


LIFE INSURANCE 


; Haske Jeeyo Yaar 


with Allianz Bajaj Life Insurance 


_ Insurance is the subject matter of the solicitation. Allianz Bajaj Life Insurance Co. Ltd. AB.C2.005 





Impact. 


Nokia 6100. The smali and powerful 


New Age business tool. Sleek and compact, to 


give you never-before control at your fingertips. 


A classic design that's a sophisticated complement 
to your business style, with a 4-way scroli key for 


easier navigation. Get ready to create an impact. 


inise your appointments. with the a E uu E 
Nokia 100's Enhanced ^00 5 > 4s 


1 

el y view’ and the option to send and | 5 
2 

3 


receive calendar items via SMS or Infrared add | 27 28 2 


Options Æ Bark. 


a touch of simplicity to your scheduling. 


PACK MORE INTO YOUR MOBILE OFFICE 

Choose from a host of downloadable Java™ applications to 
enhance the features in your phone to meet your business needs. 
It is also equipped with a Phone Editor, PC Graphics and Composer, 
PC Sync and Nokia Content Copier to enhance the management 
of your phone. 


GO GLOBAL WITH TRI-BAND GSM 


The Nokia 6100 supports GSM 900/1800/1900 networks, 
a ~ World clack ii- — 







so you can stay in touch almost anywhere in the 
world. No more worries about missing those 


important phone calls from your loved ones 


See things cy with a high-resolution colour 


display. Send, receive and forward vivid colour - 
images and text, as well as receive sound 


attachments via MMS*. What's more, you can 


‘Options Back n 


attach the Camera Headset’ and snap pictures 
of those captivating moments, and share them with your loved ones 


and business contacts. 


MOVE TO YOUR OWN BEAT 
Choose from a range of pre-installed polyphonic ringing 
tones that are music to the ears, or download new ones 
via WAP* to make your phone 


truly distinctive. 


You may call it an intelligent 
and compact phone that 
truly answers your business 


needs. At Nokia, we call it 


human technology™. 
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The BT 50 


Flip Flop 
The free float-index mirrors stockmarket volatility. 


125.007, Feb. 26, 02 


Mar. 24, 03 
113.11 


Dec. 13, 02 
HH. 


Sep. 13, 02 
108.09 


Jun. 27, 02 














Introducing an all-new 120.00- 
s 115.00- 
stock index. 110.00 =z 
105.00 z 
HY BOTHER LAUNCHING 100.00 : 
another stockmarket in- 95.00 Elo. | E 
dex? Because the ones that j 
India has, including the BsE The 50 Stocks | 
Sensex and the NsE Nifty, aren't What they are and their weightages. 
the best measure of stockmar- Company Name Weight Company Name Weight 


ket performance. For one, 
these indices are based on mar- 
ket capitalisation and, there- 
fore, inclusion of closely-held 
companies with large market 
cap (like Wipro) tends to dis- 
tort the index. So, what BT 
has done is to develop an index 
based on the free float method. 
This not only improves the 
representative nature of the in- 
dex, but also allows inclusion 
of closely-held companies al- 
beit, with lesser weight. In fact, 
free float indices are becom- 
ing the norm world wide. The 
London FTSE or the Morgan 
Stanley MSCI are already based 
on the free float method. But in 
India, except the BsE TECk, 
there are no such indices. That 
makes the BT 50 the only one 
of its kind. Watch for it in 
every following issue of 
Business Today. 

NARENDRA NATHAN 
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VAT s Vexed Questions 


Are states in a position to implement var from April 1? 
No. Only Madhya Pradesh and Maharashtra have 
passed the bill. The others will take time to do so. 


Will var simplify the tax system? 

Yes. When implemented as a single levy, it will eliminate 
cascading effect of state sales tax. It will also widen the 
tax base by taxing the entire distribution chain. 


Are all states happy with VAT? 
No. States with a tax rate higher than the 12.5 per cent 


Of VAT fear loss of revenues. 


Will VAT hurt some sectors? 

Yes. Petrochem, FMCG, and pharmaceuticals. The first 
two because of their long supply chain and the third be- 
cause input tax credit won't be available. 


Will VAT help some sectors? 
Yes, again. Autos, capital goods, engineering, metals 
and oil and gas are some. 

DEBOJYOTI CHATTERJEE 


Our silent efforts to serve you better... 


reward us in more ways than one. 






y 
Rated as ‘One of the Top Ten- Most Respected Compai 
in India' by Business World. 
25 
Received the highest rating for dorobanti and Value Creation' 
by CRISIL. 
v 
Recognised as one among the top ten ‘Company Leaders in India’ 
| by Far Eastern Economic Review Survey. - 
¥ 
Voted as ‘Best Managed Financial Institution in India’ 
- by Fox Pitt Survey. 
V 
Winner of the IFR Asia Award for the ‘India Capital Markets Deal - 2002’. 
: Yit | y ' 
Received the ‘Dream Home Award’ from Outlook Money. 
Vy 
Ranked 1st by the Association of Business Communicators of India 
for the HDFC Wall Calendar. 
| : 
~ Won the Award for ‘Best Presented Accounts (2001 - 2002)’ 
by the Institute of Chartered Accountants of India in the category of 
Banks, Financial Institutions and Financial Companies. 


Thank you for your trust. 





www.hdfc.com 


COO a Sa i See MSIE ^ alp Ee BS ee ea go sca a UEM dioi eL ET 
Regd. Office: Ramon House, H.T. Parekh Marg, 169, Backbay Reclamation, Churchgate, Mumbai - 400 020. Tel.: 22820282, 22836255. 
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STEALTH 


Dell's Day Out — 


Michael Dell: A low-profile visit 


HAT BILLIONAIRE MICHAEL DELL WAS 
in Bangalore on March 19 is no 
secret. But his reasons for making it a 
hush-hush affair or why he chose to 
visit the Infosys campus and not Wipro, 
continue to be a mystery. BT did some 
sleuthing and this what we found out: 
The 38-year-old CEO of Dell Computers 
addressed the 3,000 employees at the 
company's year-old global technology 
support centre (Dell International 
Services), and reviewed its perform- 
ance. Then Dell met with Infosys Chair- 
man N.R. Narayana Murthy and CEO 
Nandan Nilekani. The agenda? Dell is 
believed to have explored the possibil- 
ity of a deeper relationship with Infosys, 
including outsourcing some more soft- 
ware development work to the Indian 
company. The meeting is being seen 
as a coup for Infosys, since Dell had also 
met with top Wipro officials including 
its Chairman Azim Premji on his visit 
last year. Some observers point out that 
Dell’s low-key visit could also be due to 
the flak American companies are facing 
for outsourcing jobs to India. 
VENKATESHA BABU 
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THE QUESTION CORNER 


“Reputation Is 
Like A Halo” 


[^ Fombrun, a Professor of management at the Stern 
School of Business (New York University), bas spent 
most part of his professional life championing the cause of cor- 
porate reputation. Also the founder of the Reputation Institute, 
Fombrun—on his first visit to India—spoke to BT’s 
Venkatesha Babu on why reputation matters. Excerpts: 


How do you define reputation? 
Reputation is like a halo. It is like a cloud, which sits on top of 
somebody’s head. It could be favourable or unfavourable, at- 
tractive or unattractive. There are six dimensions to it: Emotional 
Appeal; Products & Services; 
Financial Performance; Vision & 
Leadership; Workplace Environment 
and Social Responsibility. Therefore, 
reputation management is much more 
that branding or public relations. 


Is there a correlation between reputa- 
tion and market capitalisation? 

This is the holy grail of the entire 
thing. We all look for links between 
financial value and intangibles. I 
have something I call reputational 
capital. This is: Physical Capital+ 
Intellectual Capital+Reputational 
Capital= Market Cap. Efforts to 
correlate how people perceive and 
put a financial number to it is the en- 
tire issue of reputation measure- 
ment and management. 


PAWAR 





DEEPAK G. 


How does your Reputation Quotient 
Gold index work? 

RQ system is a rating, which we publish based on perceptions of 
the general public. For instance, in the Fortune list of “Most 
Admired Companies” they go to executives and analysts. 

However, the universe from which we get answers is much 
broader, wider, and more unbiased. With the six metrics men- 
tioned earlier, we measure and rank companies. RQ Gold has 
been constructed such that it is generic enough and we could be 
asked of anybody and not just the analysts and executives. 


Samsonite 


WORLDPROOF 


pate Wu x ixa > "ohio: 


ailable at Samsonite Travel Worlds and Select dealers * For dealers Locater Log on to www.samsonite.com 
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HPCL On The Block 


The line up of suitors promises a good fight. 


n L IS ONE BIG-TICKET SELL-OFF THAT GLOBAL 


oil majors had been waiting for. And on 
March 18, 2003, as the deadline for bid- 


In The Fray 


ding for the government's 34.01 per cent Abu Dhabi National 


stake in HPCL expired, at least nine com- 


panies had put in their bids (See In The 
Fray). Why the rush? “HPCL gives foreign 


oil majors a major launching pad in a 


growing market like India," explains 
Kaushik Dutta, Executive Director, 


PricewaterhouseCoopers. Indeed, with 


4,720 retail outlets and 17.5 million tonnes 
of annual refining capacity, HPCL is a cov- 


Oil Company 


ChevronTexaco 


Essar Group 
Kuwait Petroleum 
Petronas 

Reliance Industries 
Royal Dutch Shell 





eted oil company. The government's gain: - 


At least Rs 7,000 crore. 


Saudi Aramco 
TotalFina 


ASHISH GUPTA 


Storm In The Cup 


And it has to do with EU's new norms. 





"y QR 4 E 


A bitter taste: EU cracks its whip 





“pres IT SUBTERRANEAN 
subterfuge. A notifica- 
tion issued by the European 
Union on March 7, 2003, 
puts Indian tea on the watch 
list. Reason: A higher pesti- 
cide content of an average 
0.45 mg (per kilo) in India 
tea compared to EU’s per- 
missible level of 0.28 mg. 
Says Naba Kumar Das, 
Chairman, Tea Board: “We 
are currently evaluating its 
impact.” While India pro- 
duces half of the world’s 
tea, it accounts for a fifth 
of its exports. EU’s move 
will not have a big impact— 


most of India’s exports is to West Asia and the CIS countries—but 
it could lead to a loss of lucrative markets in Germany and the UK, 
which fetch 12 per cent of the total exports, or Rs 250.4 crore. Says 
Krishen Kumar Katyal, Director, J. Thomas, a leading tea brokerage: 
"It's not panic time yet, but we will have to look to organic tea if are 
to value add to Indian tea exports.” What about the local consumer? 


28 BUSINESS TODAY APRIL 13 2003 


DEBOJYOTI CHATTERJEE 











HANG-OUT 


The Mother of 
All Malls 


pi HERE'S A SHOPPING MALL 
where you won't have to drive 
around in circles looking for a parking 
slot. For, the Mulund (Mumbai)-lo- 
cated Runwal Arcade has a seven- 
storey parking facility that can take 
800 cars. But that's not the only reason 
why shoppers will make a beeline to 
Runwal, come April. At 4,25,000 sq ft, 
the Rs 125-crore mall claims to be 
the biggest in the country, with just 
about everything leisure-seekers could 
ask for: a multiplex, food courts, and 
recreation. Says Subhash Runwal, 
Chairman of Runwal Group: “We 
want to make it a destination centre.” 
Lifestyle, Big Bazaar, Provogue, and 
Haiko supermarket (whose promoters, 
the Hiranandanis, are also diversifying 
from real estate into retail) have already 
got themselves an address at Runwal. 
Once fully operational, the mall ex- 
pects a footfall of 10,000 on week 
days and 15,000 on weekends. Retail 
may be missing foreign investment, 
but it sure isn’t missing growth. 
ROSHNI JAYAKAR 
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 Thesmart office —— 
just got intelligent. | 


Presenting the newest members | 
of the Xerox Document Centre? family. 








=| Xerox Document Centre" 


5655/545/535 


Digital Multifunction Systems í 






Today is the age of the Xerox Document Centre® 500 series. simplify document management, but also reduce overhead : 
A system that boasts of the skills and expertise that can turn costs, enable larger workgroups and enhance productivity. 
around the way work is done in your office. A system that A multitasking, multifunction system that's not really an office | 


incorporates software and user friendly features that not only machine. It's part of the office. | à 


THE DOCUMENT COMPANY 
Print = Copy = Scan = 55/45/35 ppm = E-mail = Network enabled 
= Large workgroup compatibility = Smallest footprint = Wireless X [- IY OX 
technology = Modular and Upgradeable = Professional finishing ® 


Xerox Modicorp Limited : A Xerox and Modicorp Joint Venture | 


Digital efficiency for every office. 


Xerox Modicorp Limited, 19th Floor, DLF Square, Jacaranda Marg, M Block, DLF City Phase - Il, Gurgaon -122002 (Haryana) India. Tel: 0124 - 2561930/40, Fax: 01242 56 1255 


=" Ahmedabad: 6578732, 6575249 = Bangalore: 5546735, 5541916, 5369143 = Chennai: 28116705, 28110774 ® Delhi: 24313004, 
23364169, 24314788 = Hyderabad: 23418754, 23401097 = Kolkata: 22262649, 22176305, 22268125/8143 = Mumbai: 28227317/8/9, 28231927. 
24954166/1423, 24926487, 24910590 = E-mail: digital.solutions@ind.xerox.com * Website: www.xerox.com/india 
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*Ex-showroom, Delhi. Accessories shown may no! be part of stondard equipment. Colours and specifications ore subject to change without prior notice. Colours shown may not match the actual colours due to printing limitotio 


Call now to experience All-Wheel Drive. NORTH: DELHI: Autovikas, Tel.: (011) 25119021, 9811319035. British Motors, Tel.: (011) 2373119 
9810054183. Regent Automobiles, Tel: (011) 26959802, 9811027491. JALLANDHAR: Dada Motors, Tel.: (0181) 2266052-55, 9814166001 
LUCKNOW: Gemini Mobiles, Tel: (0522) 2212870, 9839011778. WEST: AHMEDABAD: Infinity Drive, Tel.: (079) 8015331, 8016092/3/4 
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gets you there. Whether by ‘road, off-road or-no road. All'at a special introductory price of Rs..15.59 bis: ; 
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FORESTER AWD PAJERO 4x4 
Engine 2.0L petrol 2.8L diesel 
Power 120 PS @5600 rpm». 118.5 BHP @ 4000 rpm 
Wheelbase 2525mm 2725mm 


www,chevrolet.co.in 


FORESTER ZIZA 


nad 


CHEVROLET 


ENTERPRISE NEXUS 1321 R 


BHOPAL: Autoworld, Tel.: (0755) 2540700/701, 9826070706, 9826020199, 9826037375. MUMBAI: Sharayu Automobiles, Tel.: (022) 2300960/950, 
9821894646. The National Garage, Tel.: (022) 24926766, 24965631. PGNE: Shreyans, Tel.: (020) 5660817/818. SOUTH: BANGALORE: Garuda 
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DASH BOARD 


India, as a whole, has de- 

cided to label the Indian 

cricket team a winner 

for reaching the World 

Cup Cricket final, never 

mind that it lost badly to “= 
Australia. Unfortunately, the 

true measure of a winner lies in win- 
ning when it matters most. India’s IT 
twins Infosys and Wipro have shown 
they have what it takes to be labelled 
champions. Indian cricket captain 
Sourav Ganguly may think otherwise, 
but he leads a clutch of pretenders. 


Five Years Atter 


The eco achievements, or lack of, of the Government. 


BI The not so good numbers first. In 1997-98 
India's Gop grew by 5 per cent. In 2002-03, it is 
expected to grow by 4.4 per cent. 


E The better numbers now: the 52-week aver- 
age of inflation in 2002 was down to 2.6 per 
cent from 1997's 4.8 per cent; and for-ex re- 
serves are up from $10.25 billion in 1997-98 to 
$75 billion in the last week of March 2003. 





Bi The good news on the policy front: The 
Vajpayee government opened up the insurance 
sector to competition, embarked on an ambitious 
disinvestment drive, introduced the concept of 
value-added tax and laid several thousand kilo- 
metres of road. 


BI The not-so-good news: Second generation re- 
forms remained on paper and, at last count, 
12 crucial economic legislations, including The 
Electricity Bill 2001, The Industrial Disputes 
(Amendment) Bill 2002, and The Contract 
Labour (Regulation and Abolition) Amendment 
Bill 2002, were hanging fire. 





ASHISH GUPTA 








The Genome 
Cracker 


D: J. CRAIG J. VENTER IS THE MAVERICK SCIENTIST 
WHO cracked the human genetic code (he actu- 
ally decoded his own genome) and set the stage for 
a revolution in the world of medicine. In tbe future, 
medicines would be preventive rather than cura- 
tive, he tells BT's Vandana Gombar in an interview. 
Excerpts: 
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impact of genome research has wound its way intodrugs? 


Is the human genome fully mapped? 

About 85 per cent of the work is finished. The larger 
challenge now 1s to interpret the data that we have. I be- 
lieve we will be doing that for the rest of this century. 


So, how do you see the world 15 years from now, when the 
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Well, we will be much further down the road in elim- 
inating some of the biggest killers on the planet— 
malaria, tuberculosis, cholera, and will be working 
towards new approaches to cardio-vascular diseases, to 
cancer and more importantly to malnutrition. 
Hopefully, those things wouldn't take 15 years. 


-Vijay Mallya and Kishore 
1 Chhabria of Herbertsons 
seemed close to settling 
their feud over control of 








cel toons by Saurabh Singh 


...and Azim Premji of Wipro 
made it to Forbes’ list of 10 
Most Powerful Billionnaires. 








Haske Jeeyo Yaar 


with Allianz Bajaj Life Insurance 


urance is the subject matter of the solicitation. Allianz Bajaj Life Insurance Co. Ltd. AB.C2.005 








LIFE INSURANCE 


Announcing 


business today 


MANAGEMEN 
FORLIM 


FROM KNOWLEDGE TO PROFIT 


As part of the BT Knowledge Management Forum, India's foremost business magazine, 
Business Today, brings to you the opportunity to share the experiences of visionary 
leaders, management gurus and business titans in contemporary areas of innovation, 


branding, strategy and change leadership... 


Come experience out-of-the-box thinking, 
at a one-day workshop on 15th April, 2003 
with Dr. Jagdish Sheth on 


‘Building Winning Brands’ 
Discover, 
Learn & Apply 


* The Rule of Three - Dr. Jagdish Sheth's latest best-selling book 


"One of the most provocative and original business books to come out 
in years. Whether your company functions in your industry as a generalist, 


a specialist, or is stuck in a ditch, you will find a catalog of strategies 


SURVIVING AND THRIVING 


IN COMPETITIVE MARKETS 
for surviving, reviving or prospering.” 
Philip Kotler 


Dr. Jagdish Sheth has been ranked among the top global marketing gurus. He is a leading consultant 
to companies like GE, AT & T, Coca-Cola, Ernst & Young, Ford, Pilsbury, Whirlpool and JWT. 
Dr. Sheth has written four books, including Clients for Life and Value Space (Mc Graw Hill). 


He is on the board of Wipro and an advisor to several reputed Indian Companies. 





Morning Session 


Afternoon Session - Vital Inputs 


Who Should Attend 


For Program Registration & Enquiries contact: 


Business Today - William Hu Ph: 011- 23736970-78 bg@intoday.com 
Exchange4Media - Ravi Soni Ph: 9818266057 rsoni@exchange4media.com 


Participation Fees 
1 Delegate Rs. 7500/- 
3 Delegates from the same organisation Rs. 6500/- per delegate. 


5 or more delegates from the same organisation Rs. 5500/- per delegate. 


All cheques should be drawn in favour of ‘Living Media India Ltd.’ 


15th April, 2003 9am to 5pm Hotel Imperial, New Delhi 


FOR MANAGING TOMORROW 
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State(s) Of Inequality — 
The disparity in investment flow is stark. = 
STATE — 27 NO. OF IEMs” INVESTMENTS EMPLOYMENT - 
i , (Rs CRORE) i EN" 
ANDHRA PRADESH 406 13,697 47,926 
ASSAM s 35 .. 1,060 2,775. 
BIHAR 5 65 768 . 
CHHATTISGARH 4E. o5nv5Iy99g 51 990918; 
CHANDIGARH 4 258 1,165 
.. DADAR & NAGAR HAVELI 63 1203: 5698 
DAMAN & DIU 58 2,330 3,135 
DEL OSS 455° 2: 834 |. 754,8996 7^ 
GOA 77 701 11,120 
- GUJARAT | 907 A 33,256 | 129,02 
J HARYANA 334 12,594 47,338 
HIMACHAL PRADESH 32 3827 2a eae 
JAMMU & KASHMIR 9 | 602 18,361 
_ JHARKHAND — 3330 1 REIS IESU ese: 
KARNATAKA _ 152 8,274 24,325 
KERALA -. — 75 3,005 oS 8168 DA 
MADHYA PRADESH 277 9,350 65,840 
~ MAHARASHTRA 814 27,266 146,560 
MEGHALAYA 10 27 661 
ORISSA ; | 895 ee 1,6681 5 SOR 27883 
. PONDICHERRY 38 306 |. 4430 
JGPHRMABOIUC 7^ 288 "o T 601175 Coe 
RAJASTHAN 322 10,967 73,905 
.TRIPURA Q s nc a SERES 
TAMIL NADU 393 9.390 55,530 
UTTAR PRADESH 396 . 16,82 | 64973 
UTTARANCHAL 20 118- 1649 
WEST BENGAL a 296: . 27,560  . $60422- 
Source: Secretariat for Industrial Assistance; Investment received between August 1991 & September 2002 
s Department of Industrial Policy and Promotion — * IEMs: Industrial Entrepreneur Memoranda m ; 


Faking The Dragon 


There's little Chinese about the China Bazaars. 


p UP ANYTHING FOR RS 65,” SCREAMS THE BANNER OUTSIDE A 
makeshift shop that's selling everything from electronic toys to 
moulded chairs to footwear at Lajpat Nagar, a shoppers’ borough in 
Delhi. Welcome to one of the hundreds of “Chaay-na” bazaars hop- 
ing to cash in on the low-cost image of Chinese products. “Not all 
products are made-in-China. Most of them are produced in and aro- 
und Delhi,” admits Gaurav Mishra, a China Bazaar entrepreneur. The 
formula for the quick buck is simple: scrounge the wholesale 
markets for cheap deals and hire a place for two-weeks, The 
products can be Chinese imitations, the B-model isn’t. 
T.R. VIVEK 











SIDE EFFECT 


Boom Checks In 


Tu RISE OF CALL CENTRES ISN'T 
cheering young graduates alone. 
Hotels too—at least the ones in Banga- 
lore—are singing hosannas of the new 
industry. Why? According to esti- 
mates, 15 to 20 per cent of the 1,100 
five-star rooms in the garden city have 
been taken up by foreign voice and 
technical trainers. These long-stay 
guests have made room vacancy in 
the city drop to record low. Says Pep 
Kumar, General Manager, Taj 
Westend: “Typically, these guests stay 
with us for anywhere between six 
weeks and six months.” In apprecia- 
tion, most hotels reward them with 25 
to 30 per cent discount on rack rates 
and significant discount on other serv- 
ices like food and beverages, laundry, 
and telecom. Despite the rush, the local 
industry is wary of adding capacity, 
thanks to the new geo-political un- 
certainty. Meanwhile, if you are tra- 
velling to Bangalore, book in advance. 
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4 slender curve joins East and West in the fusion designs of the Asmi diamond collection. Price Rs. 12,000 onwards. www.asmidiamonds.com 
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The Other Korean War 


Who won: The official sponsor or the ambush marketer? 


RICKET FIRST OR INDIA FIRST? ACTUALLY, IT WAS MONEY FIRST. AS CONSUMER 

durable makers embark on the task of auditing the bang for their 
WC-ad bucks it has become clear that there is a direct linear relationship be- 
tween the amount a company is willing to spend and returns in terms of 
immediate sales, the trapping of official status be damned. 

LG, the company with the official status, spent close to Rs 75 crore 
on Cricket's biggest event. Samsung, despite restrictions surrounding the 
use of Indian cricketers in its ads—the result of an ICC effort to curb am- 
bush marketing—burned close to that amount, some Rs 70 crore. 
And while Samsung expects its March 2003 sales to be around the 
100,000 mark, television industry execs claim LG (the company would- 
n't speak to Business Today) would do around the same. 

Being sponsor has its advantages—and we are not talking about a men- 
tion in ICC President Malcolm Gray's speech at the end of the tournament. 
By the end of the World Cup, LG boasted a 54 per cent spontaneous ad 
recall among consumers across eight metros according to an A.C. 
Nielsen study. Samsung did 37 per cent. Still, that could well be a 
function of better advertising, not an official status. 

SHAILESH DOBHAL Rs 150 crore: That's their World Cup ad-spen 
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Bollywood's Hit 


A cold box office is hurting Hindi film music sales. 


T DOWNTURN IN SAD SONG 


global music sales 
(down from $34-billion 
in 2001 to $31-billion 
last year) seems to have 
swept the Indian sho- 
res as well. The Rs 1,040- 
crore Indian music in- 
dustry, dominated by 2002 
Hindi film music, has Figures are Rupees in billion 
reported a 23 per cent 
, drop in sales. Piracy 
(which accounts for nearly 30 per cent in lost sales) and higher 
acquisition costs apart, what seems to have hit Indian industry the 
hardest is a weak performance by Bollywood in 2002. With the 
box-office anything but hot in the first three months of 2003, pre- 
dictions are of no growth this year. A revival is expected only 
around 2005. Shah Rukh had better get back. 
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Source: KPMG estimates (Ficci-Frames 2003) 
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Fall Brands 


NYTIME PEOPLE IN INDIA GO 

bashing the US, it’s the coun- 
try's two most visible brands that 
get the most stick. No 
wonder, then, that re- 
cently when the 
Andhra Pradesh-based 
People's War Group 
wanted to protest 
against the American 
attack of Iraq (don't 
ask what PWG has to 
do with international 
politics), they blew up 
a godown each of 
Pepsi and Coke in two 
different locations in the state. 
May be the cola companies 
should start sending the repair 
bills to the White House. 
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Why Everyone 
Likes Biscuits 


| A Tough Cookie 
W Value Growth W Volume Growth 


Figures in percent 
All India figures for Jan.-Dec 2002 














‘A Landmark Film! 







ONDERING WHY THE COOKIE REFUSES TO CRUMBLE WHEN 
V the entire fast moving consumer goods (FMCG) market 
is gasping for growth? Here's our take: differentiation in 
terms of product variants (chocolate chips and cream wafers 
are just the tip of the iceberg) and aggressive distribution by 
mid-sized players like Priya Biscuits may have helped, but the 
real reason for the double digit volume growth in this cate- 
gory—and you'd better believe this—is the pack. 

No other category has adapted itself to smaller pack 
sizes—something consumers prefer when things aren't going 
too well with the economy at large—better than biscuits. 
“There are 47 pack sizes in the biscuit market and a signif- 
icant number (8) of large pack sizes have been discontinued 

in the past two-three years," says Sujit Das Munshi, Vice 
President & Executive Director (Retail Measurement 
Services), A.C. Nielsen ORG-MARG. And most new launches 
come in small sizes. Repeat after us: small is... 

SHAILESH DOBHAL 
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Crossover Succour 





—— Packaged Tea 
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OLLYWOOD HAD JUST ONE REASON TO CHEER IN 2002: 
Crossovers. Films with an Indian theme, these targetted the 
English-speaking Indian and mainstream Western audiences. 
With analysts seeing this as the first step to take Indian staples 
such as Devdas abroad, the actual crossover may soon begin. 
SWATI PRASAD 
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track record with a number of resort properties. 

He figured that if he hired a Fortune 500 hotel 
chain to manage his latest development he would be 
freeing himself up to do what he did best—building— 
while they did what they did best: Making a profit. 

He was right, sort of. He did find time to focus on 
the next big project. And the hotel chain did start mak- 
ing money. The only problem was, as he discovered 
when he did a year-end audit, their idea of a profit cen- 
tre was him. They were billing everything they could— 
services, repairs, and many unexplained items—to 
his side of the partnership. For his next project, the 
developer learned his lesson. He hired an overseer— 
someone to manage his assets on site, in real time. 

Big or small, all enterprises exist in a web of re- 
lationships that thrive on a three-word philosophy 
made famous by Ronald Reagan—“‘trust, but ver- 
ify." Reagan was talking about nuclear missiles 
but the principle holds true for business. 

The more we trust, the less we verify. But in case of 
shared projects, trust shouldn't be granted outright— 
it should be earned. And the process of earning trust 
requires a period of vigilance, transparency, and 
scrupulous behaviour on the part of both parties. 

If the project is too big to run itself, you need an 
- overseer. If the partner is too big or too distant—geog- 
raphically, but also in terms of company culture—you 
` need an overseer. The tricky part, however, is the cho- 
ice of the right person. There are very few no-brainer 
decisions in daily management; so much depends 
on those 40-60 per cent decisions that are essen- 
tially judgment calls. Putting an aggressive person 
in a project with the sole mandate to look for trouble 
can itself result in trouble, prevent trust from growing, 
and even lead to litigation. On the other hand, a 
passive overseer may be unable to evaluate practices 
that straddle a borderline. The worst kind of overseer 
is one who buys into the other side's reality to the 
point of slighting your own interests. 

Most companies are hard-pressed to find trusted, 
ready-to-go candidates for the job. However, if you're 
knowledgeable about the industry, it is less important 


Ts MULTI-MILLIONAIRE DEVELOPER HAD A LONG 
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Overseeing The Overseer 


All successful partnerships hinge on a simple three-word principle: Trust, but verify. 





to be knowledgeable about the person you put in 
charge of it because you will know what characteristics 
are needed to succeed, and you'll know what traps and 
pitfalls and opportunities may arise. 

If, on the other hand, you know the industry and 
your overseer's knowledge base is also substantial, 
you can give him latitude to decide when to bother you 
and when not to. This is the best of both worlds; where 
your concern is taking the smooth running so much for 
granted that you lose your feel for the project. 

Then there are the occasions where you don't 
know anything. It could be your new venture into inte- 
ractive fulfilment or foreign licensing agreements; 
here you've got to find the right person with the spe- 
cialised knowledge, give him or her a primer on com- 
pany culture, and a lesson in cost-consciousness. 

The most difficult question you may face in each of 
these instances is, “When do you second-guess?” The 
answer depends in part on your level of knowledge, but 
also on instituting a system of checks and balances. You 
don't want to wait until the year-end or even quarterly 
reports to discover *your man in Havana" has mis- 
construed his instructions or lost control of the situa- 
tion. It's best to have regular briefings in which your 
role is understood to be that of a devil's advocate; this 
helps to keep everyone sharp, yourself included. 

For similar reasons, to wade in and take charge 
or re-direct strategy is an option that you should al- 
ways keep in reserve—it helps prevent complacency 
from setting in. But you ought to be careful before 
making good on any threat to take over the reins. If 
you're David Ogilvy worrying about an ad cam- 
paign, there's good reason to second-guess. If, how- 
ever, you're somebody who reads a lot of magazines, 
watches a lot of Tv, and thinks he's figured out 
what works but has never actually done advertising, 
that's another kind of second-guessing. It can work 
out that the amateur really does have insights or gut 
instincts that are correct, but such instances are 
few and the examples of them backfiring many. 


€ Mark H. McCormack. All rights of reproduction in any 
form are strictly reserved. 
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The fourth BT-Stern Stewart study reveals that for both investors and 
. companies, the focus is back on fundamentals. That means wealth 

creation will more than ever be a product of fundamental performance. 
BY TEJPAVAN GANDHOK, SANJAY KULKARNI, AND ANURAG DWIVEDI 


T TAKES A DOWNTURN TO TELL A 
great company from a good one. 
While the good company will dev- 
ise strategies to retain marketshare 
and protect profits, the great one 
will actually take marketshare away 
from its weaker competitors and 
fatten its bottomline. What makes the dif- 
ference? As in nature, it’s the (corporate) 
DNA. Good companies have systems and 
processes that ensure consistent growth—but 
only as long as there are no sudden up- 
heavals in the competitive topography. Great 
companies, on the other hand, not just anti- 
cipate disruptions, but manage to turn the 
new situation to their advantage. 

Want proof? Take a look at this year’s 
study of India’s biggest wealth creators. 
Eight of the top 10 companies—their 
ranking is based on market value added, 
which is the difference between the capi- 
tal invested in a company and its market 
valuation—had positive EVAs (economic 
value added), which is the economic profit 
that remains after deducting the cost of all 
the capital employed (both debt and equ- 
ity) in the business to generate the opera- 
ting profits. (If all this sounds complicated, 
take a look at the simplified methodology 
elsewhere in the issue.) 

In fact, seven of these companies had 
actually improved their EVA over the previ- 
ous year—despite a bad year. 
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NAIR, 27/165, Ashwini, MS (US), go 


looking, MNC Bangalore employed seeks 


well-educated, well-employed bride 
Menon/Pillai/Nair below 23 with good looks. 
Horoscope optional. Box No. BA506, 
Malayala Manorama, Kottayam. 


NAIR, 26/170, Uthram, M.Sc., Maths diploma 
in computer, employed MNC Chennai seeks 
well-placed, qualified girl. Nairs need only 


apply. Box No. FH7838, Malayala 
Manorama, Palakkad. 
ALLIANCE invited from well-settled girls for 


Pooradam, B. Com, MBA, Madras University, 
29/175, giving home tuitions, wheatish 
complexion. Mother widowed at 19 and later 
- remarried. Early marriage. Call: 98461 38993 

No. KR45987, Malayala Manorama, 


ALLIANCE invited from 
qualified, well-settled girl 
Menon boy, November 74/18 


handsome empioyed MNC. Sub-sect 


cceptable. Contact: 0484-2446695 Box No. 
HG1976, Malayala Manorama, Kochi. email: 
vidya_bs@yahoo.com 


Nair, Thiruvonam, 1974/171, B.Sc, NIIT, fair, 
smart, employed seeks professionals. Aged 
23-25 from India/abroad. Box No. WW56890, 
Malayala Manorama, TVM. 


NAIR, Pooram, 27/164 Post graduate, slim, 
fair, giri. Boy - well-qualified, professional 
drawing 3 lakhs per annum, settled Chennai. 
Boxno. HG67900, Manorama, Kochi. 


NAIR boy Uthram, 29/170, MCA, employed 
MNC, smart, intelligent, Sudha Jatakam, sub 
sect no bar, seeks well-employed 
professionals (preferably India employment) 
Apply with horoscope. Box No. HG4689, 
Malayala Manorama, Kannur. 


SUITABLE Kochi based match for PG dip, 
employed boy, 27/168. Apply with BHP to 
Box. No. DH4798, Malayala Manorama, 
Kochi. 


E. _ KOCHI, Nair, 29 years, well-built, handsome, 


d and working in Canada as 
eré Girl should be good looking 
imployed. Box No. BA201, Malayala 


Vishu which falls on April 15, marks the beginning of the marriage 


NAIR, 39, PG, 
holder, Kochi-based, seeks suitable girls. 
Contact Box No. KR4598, Malayala - 





Manorama, Kochi. 


NAIR, 28/170, M. Com., pursuing M. Phil, 
extrovert, charming, Avittam, father - 
General Manager Ashok Leyland, seeks 
professionally qualified girls. Sub-sect no 
bar. Box No. WW57738, Malayala 
Manorama, Kottayam 


MATCH for Menon businessman, 
handsome, 69/6" tall, looks 40, youthful 
vigour, widowed, from understanding 
girls below 30 yrs. The marriage will be 
conducted before June. Contact: 98471 


4 H for 31/170 smart, MBA boy seeking 
! pnals. Sub-sect no bar. 0471- 
act Box No. FG9478, Mayo 





NAIR 8, smart, ha 
job-oriented Software Engiiear, 
Bangalore seeks alliance from girls working 


in similar field, preferably Bangalore or short 


period abroad, settle Bangalore. Box No. 
B5206, Malayela Manorama, Kottayam, 
1 SYRIAN CATHOLIC 


S. 


SYRIAN Catholic, 29/172, PG - Master in 
banking management, accounts executive, 
handsome, seeks well-qualified girls, 
employed India/abroad. Box No. HA34679, 
Malayala Manorama, Kottayam. 


ALLIANCE invited for 30/175, MA, Mass 
Comm. Journalism, Executive in Advertising 
Agency seeks well-placed Chennai based 
giris below 27 yrs. Box No. GH4378, 
Malayala Manorama, Kottayam. 


SYRIAN Catholic 27/176, M. S. Ecology, 
Ph. " good looking, well-placed groom. 
Send details to Box No. HH659, Malayala 
Manora aKochi, 


MATCE tor 1974/168, BE, software engineer 
Chentiai seeks good looking, employed girls 
"€ 5 yrs. Box No. HR47326, Malayala 
andrama, Kottayam. 


adit 


























Mumbai, 30/179. "Ren with photo 


details to Box. No. HH4578, Malayala 


Manorama, Kottayam. 


ALLIANCE invited for boy 29/172, post 
graduate, employed, from professionally 
qualified, well-employed, respectable 
family. Box. No. DH6874, Malayala 
Manorama, Kottayam. 


KODAIKANAL settled tourist guide, 
broker - off season is on the look out for 
simple, good looking girl with permanent 
govt. job. Boy - 29/167, 11,000/- pm (25 
lakhs fore-father's property) Send 
details to thomas2003@hotmail.com 


WANTED suitable match for Syrian Catholic, 


| 32 bachelor, only adopted son of Central 


at Kottayam. Please contact: 
75,  Malayala Manorama, 


respectable Thiyya family, working 
Consultant - Enterprise solutions- TA 


Technologies - USA seeks fair 


graduates/post graduates, below 27 yrs, 
preferably professionally-qualified from 
respectable families. Write to Box No. TVM 
5684, Malayala Manorama, Trivandrum. 


HANDSOME 27/180/30,000, own business 
seeks good looking Thiya girl of any sub- 
sect. Send BHP to Box No. KLM 4582, 
Malayala Manorama, Kollam. 


30 YRS, smart and extrovert, well- 
established lawyer seeks professionally- 
qualified, good looking girls. Write to Box No. 
GH4387, Malayala Manorama, Kottayam. 


THIYYA, Pooram, smart, handsome, MBA 
boy seeks very fair, good looking girls. 
Contact: 0484-2547895. Box No. CHN 


8594, Malayala Manorama, Kochi. 


family ae. seeks alliance 
only 


“distributor from Ern 











abroad, avons: is looking for 
god-fearing, below 36 
Divorcees/widows also accepte: 
wheatish complexion). Immediate 
Box No. CHN 7682, Manorama, Ko 


" Marriages are mad 
heaven. But again, st 
thunder. So is lightni 
And so is hail.” 

- Unknown 


FINANCIALLY sound, aristocrati 


alliance from Jacobite, RC and Ñ 
girls. Please respond to Box N 
Malayala Manorama, Kottayam. - 


JACOBITE, 28/175, Computer 
working in USA. Contact: 0471-25 


ALLIANCES invited for Jace 
30/180, employed Dubai, A 
Executive (Printing Technology), 
June, family visa, from quif empk 
Apply with photo to Box No. 54648 
Manorama, Kottayam. 


JACOBITE boy, 30/180, fair, ac 
Maldives, 25,000/- pm, family v 
details with recent photograph 
2679843. 


t2$19292$211 


season in Kerala. And the start of yet anotl 

























g in Calicut. 
able €. Box No. 


n78 Jacobite groom, PG, ER card "t NEM Xa eese n 
Ider, Kochi seeks suitable educated and iy i UG USE is 
glish speaking brides. Contact Box No. 
IN4598, Malayala Manorama, Kochi. 


)TTAYAM based Jacobite planter seeks 
ofessionally qualified girls for son - 
(163, broad minded and independent, 
sing care of family business. Property- 


[Uds 


lats in Kottayam, another bungalow in We also arrange wedding Flowers are for every 
ichi. Call 98460 45395. : i ; 5 
shopping and provide marriage- d season. 
:EKING alliance for Jacobite, 29, fair, related information. à | 
ndsome, well-employed MNC, software Rose means love. andiooks. Cali: 0484-2873673 


gineer in US. Parents settled in Canada. Contact Neena Pillai on 




















rl from same background, at least 160, 27 98470 43885 Carnation - ALLIANCE invited from evangelic, 
Pea. fate ec pow | à fascination; paki vat ifod gris ia fnancialy icy E. 
ood family. Contact: ALLIANCE invited for BA, B.Ed, 32/165 $e chrysanthemum - sound evangelic boy, 29/178, MBA working dl 
ibeekays()hotmail.com with photo. ibl. d ce ee em " y : ves Group of X (Cement "1 
arthomites, preferably se i. Box Gets " Atay ; ivision as management grade officer 
Se Po on m : d i70 dh Smart, No. CH4208, Malayala Maorama, Kochi. Nou TUE (Marketing) in Kerala. Box No. 74927, 
Y RE MARTHOMA, Pala diocese, 29 yrs, 170 cms, | innocence; jasmine-  - MelayelaManorama, Kollam. 
alified. well M. Cami, M. Phil, employed, fair, handsome. f amiability; lily - Ex-NRI Marthoma parents invite marriage | 
, proposals for their son B.Sc., MBA, 28/170, 
* jesty. schooling abroad, degree and PG india, 
# OVOS working in City Bank from parents of good | 
Say it with flowers. looking, PG giris. Contact 0484-2754853. 1 


RCSC boy, 28/177, Mech. Engg., well- ta 
employed in Australia, Diocese of j 


m well reputed 
HST. fair simple, humble, 


ghion designer, wealthy businessman. 
ontact: 0484-2584685/mobile: 98460 
1564 


X-NRI, Marthomite parents invite s cultured, religio 
oposals for son 28/170cm graduate beautiful girl intereste 
GDCA employed in Bangalore, from anywhere India/abroad. T : 
wents of B.Sc., nurses and others, visiting India mid-Feb, send , photo. 
eferably working in Bangalore/abroad. ^ Early marriage. email: -ali69 propose 
lease apply to Box No. CHN7659, Qhotmail.com. Contact: 98460 59713. Box 
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V Sectoral Wealth Creation 
Exuberance has given way to realism. 
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Sample: Top 500 companies on the basis of their MVA in January 2003 and top 50 banking and financial services companies on the basis of their MVA in January 2003 


Hindustan Lever, for example, has been growing at 
just 3 to 4 per cent in the last two years. And of the 
three that didn't show an improvement (Reliance, 
Ranbaxy and Satyam), the pharma major actually re- 
ported an increase in its MVA. Why? Because investors 
believe that the long-term investment Ranbaxy is mak- 
ing in, say, its foreign subsidiaries is vital to its survival 
in the new pharma regime beginning 2005. 

But just why are MVA and EVA better measures of a 
company's performance? Because both focus on capi- 
tal efficiency, instead of mere absolute numbers. For ex- 
ample, MVA tells us how much wealth has been created 
or destroyed by a company relative to original invest- 
ment. Therefore, the company with the highest market 
capitalisation need not necessarily be the biggest wealth 
creator. A caveat is in order, though. While Mva is a bet- 
ter measure of wealth creation over the long term, it 
does suffer from the vagaries of stockmarkets. Which 


Inching Back Up 
The aggregate MVA of the top 500 companies is beginning 








to recover. Company MV MV Rank MVA MVA Rank 
4,174,321 Reliance Industries — 5913 — 4 — 1157 4 
Oil & Natural Gas Corp. 96,365 1,167 28 
Mindustanlevr —  — 39330 | 3 3542 41 
Indian Oil Corporation 38,149 4 -3,453 499 
2,41,613 ‘Wipro = 1408 75 2288 27 
Infosys Technologies 29,985 6 27,503 3 
1,25,593 1,41,418 Steel Authority Of India Ltd. 17,721 7 -1,335 493 
ITC 16,714 8 11,501 5 
Jan.'99 Jan.'00 = Jan.'0] Jan.'02 Jan. 03 Hindustan Petroleum Corp. 13233 ^ 9 259 45 





Market value added in Rs crore Sample: Top 500 companies on the basis of their 
MVA in January 2003 and top 50 banking and financial services companies on the basis 
of their MVA in January 2003 
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Ranbaxy Laboratories 


Market value and market value added in Rs crore 


is why for sustainable wealth creation, companies 
should focus on improving their business’ fundamental 
economic performance—something that EVA captures. 
This year's survey indicates a correction in MVA. Seven 
out of the top 10 have a lower MvA than they had last 
year. The drop, however, is not so much a reflection of 
the companies' future performance as a correction in in- 
vestors' own irrational exuberance. The MVA per unit of 
capital in 1T (See Sectoral Wealth Creation) has plu- 
metted from 28.5 to 3.5. The worst affected sectors— 
no surprises here—are IT, FMCG and pharma, although 
they are still MvA positive. Some new industries, in- 
cluding banking and finance, petroleum, capital goods 
and cement, join the wealth creating club. However, 
media and telecom, textiles and paper, conglomerates, 
metals, and services have racked up negative MVAs. 
What should cheer investors is the fact that overall 
India Inc. (read: the top 500 companies and the top 50 


Enterprise Value vs MVA 


Why market cap is not a true measure of wealth creation. 


11,816 10 9,711 6 
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TURNAROUND STORY | 


. Tata Engineering soars from 469 to 13 
on the MVA list. | 


HE AUTOMOTIVE GIANT'S IS ONE OF THE MOST SPECTACULAR | 
tumaround stories this year. From a bottom-scraping rank 
of 469 last year, Tata Engineering has risen as the 13th big- 
gest wealth creator in this year's survey. Reason: last year 
its MvA was a negative Rs 795 crore. This year it stands at 
Rs 2716 crore—an addition of Rs 3511 crore. And although 
its EVA is negative, it has improved dramatically—from a 
negative of Rs 1149 crore to a negative Rs 507 crore. Dalal 
Street has more than welcomed this tumaround, pushing its 
stock price to Rs 159—a 16 per cent gain, compared to | 
the Sensex's 11 per cent slide in the last one year. | 
The good news is that the turnaround story is likely to 
continue in the new fiscal. Personally driven by group | 
Chairman Ratan Tata, Tata Engineering has drawn up ag- 
gressive export plans. It has already tied up exports of its 
pas multi-purpose vehicle Safari and other pick up trucks to 
the UK, Ireland and China. Its performance on the domestic front is 
revving up, besides which the lower interest rate structure is helping it | 
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Tata Engineering's Ratan Tata: 
Back in the reckoning 





banks and financial services companies to reduce its interest cost as well. “We have reduced total borrowings by | 
in terms of market value added in Rs 300 crore during the first nine months," says P.P. Kadle, ED 
January 2003) remains a wealth crea- (Finance and Corporate Affairs), Tata Engineering. All these have 


tor, with a positive MVA of around 
Rs 1,40,000 crore (See Inching Back 
Up). More importantly, the MVA 
trend seems to be improving in the 
wake of the technology and telecom 
tumble world wide. While India 
Inc's current MVA is a far cry from the 
Rs 4,74,921 crore of January 2000, 


helped the company to show a net profit of Rs 162.54 crore during the 
first 9 months of the current year, compared to a net loss of Rs 53.73 
crore during the same period last year. And the rating agencies are more 
than happy to acknowledge the changes in its fortunes with rating up- 
grades. For example, Standard & Poor's has revised its rating from BB- 
to BB (stable). There are similar rating upgrades from cRisiL (from AA- to 
AA) and ICRA (from LAA- to LAA) as well. The challenge for Tata and his men 






























it is almost 50 per cent more than that is to move the company higher up on the mva list. 
of January 2002. What's notable NARENDRA NATHAN] 
PAT vs EVA Improving EVA 
More profits is not equal to more value add. Thanks to falling interest rates, EVA trend is improving. 
jer de PATU2 — PATRank — EVAO2 EVA Rank acc aa -FY 99 FY'00 — FY'0l | 
DülkNaualGsCop — 688 — 1 — U — 42 — 190 = T 
ee i Se Sasa. y 
Hindustan Lever 1,640 å 1003 1 -25000- $8 
Mahanagar Telephone Nigam — 1,301 6 -1089 498 -35000- -32,293 -33,061 tea 
mS o am 7 "5 2 i 
Gas Authority Of India 118 8 180 15 4500 80% 81% 19% 81% 19% ! 
os ee eee ae 866 9 235 2 8 EVA WACC WROCE — EVAinRscrore WACC and ROCE in percentage 
Bharat Petroleum Corp. 880 10 — 19 — 9 Tsjpcunpaneson the basis oftheir MVA in January 2003 and top 2 banking and 
Profit after tax and economic value added in Rs crore financial services companies on the basis of their MVA in January 2003 
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Misdirected 


Less than 25% of incremental capital goes to the wealth creators.* 


Services 1.8% 1% Auto 
Chemicals 4% 
04 "M 


Media & Telecom 796 


FMCG 996 196 Conglomerates — Petroleum 52% 


E Wealth Creators — Will Wealth Destroyers 
*|ncremental capital investment over the past five years 





Wealth Creation By Sectors 
Despite half-a-dozen negative MVA sectors, India Inc 
has an overall positive MVA of Rs. 14,148 crore. 






Pharmaceutical 





5,228 Petroleum/ Petrochemical 
4,345 Capital Goods/ Cement/ Engg. 


3,055 Banking 


-1,093 |Consumer Durables 


-2,886 | Services 








“WAL! Automobile 
Agrochemical/ Chemicals 
Media & Telecom 











-3,849 © | Conglomerates 


Market value added for Jan. 2003 in Rs crore 


-4,141 
-5,465 
-5,580 


Sample: Top 500 companies on the basis of their MVA in January 2003 and top 50 banking and financial services companies on the basis of their MVA in January 2003 


about the turnaround is that, unlike in 2000, the rise in MVA 
is linked to fundamental performance of the sectors. 

And fundamentals is about net profits right? Not 
quite. A better way of looking at this would be to ex- 
amine the efficiency with which capital is being utilised. 
Take, for example, Mahanagar Telephone Nigam Ltd. 
At Rs 1,301 crore in net profits in 2001-02, it is the sixth 
most profitable company in India. But its EVA rank? An 
abysmal 498! Similarly, BHEL raked in Rs 468 crore in 
earnings last year, but it has a negative EVA of Rs 327 
crore and stands at number 486 on the EVA scale. 

In such a scenario, one would imagine that precious 
capital flows to the wealth creating companies. The fact: 
It doesn't always. Only about a quarter of the incre- 
mental capital invested over the last five years has 
gone to companies that have utilised this additional capi- 
tal to create more EVA. What it means is that expensive 
and scarce capital, instead of being allocated to wealth 
creating opportunities, is getting destroyed. 

The worst culprits are the public sector units. The 
listed PSUs use more than a third of the capital employed 
in the markets, but destroy six paise of wealth for 
every rupee invested in them. To make matters worse, 
they have continued to grow their capital base by 30 per 
cent over the past five years. Only seven PSUs—BHEL, 
BEL, ONGC, BPCL, HPCL, EIL, and Nalco—create any wea- 
Ith, and it can be argued that in the case of the last four 
it was disinvestment expectations that boosted value. 

Already in the US and other markets, there is a de- 
bate over what companies that do not utilise funds 
effectively should do: keep it (underutilised) or return 
it to shareholders, so that it may be deployed more effi- 
ciently elsewhere. Perhaps a greater awareness of the 
true cost of shareholder capital is needed before this can 
happen. And unfortunately, the dividend distribution 
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tax proposed in this year's budget may actually dis- 
courage companies from paying out dividends and 
thereby reducing idle capital. 

The wealth creation rules, however, have become 
much more straightforward—it’s linked to sustained im- 
provements in EVA. Not incidentally, then, the com- 
panies that outperformed their sectors on the funda- 
mentals created greater wealth for their shareholders. For 
example, Godrej Consumer Products Ltd (GCPL) has 
outperformed the FMCG sector on fundamentals (its EVA 
has changed 133 per cent over January 2002) and 
this has resulted in better wealth creation for its share- 
holders, who got a 50 per cent increase in the MVA com- 
pared to the sector's negative 19 per cent. 

This message is driven home even better by Infosys, 
whose compounded annual growth rate in EVA over the 
last five years works out to a staggering 122 per cent 
compared to the sector's negative 37 per cent. Small 
wonder then, its five-year MVA CAGR stands at 47 per 
cent versus the industry's 22 per cent. 

For CEOs and CFOs, the message from the study is 
simple. If you focus on the fundamentals, shareholder 
wealth creation will automatically follow. And those 
who ignore this basic rule of wealth creation, will do so 
at the cost of their shareholders. 
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How can you 
aquire, indentify (and retain) 
your most valuable customers? 


Understand customer 
behaviour, value and needs? 


Increase customer profitability? 


And get greater ROI from 
your marketing campaigns? 


SAS’ is all you need to know. 


Only SAS provides you with a complete 360 degree 
view of your customers. Such that you can understand 
their needs, enhance lifetime value and maximize on 
cross and up sell opportunities. By combining proven 
data management, customer intelligence and campaign 
management solutions, we can help you optimize your 
| Customer interactions, lower campaign costs and - 


SAS Solutions are used at over 40,000 sites worldwide | 

including 90 percent of the Fortune 500. With more 
than 3.5 million users and offices spread across 118 
countries, SAS has been in the Business Intelligence 
market for over 25 years. To learn more about Business 
Intelligence and what it can do for your organization 
contact George Varghese at 022-5634-9400, email 
george. varghese@sas.com or visit www.sas.com/india 
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IP-based Virtual Private Network, or IP VPN, is a tried and 
trusted technology the world over. Brought to India by Sify, a 
pioneer in IP services, SecureConnect™ IP VPNs create highly 
secure, private highways for your sensitive data, over a 
carefully managed network that's built and maintained by 
Sify. So while it is as secure as a private network, you can 
now connect any number of offices, employees or business 
partners and have them exchange critical information in real 
time. 


6/1 1x 
: CA 


Sify’s managed IP network exploits the strengths of 
multiple telecom networks and is interconnected with global 





service providers. Consequently, SecureConnect™ IP VPNs 
deliver a coverage of practically anywhere in India and the 
world. 


l 


Being India's leading network services provider, Sify has 
several milestones to its credit: 


e [SO 9001:2000 certified network service provider 
* India's first Tier 1 IP Network 


* Largest market share in IP VPNs in India, servicing blue- 
chip companies like Carborundum Universal, CavinKare, 
Dabur, Emerson, Gillette, Hutch, JetAir, JK Industries, 
Ranbaxy, UPL, Usha, Whirlpool and many such more 


e National backbone running on Cisco GSRs, the fastest in 
their class and capable of routing over 30 million packets per 
second 


* First MPLS-enabled network that can handle and 
intelligently prioritise terabits of voice, video and mission- 
critical data 


TP i L 
Sify's managed network incorporates state-of-the-art 
networking hardware and software technology as well as a 
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Your business partners are spread far and wide. 
Your network, unfortunately, isn’t. 








eam of the finest networking professionals. For you this 
ranslates to: 





Private Network Vs. Sifv's IP VPN 
Private network  Sify's IP VPN 

» Lower total cost of ownership 

Can your sales office in Ludhiana exchange 

data directly with your regional offices or HQ. X / 

wherever they are in the country? 


» Lower capital investment in equipment 


» Savings of up to 50% over deploying a private network 
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- Can your CEO securely dial up into the | 
corporate network from a hotel room X Jl 
in New York? 


iobust security. 





Even though SecureConnect™ IP VPNs run on Sify's shared 


Can your field sales staff securely log into 





1etwork, comprehensive security in the form of your network from a cyber café and submit x f 
iuthentication, tunneling and encryption protects your data the latest sales figures? 

rom any unauthorised access. It’s almost as though your E sem I 25-14 a 

lata has its very own armed escort as it speeds down the Can your dealer in Tirupur access the latest x / 


inventory status through your network? 


nformation highway. 





Can your distributor in Nasik connect to 
In the modern market, its all about who gets where and your network and re-order stock using X "4 
irst. The time-to-market advantage could easily determine pricier EE iia d 
he fortune of a company. Get yourself the network that has - —————————— ——— 
he leading edge. Get SecureConnect™ - IP VPN solutions 
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Its growth is sluggish, but HLL has enough ammunition 
to keep creating value. For now. sy suis carvatno 






HOW HLL IS 
CREATING VALUE 


By chasing quality topline 
growth in sluggish markets. 
For instance, last year, the home 
and personal care segment grew in 
a declining market, and added 
Rs 220 crore to sales. 


By focusing on cost manage- 
ment. In media, for instance, 
HLL gets huge efficiencies of scale 
and skill by consolidating its buying. 





By leveraging technology on 
the working capital front. 
Some 80 per cent of Lever stockists 
are connected into the HLL network. 





By strict discipline on the 
fixed assets front. Capex 
approvals are closely monitored, criti- 
cal expenditure is evaluated to see if 
it can create value and post-expendi- 
ture evaluations too are carried out. 
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HEN TALK- 
ing wealth 
creation, 

It's easy to 
get lost in 
the myriad lanes and 
by-lanes mapped out by 
financial metrics and management 
spiel. For their part, delta MvAs 
and EVAs (market value added and 
economic value added), Roc (re- 
turn on capital), Coc (cost of capi- 


tal) and other contractions, which | 
are a part of what management . 
. menting its homegrown system of 


[1 


gurus fondly refer to as *value- 
based management systems," are 
great indicators of performance 
(and so look good in listings). But 
ultimately they're just measures of 


performance. Performance that's |. 


delivered by people—all of them, 


right from the board to managers . 


to employees. As D. Sundaram, 
Director (Finance), Hindustan 





Lever, puts it: “Metrics like 
EVA incentivise thinking in 
the ‘right’ direction, which 
is what performance is all 
about. So it's important that 
such metrics are understood 
and implemented by peo- 
ple across the company." 
Sundaram and almost every 
Unilever employee for that matter 
would be knowing a thing or two 
about wealth creation. The Anglo- 
Dutch foods and soaps giant has for 
close to a decade now been imple- 


performance measurement. Dubbed 
Trading Contribution Measure 
(TCM), it isn't much different from 
EVA: The focus is on profit genera- 
tion taking into account the cost of 
capital, and making each one at 
HLL accountable in the decision- 
making. Whether it's a board-level 
decision regarding an acquisition 
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Shelf-Sultan: Its share of shopping carts ensures HLL stays at #1, but growth remains elusive 


or a rationalisation, or something 
relatively innocuous as procure- 
ment of a non-production item (NPI 
in Lever-speak) like PCs, the guiding 
principle is the same: That deci- 
sion should result in value-creation. 
That's perhaps why Unilever's India 
operations top the BT-Stern Stewart 
rankings on both the EvA and MvA 
fronts. The stress on TCM could also 
explain why Hindustan Lever Ltd 
(HLL) has been able to quadruple 
EVA over five years and almost dou- 
ble it over the past three. “We are 
committed to delivering intrinsic 
value to shareholders, which is re- 


flected in all our actions, be it chas- 
ing quality growth or improving 
the topline mix or our supply chain 
initiatives or leveraging technology 
to reduce costs," explains M.S. 
Banga, Chairman, HLL. 

All that sounds impressive, and 
probably even is. But then, as any 
HLL shareholder will tell you, 
India’s premier wealth creator is 
stuck in a swamp of a slowdown. 
In the home and personal care 
(HPC) segment for instance, indus- 
try growth has actually declined 
last year, although Lever did man- 
age to buck that trend. In foods, 


HLL has been pulling out all stops 
to make it profitable. In 2002, 
gross margins in foods did go up 5 
per cent, but that came at the cost 
of a 10 per cent dip in top line 
growth. Ice creams continues to 
lose money, although Banga has 
set a 12-18 month timeframe for 
breakeven. The net effect of slug- 
gish markets, coupled with pincer 
attacks from low-priced competi- 
tion across categories, is a topline 
that refuses to budge upwards, and 
turnover last year dropped 6.7 per 
cent (net of excise). 

Indeed, for over two years now, 
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LEADING THE VALUE CURVE 


HLL's topline may be stagnating... ...But operating profits are inching up. 


L 











Beverages | Iro Soaps & Beverages 
Detergents Creams | Detergents | | Creams | | 
Personal Foods Exports Net Segment Personal Foods Exports Total Profit 
Products Revenue Products Before Tax 
m 2002 E 2001 Figures are revenue in Rs crore Figures are profit before interest and tax in Rs crore 


Note: Net segment revenue is less inter- segment revenue Profit before tax is less interest expense 


HLL has been grappling, on the face of 
it unsuccessfully, with poor demand 
conditions. And that's reflected in 
the decline in its Mva—by Rs 8,758 
crore over the previous year, and by 
Rs 17,162 crore over the past five 
years. The price-earnings multiple 
has crashed from 60 levels in 1999 
to under 20 currently, although it 
must be said that the HLL 
stock's performance is still 
much better than the over- 
all market over that period. 
The key question then, 
which HLL has to answer: 
Is the company a victim of 
unrealistic investor expec- 
tations, or is something 
wrong with HLL’s funda- 
mental performance? 


The Quiet Topline 

The consistent increase in 
EVA over the years could be 
taken as one surefire 
indicator that all's well on 
the performance front. Yet, 
if you look at how HLL 
has been delivering the 
goods, it's been primarily 
thanks to cost-reduction and 
supply chain initiatives, a 
string of divestments of non- 
core businesses and a tight 
rein on investments. There's 
one crucial contributor to 


in: the topline. 

Banga admits that he's not sat- 
isfied with current levels of rev- 
enue growth, but in the same breath 
he'll tell you that it's only quality 
growth that he's interested in—not 
growth just for the heck of it. That's 
why last year he was willing to get 
rid of roughly Rs 500 crore by 





M.S. Banga, Chairman, Hindustan Lever Limited: 


EVA that isn't quite kicking The topline should worry him 
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stopping non-core exports even 
though it wouldn't do his top line 
any good. He's also re-jigging the 
portfolio, innovating, and upgrading 
quality of products and advertis- 
ing. For instance, a new-mix, new- 
fragrance Lifebuoy, on a new ad 
platform of germ-protection and 
positioned as a family health soap 
helped revive the brand's 
flagging fortunes. Similarly 
Lux was able to post dou- 
ble-digit growth, and both 
Lux and Liril have been 
extended into body wash, 
opening up a new premium 
segment. The progress of 
these brands was largely 
responsible for the HPC divi- 
sion being able to pitch in 
with Rs 220 crore of incre- 
mental sales last year— 
which is easily more than 
the total HPC sales of most 
FMCG companies. 

That's why Sundaram 
points out that percentage 
growth numbers can be 
misleading in HLL’s case— 
at least when it comes to 
EVA—courtesy its sheer size. 
For, EVA is not about per- 
centages but is an absolute 
growth number—and that’s 
the number shareholders 
should be concerned with 
because it’s that figure that 
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HLL is top dog in terms of MVA 


and EVA... 








...But a three-year picture tells a different story 
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B MVA as on Jan 2003 W EVA for 2002 m Difference between MVA as on Jan. 2003 and on Jan. 2000 
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takes care of their returns. For good 
measure, the Finance Director adds 
that HLL’s earnings before interest 
and tax could easily be three times 
that of many FMCG companies. 


Value Forever 
The topline might have its role to 
play, but then value-creation. isn't 
about turnover only. Costs and in- 
vestments have their role to play 
too, and perhaps a larger role 
when demand conditions are 
poor. Indeed, if there are analysts 
out there who are wondering 
for how long Hindustan Lever 
can keep squeezing out ineffi- 
ciencies on the cost and supply 
chain fronts, Sundaram will 
surely convince them that it's a 
never-ending exercise. “Cost- 
management (he prefers that 
term to cost-cutting) is not a 
cul-de-sac. Every change results 
in a state of obsolescence, which 
breeds hidden costs.” It’s tough 
to disagree after seeing the ini- 
tiatives HLL has made on the 
cost front. On the media front, 
it’s gaining huge efficiencies by 
consolidating its hitherto-frag- 
mented buying with one agency. 
In packaging, HLL is saving all of 
Rs 1,000 crore by opting for a 
team-based approach when buy- 
ing and developing plastics and 
paper. Managers from different 


E Get segments like foods, 


® Achieve a scale with 


categories come together to 
procure their packaging needs, 
thereby enabling them to negoti- 
ate better with vendors. At budget 
meetings, targets for cost savings 
are identified, be it in materials or 
packaging or transportation. For 
example, details such as identify- 
ing the ports that are more condu- 
cive for bringing in certain materi- 


FOR HLL TO CONTINUE 
BEING THE NO. 1 WEALTH 
CREATOR, IT NEEDS TO... 


SW Get the topline to do its bit 


for the company's 
wealth-creation effort 


E Get its act together when 


competing with lower-cost 
brands 


beverages and ice creams 
to kick in with increased 
profitability | 


new businesses like 
confectionery, herbal care, 


and network marketing 
E Pray for a rapid economic 


recovery to put the wind 
back in its sails 





W Difference between EVA in 2002 and in 2000 


als have also been thrashed out. 
The quest for efficiencies hasn't 
ended on the working capital front, 
either. By leveraging technology, 
HLL today is connected to 80 per 
cent of its stockists, allowing the 
company to know their selling pat- 
terns, and ensure that the right 
stock is in the right place. End result: 
sales aren't lost. Fixed assets are 
also strictly monitored. Capex 
approvals don't come easy, criti- 
cal expenditure is evaluated tak- 
ing into account future cash 
flows, and post-expenditure 
evaluations are also carried out. 
Clearly, as long as HLL can 
keep raising the efficiency bar, it 
can keep adding that much more 
value by growing the bottom- 
line (profits after tax grew 11.3 
per cent last year). For the 
topline to kick in, HPC has to 
keep improving growth, foods 
and ice creams have to begin 
kicking in, and the new busi- 
nesses (the Ayush herbal range, 
confectioneries, and the recently- 
revamped network marketing 
thrust) have to scale up. That's 
going to take its time. There may 
be some investors who won't be 
willing to wait that long. Those 
who keep the faith will also be 
keeping in mind that India's 
largest wealth creator didn't earn 
that sobriquet just like that. E 
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Over 


The only PSU that is both MVA- and EVA-positive, 
ONGC's gains indicate a quiet focus on internal 
efficiencies. The story Of how. sy ASHISH GUPTA 


HERE'S NEVER A DULL 

moment when you're 

with Subir Raha, the 

silver-maned, chain- 

smoking Chairman and 
Managing Director of Oil and 
Natural Gas Corporation Ltd. 
(ONGC). He's always in a hurry— 
wanting to chop and change India's 
largest state-owned oil exploration 
and production company to help 
the leviathan cope with life after 
liberalisation and match up to com- 
petition, both from new local play- 
ers as well as global giants several 
times bigger than itself. 

Not that ONGC is anywhere near 
being a minnow. Last year, it ear- 
ned a net profit of Rs 6,200 crore 
on a turnover of Rs 24,867 crore 
and topped BT 500 by emerging as 
India's most valuable company 
(market capitalisation for April- 
September 2002: Rs 48,982.11 
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crore). But big profit— 28 


RANK 


ONGC's incidentally was the 

highest in India Inc. last 

year—or market capitali- 

sation aren't the only yard- 

sticks by which Raha would 

like ONGC to be measured. 

There are even better things 
going for the company that he has 
been heading for the past 22 
months. Its report card in the cur- 
rent BT-Stern Stewart study is ex- 
emplary. From having the dubious 
distinction of being the biggest 
value destroyer (it was bottom of 
the class at rank 500 last year), 
ONGC has emerged this year as the 
biggest wealth creator among the 
500 companies that the study sur- 
veys. It gained Rs 24,258 crore in 
market value added (MVA), four 
times as much as Indian Oil Cor- 
poration (IOC), another state-owned 
oil major, which with a Rs 4,880- 


crore gain in MVA, was the 
second highest gainer. 
ONGC’s gain in terms of 
economic value added (EVA) 
too was an impressive Rs 
596 crore over last year, 
making it the fourth largest 
gainer. 

How did ONGC make that turn- 
around happen? Before we get 
there, let’s zap back to the nervous 
1990s. Raha, then a senior manager 
in IOC, recalls how the petroleum 
giant saw its crude production drop 
10.44 per cent from 30.35 million 
tonnes in 1990-91 to 26.18 million 
tonnes in 1999-2000. This was 
also a period when ONGC extrava- 
gantly exploited the offshore Bom- 
bay High oilfields, producing gas, 
far in excess of the standard per- 
missible limits. Against the 80:1 
norm for gas to oil production, 
ONGC exploited Bombay High to 





Extracting value: ONGC's bet on new technology and a slew of overseas 
ventures seem to be-paying off 





the hilt. hitting a 400:1 ratio. 
which eventually led to the de- 
cline of the Bombay High fields. 
Worse, ONGC's exploration activi 
ties came to a virtual halt because 


of very few investments on the 
exploration and production 
front, thus affecting its long-term 
production prospects. Things 


came to such a pass by the end of 
the 1990s that the chorus dem- 
anding ONGC's privatisation 


reached a crescendo. 


Three-Point Programme 
May 2001. Enter Raha. One of 
the first things the electronics 
engineer who'd spent a career at 
IOC, in functions as diverse as 
human resources, business deve 
lopment, information technology, 
and corporate communications, 
did after he took charge was to 
spend half-a-year brainstorming 
with managers and workers at 
the petroleum company to find ef- 
ficient ways of operating in an 
increasingly competitive environ 
ment. Says Raha: “ONGC had 
reached a stage where it could 
not afford to stagnate; it eithei 
had to grow or fall by the wa 
side." He began by identifying 
three core objectives that could 
put the company in the same 
league as giants like the Exxons 
and the BPs of the world. The first 
of those objectives was to dou 
ble ONGC's reserves from 5.77 bil- 
lion tonnes of oil and gas to 12 
billion tonnes by 2020. Next, it 
would need to enhance its reco 
very level (the quantity of crude 
oil recovered from the oil well) 
from 26 per cent to 40 per cent. 
And, third, it would need to 
source 20 million tonnes of oil 
and gas through equity partnei 
ships abroad. 

“Achievable” and not mereh 
"desirable", is how Raha explains 
his targets. But the three objectives 
were just one part of his progra 
mme for the petroleum leviathan. 
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PINAKI PAUL 


Restructuring was the other one. 
From a slow-moving, rule-bound 
organisation—Aafter all, till as late as 
1994, ONGC was still a commission 
(and not a corporation) functioning 
as a part or division of the oil min- 
istry—Raha wanted to make it a 
more goal-oriented, accountable 
and responsive organisation. So he 
ushered in a welter of changes— 
down-the-line empowerment of 
managers as well as higher ac- 
countability levels. “While on the 
one hand it meant that officers 
had more authority to get their 
work sanctioned, it also meant that 
they could not hide their incom- 
petence behind the cloak of delay 
in the transfer of documents," con- 
tends Raha, a one-time human re- 
sources manager. 

Redeveloping Bombay High 
was next on Raha's agenda. The 
two-phase programme, which cost 
a hefty Rs 8,129 crore, has alre- 
ady started paying back. In the 
third week of March, Bombay High 
produced 2.59 lakh barrels of crude 
a day, its highest in five years. 
Encouraged by the results, Raha 
has increased the target for Bombay 
High to 1 million tonnes per month 
or 75 lakh barrels per day. Ramping 
up productivity is not confined 
only to Bombay High. Last August, 
Raha announced a new theme— 
"Well flowing well'—which essen- 
tially means ensuring that every 
individual oil well, once drilled, 
performs at maximum efficiency. 
That may sound like a truism but is 
at ONGC, which has seen years rid- 
dled with wastage and inefficiency, 


STANDING TALL 
ONGC has had the biggest gain in MVA. 
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Subir Raha, CMD, ONGC: The focus is now on vertical integration 


a radical change in mindset. 


Rejigging The Corporation 

Raha is also augmenting the oil 
major's sources with a major expan- 
sion drive overseas. ONGC Videsh, a 
subsidiary company, is spearheading 














MVA 2003 Change over 2002 MVA EVA 2002 Change over 2001 EVA 
ONGC 1,167 24,258 17 596 
HPCL 2,595 4,226 -91 -39 
MRPL 629 905 -911 26 
BPCL 1,253 -455 139 279 
RELIANCE 11,577 -7,768 -318 -646 


Figures in Rs crore 
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this move. Already ONGC has inves- 
ted Rs 8,330 crore in Russia’s 
Sakhalin-1 project, which is 
estimated to hold 307 million 
tonnes of oil and 485 billion cubic 
feet of gas. It has also acquired a 49 
per cent equity stake in two oil 
blocks in Libya and a 25 per cent 
stake in the Greater Nile Project 
in Sudan for Rs 3,430 crore or 
$700 million. In the pipeline: at 
least seven more global oil equity 
deals in Myanmar, Iran, Iraq, 
Kazakhstan, South Korea, Libya, 
and the US. 

Then, of course, Raha has focu- 
sed on ONGC's housekeeping. Last 
year, by depositing Rs 1,800 crore 


VUYHAW NVAIA 
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HOW THEY COMPARE 


ONGC has a lot more room for efficiency. 
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in the State Bank of India as part of 
the Site Restoration Fund, which 
is kept aside for the development of 
oilfields after exploration-related 
activities are over, he saved Rs 700 
crore in corporate tax, and another 
Rs 300 crore in interest cost was 
saved by pre-paying foreign cur- 
rency loans from the International 
Monetary Fund (IMF). For the 
record, ONGC has today become a 
debt-free company. 

Arguably, Raha’s biggest chal- 
lenge has been in bringing about a 
mindset change among the corpo- 
ration’s 18,000 managers and wor- 
kers. It took time and involved lots 
of nurturing, but today ONGC is 
probably a far more transparent 
organisation than it was even a 
couple of years ago. When ONGC 
launched an internal website and 
CMD's forum asking the workers 
for their suggestions, initially, there 
was a deluge of mails—2,500 in 
the first three months. And altho- 
ugh, that first blush of enthusiasm 
has died down, there are 10 mails 
that the CMD gets from employees, 
including ordinary workers and in- 
ternal vendors, listing grievances 
and offering suggestions. “Today, it 
has reached such a stage that if a 
worker does not have a spanner 
and his work is getting affected, 
he writes to us," says Raha. 

Raha has also plumped for tech- 
t: nology. In June 2002, he launched a 
3 massive programme to upgrade 











Ld 


62 BUSINESS TODAY APRIL 13 2003 


14.4 14.9 


infotech and communications 
throughout the sprawling corpora- 
tion, which will spend Rs 1,800 
crore over the next three years to 
improve and technologically enh- 
ance machinery by installing high- 
speed computers, advanced soft- 
ware and shallow and deep drilling 
rigs. With reserves to the tune of 
Rs 2,100 crore (up from Rs 1,900 
crore in 1998-99), ONGC can afford 
to do that. The idea was not to allow 
the ONGC funds to lie idle in the 
banks but to create assets out of it. 


KEY NUMBERS 


How Chairman Raha is 
slashing costs at ONGC. 


Rs 661 crore: 


The amount saved 
through tax planning 


Rs 300 crore: 


Savings in interest costs 
due to early repayments _ 


Rs 600 crore: 


Being invested in wiring 
up wells 


Rs 600 crore: | 
Being invested in equip- 
ment monitoring system 
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*But isn't assetisation of funds what 
business is all about?" asks Raha. 


The Risks Of Drilling 

Yet Raha's biggest gamble is ONGC's 
foray into deep sea drilling, an ac- 
tivity marked by high costs and 
equally high risks. What's worse, 
the corporation has little experi- 
ence in it. Still, Raha plans to invest 
around $1.5 million (Rs 7.2 crore) 
per day in deep sea drilling with 
25 shallow water rigs, two deep 
water wells, support vessels and 
helicopters. With work slated to 
begin next winter, Raha is unfa- 
zed. *We will be sourcing technol- 
Ogy, sourcing experts, set up multi- 
disciplinary teams... we have been 
working on this project for more 
than a year now." Adds Satyam 
Agarwal, analyst at Motilal Oswal 
Securities: *Given its track record 
over the past few months, ONGC 
has proved that it is now better 
able to read and manage its pro- 
duction growth risks. However, this 
will now have to be supported by 
tangible delivery." 

On another front, there's an eff- 
ort to vertically integrate its busi- 
nesses—from mere oil exploration . 
and production to downstream ac- 
tivities like refining. Last year, ONGC 
acquired a controlling stake in Man- 
galore Refinery and Petrochemi- 
cals Ltd and now wants to open a 
countrywide retail outlet network. 
“The whole point of integration,” 
says Raha, *is that you operate 
across a number of business cycles 
and, because of that, on an average 
you are assured of a healthy finan- 
cial situation." Lalit Ahluwalia, Dire- 
ctor, Ernst & Young, believes that 
by becoming a vertically-integrated 


. company, ONGC will be able to have 


a higher price-earning ratio, which 
will be looked upon favourably by 
pure investors. Of course, if that is 
true, you could expect a further 
nudge upwards for the market valua- 
tion of the company. You could 
also expect Raha to be pleased. 
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banks and financial services companies 








The housing-loans behemoth is the largest value creator among 


Top of the charts 





The 


Banks are big destroyers of wealth, but 
the stockmarkets are clearly expecting a 
turnaround of sorts. sy rosuni JAYAKAR 


IRST THE FEEL-GOOD STUFF (BUT OF COURSE): 
Banks and financial services (BFS) companies 
have actually made their shareholders richer 
in the current year. Of the 50 covered, 18 
have posted a positive market value added 
(MVA). In the previous study, just nine could manage that 
worthy feat. Now for the wretched bit: Banks, which 
destroy 46 paise of wealth for every rupee invested, con- 
sume nearly 50 per cent of the total capital invested in 
the BFS sector. But since we began in the feel-good 
mood, we'll continue in that same vein. 
If you go by the swelling market values of some key 
BFS companies, investors are clearly expecting plenty in 
future from this sector. Topping the list of wealth creators 
is HDFC, which has produced Rs 6,470 crore, followed 
by HDFC Bank (Rs 4,501 crore), and icici Bank with an 
MVA of Rs 2,306 crore. The State Bank of India (spi) has 
come a long way, moving from negative MVA to a posi- 
tive Rs 1,421 crore, thereby climbing to fourth position 
from 44th last year. Others to increase market value inc- 
lude Andhra Bank, Dena Bank, and Vysya Bank. Kotak 
Mahindra has moved from number 21 to five in the MVA 
list mainly on market expectation from the finance 
company converting itself into a bank by end-March. 
Investor expectations are led by the fact that bank 
managements are becoming more focused on return on 
equity. What's more, the setting up of Asset Recons- 
truction Companies (ARCS) will help banks realise value 
and recover non-performing loans. Says Ritesh 
Maheshwari, Head of Financial Sector Ratings, CRISIL: 
“As bulk of the NPAs are with the public sector banks, the 
passing of the Securitisation and Reconstruction of 
Financial Assets Act has had a positive impact on the 
market value of these stocks." The banking sector is also 
reaping the benefits of rationalising employee costs. 
The trend prevailing for some years now is that 
banks and financial institutions with the largest assets 
or market value of equity are amongst the biggest des- 
troyers of wealth. Consider IDBI, which has a total 
capital employed totting up to Rs 8,237 crore. With 
a negative MVA of Rs 6,836 crore, IDBI brings up the 
rear as the largest wealth destroyer. The economic 
value added (EvA) too has declined by about Rs 1,304 
crore over the past five years, and stands at a negative 
Rs 1,586 crore as of 2002. The deterioration in all the 
EVA drivers has led to a decline in MvA (See Banking 
And Financial Services: The Top Three). 


Leader Of The Pack 


As you might have learnt in school, a company is 
supposed to increase the capital shareholders entrust it 
with. And—what do you know—there are some com- 
panies that have actually performed that role. Not 
too many, but fact is such companies do mercifully 
exist. Like HDFC, which tops the MVA charts, and 
which has been consistently creating tons of wealth. 
HDFC’s EVA stands at Rs 180 crore, and it’s tough to 
believe that the housing finance behemoth actually 
had a negative EVA of Rs 138 crore five years ago. Over 
its entire life, HDFC has employed just Rs 2,546 crore 
capital from shareholders. By utilising those funds in the 
home loans market, HDFC has given the opportunity for 
investors wishing to cash in to more than double their 
returns. For the record, that Rs 2,546 crore is worth 
Rs 6,470 crore as of 2002. 





HDFC’s Deepak Parekh: Wealth creator #1 
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KULDEEP BHARDWAJ 


Wealth creation stems from sustained perform- 
ance on key EVA drivers, including revenue growth, bet- 
ter operating margins and higher capital returns. The 
topline of HDFC has grown by 83 per cent during the 
last five years from Rs 1,410 crore to Rs 2,588 crore. 
Pre-tax profits of the company grew by 25 per cent last 
year, the highest growth in percentage terms in the last 
10 years. Operating profit margins have improved 
from 17 per cent to 21.8 per cent and the capital re- 
turns from 0.8 to one times. What is HDFC doing right 
that others are not? First, the average weighted cost of 
capital has been shrinking, as the gearing has increased 
with the debt to equity ratio at 6.9:1 in 2002 as 
against 4.5:1 in 1998. 

Explains Keki Mistry, Managing Director, HDFC: 
“We have been doing continuous realignment of assets 
and liabilities in keeping with the changing interest rate 
environment and broad-based the sources for raising 
debt.” For instance, HDFC is at present doing a yen 
borrowing at an all-in cost of 5.5 per cent. In January this 
year, HDFC did a 10-year bond issue at an all-in annu- 
alised cost of 6.29 per cent, perhaps the lowest at 
which any corporate has raised money abroad in recent 
times. HDFC has also done a few securitisation deals. The 
strategy behind developing the securitisation market is 
HDFC expects this to form a significant source of fund- 
ing in three years time. 

Says Mistry: “The challenges for a finance company 
in a low interest rate regime is to keep recycling liabil- 
ities, and keep on adjusting interest rates to the current 
environment.” Going ahead, with the consolidation 
of group accounts, the company expects the return 
on investments made in subsidiaries to further add to the 
EVA for HDFC. Over the long run, the key to a large MVA 
is a strong and growing EVA. Given that outstanding 
housing loans contribute to less than 2 per cent of 
GDP, as against 15 per cent in Asian countries and 


Banking and Financial Services: The Top Three 
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HDFC Bank's Aditya Puri: Running the parent close 


nearly 51 per cent in the US, business can only grow for 
HDFC. That gets ultimately reflected in profit numbers 
and, therefore, financial performance. 


Turnaround Story 
While flexibility is the key to HDFC's wealth creation, 
in case of India's largest state-owned bank State Bank 
of India (SBI), it's the tech-aided retail surge that's 
helping create value. sbi has made the highest addition 
to the MVA of Rs 2,804 crore, moving from a negative 
Rs 1,383 crore to a positive Rs 1,421 crore. The 
improvement in MVA has been driven by a strong 
positive EVA of Rs 308 crore as against a negative ` 
figure of Rs 774 crore in 2001. A.K. Purwar, Chair- 
man, SBI, attributes the performance to “the retail 
and technology push, which has helped us tremen- 
dously to manage our risk better and to create wealth 
for shareholders”. The retail business is expected to 
touch Rs 7,000 crore, of which Rs 3,500 crore is 
home loans. Add to it several new 
branded products catering to specific 
sections of society like Doctor Plus, 
Teacher Plus or Justice Plus. This, cou- 
pled with aggressive marketing, should 
help sbi grow in this segment. Add to this 
fat budgets on technology, with a focus 
on interconnectivity. The bank expects 
to spend another Rs 500 crore in the 
coming year on computerisation of up to 
6,000 branches by next year. SBI is also 
expanding its horizon by entering life 
insurance distribution. It's a small busi- 
ness now but has growth potential. 
Although the bank is a leader in terms 
of EVA, the stockmarket is yet to react fully 
to this performance. That explains the 
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negative delta MVA for three years. The biggest challenge 
for the bank is to change the mindset of the work- 
force, get more customer-oriented and also craft strate- 
gies that would lead to further improvement in EVA. 


In Anticipation Of Growth 


The pressure is on: ICICI Bank has to deliver on the 
enormous expectations that are built into the stock 
price. As against an MVA increase from Rs 795 crore 
to Rs 2,306 crore, the bank’s EVA is a negative Rs 901 
crore. The market for its part is expecting things to im- 
prove. Or perhaps they already have. icici Bank's 
EVA in our study is actually understated due to the fact 
that the annual report for 2002 takes into account just 
two days of the earnings of ICICI (the financial insti- 
tution that was merged into ICICI Bank.) If one were 
to annualise the nine-month audited results for ICICI 
Bank and ICICI, the EVA figure would be in positive ter- 
ritory. Points out Kalpana Morparia, Executive 
Director, ICICI Bank: “Even in the current financial 
year, with all the burden of a negative carry over of 
SLR and CRR on ICICI borrowings, ICICI Bank has 





— P 


returned an ROE of over 17 per cent for the nine 
months ended December 2002.” icici Bank has been 
focusing on maximising returns to shareholders by 
optimally deploying capital. It has been using the 
concept of economic capital in pricing its loans for a 


. long time now and is maximising the return on its 


capital by employing the same in the highest return- 
ing assets. Translated, that means retail. Retail assets 
have increased from about Rs 7,700 crore to about 
Rs 16,500 crore during the nine months ended 
December 2002. Also, it is focusing on non-fund 
based business where the capital requirement is lower 
than in other businesses. This will ensure continued 
delivery of handsome returns on capital. 

Clearly, the challenge for the BFS sector is to meet 
expectations of investors. That's evident in the growth of 
MVA vis-a-vis EVA for the top 20 companies in this sector: 
MVA growth is a whopping 65 per cent as against EVA 
growth of 19.6 per cent. So, not just do the bank top 
brass have to improve earnings, they have to do so 
without adding on loads of capital. A tough task, but 
then nobody said it's going to be easy. 
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Environmental Management 

Managerial Effectiveness 

Cost Management 

Work Study for Higher Productivity 
Management of Quality & Productivity 
Project Management 
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N NOVEMBER 2002, INFOSYS LOST A $70-MILLION 

(Rs 343 crore) Lehman Brothers contract to riv- 

als Wipro and Tcs. The market was abuzz with 

rumours attributing the company’s loss to its 

marketing and sales bandwidth, or lack of 
it—it had recently lost some senior execs. Now it 
emerges that Infosys could have lost the deal because 
it refused to sacrifice its margins, at least, not beyond 
a point (the buzz has it that average billing rates un- 
der the contract are as low as $17 a hour). Infosys 
wouldn’t confirm or deny either story; it is in its 
quiet period ahead of an ADs listing and cannot 
speak to the media. Still, the margins story, if it is 
true, won't be out of character for a company that 
has carefully cultivated a reputation of balancing 
growth and profitability. 

There is some justification for that reputation: 
Infosys is one of the three companies among the 
top 10 wealth creators to have actually seen an incre- 
ase in its market value added (Mva) since the last 
edition of the study—the other two are Ranbaxy 
and Nestle. And its economic value added (EvA) has 
improved significantly from Rs 35 crore in March 
1999 to Rs 242 crore for the year ended March 
2002. For the record the company ranks No. 7 on the 
basis of its EVA, and its EVA is the highest among IT 
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Just what makes Infosys the 
only one of India's IT elite to 


VIVAN MEHRA 


ae 


Construction@Infosys’ Bangalore 
campus: Weathering the drought 








Infosys’ Nilekani: Balancing growth and value creation 


companies, although Wipro is a close second with an 
EVA of Rs 235 crore. To complete the list of numbers, 
Infosys has grown its EVA at an average of 122 per cent 
over a five-year period (the IT industry saw its EVA fall 
by 37 per cent in the same period). 

None of this has come at the cost of growth: 
Indeed, the company was so heartened by its per- 
formance in the first nine months of the year (a 


growth of 35 per cent as compared to the first nine 
months of last year) that it increased the guidance for 
revenues for the year to Rs 3,588 crore. And analysts 
just can't stop raving about Infosys' efficiency of oper- 
ations. “The company has consistently enjoyed higher 
margins than its peers," gushes Ketan Sheth, Director 
(Research), Way2 Wealth Securities. And Nirmal Ranka, 
Director, Ranka Securities, points to a recent industry 
study that found Infosys enjoyed higher margins than 
EDS, Accenture, and IBM. “Add to this the fact that 
the company has been tightening its belt in terms of 
spending and other measures—its receivables have 
gone down from 57 days to 46 days over the past 
two years and its manpower utilisation rate for the third 
quarter of 2002-03 was 84.2 per cent, up from 72.7 per 
cent in the same period in 2001-02—and you have a 
winner.” With cash and cash equivalents of some 









DEEPAK G. PAWAR 
Rs 1,400 crore (as on December 2002 ) in its balance 
sheet, nearly 293 active clients, 70 per cent repeat 
business, and a standing as India’s best governed com- 
pany, Infosys is a perennial investor favourite—some- 
thing that can explain its high market value added. 

Concerns over higher sales-, marketing-, and emp- 
loyee-costs remain but are a natural consequence of 
Infosys’ attempt to grow its business in tough times and 
diversify into higher value added services such as infor- 
mation technology consulting. And Devendra Kumar, 
an analyst at Mumbai-based Rasiklal Securities, points 
out that the company “has been able to enhance 
employee productivity” and that most “additions in the 
past year have been lateral hires who have contri- 
buted from Day One”. Growth, efficiency, and a clean 
image to boot—is it any wonder that the Infosys magic 
bus continues to chug along? Ell 


WHY INFOSYS REMAINS IT'S BELLWETHER 


MVA EVA Sales* PAT* 
2003 2002 

mmw|NFOSYS 27,503 242 2,602.83 

S wiPRO 33,030 235 3,100 

fm SATYAM — 6,057 168673 259.86 


*For nine months ended Dec. 2002 
MVA, EVA, Sales, and PAT in Rs crore 


** As compared to corresponding period last year in per cent 


EPS* MVA EVA Sales & PAT a 
(Rs) Growth (%)** Growth (%)** — Growth (%) Growth (%) 
105.57 7.58 16.95 
32.19 111.71 : -9 
8.26 -19.35 -6 


"AS compared to the period ended Dec. 2001 
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Despite a negative EVA, Ranbaxy ranks 
No. 6 on the wealth list. Why? BY R. SRIDHARAN 


N MARCH 20, 
20035. as 
Ranbaxy 
announced 
the receipt 
of FDA approval for the 
launch of generic Augmen- 
tin dry syrup, one man who 
should have the most reason to cheer 
it, was missing at the Delhi headqua- 
rters. But cheering D.S. Brar was— 
at Kingsmead, Durban, as India 
scored an easy victory over Kenya. 
On a hard-won fortnight’s vaca- 
tion, the Ranbaxy CEO would stay 
on in South Africa for India’s final 
clash with the Aussies, before return- 
ing at end of the month via the US. 
One way or another, Augmen- 
tin will likely be on Brar’s agenda 
for some time to come. Like Cefu- 
roxime Axetil—Ranbaxy's turnaro- 
und generic drug launched in March 
2002—Augmentin is another gene- 
ric drug that is expected to accel- 
erate Ranbaxy's global revenues. 
In fact, with 55 Approved New 
Drug Applications (ANDAs), the 
Rs 2,880-crore Ranbaxy is the only 
Indian pharma company with a full 
generics pipeline (See Banking On 
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Generics). (Now you know 
why despite a negative EVA 
of Rs 94 crore, it has an 
MVA of Rs 9,711 crore). 
But Brar may have a 
problem at hand. Ranbaxy 
launched its tablet version 
of Augmentin around the 
middle of January this year, but 


_ the response so far has been weaker 


than expected. Reason: three big 
generic companies in the US— 
Geneva Pharma, Teva Pharmaceu- 
tical Industries and Lek Pharma— 
have flooded the market with their 
own generic versions, and these 
must move off the shelves before 
Ranbaxy's Augmentin gets any 
space on them. 

That, and the continuing losses 
in Ranbaxy's overseas subsidiaries, 
Is beginning to worry some analysts. 


For example, while Ranbaxy’s net 


profits jumped 323 per cent in 2002. 
fourth quarter (October-December) 
to Rs 212.70 crore, its consolidated 
earnings were lower by Rs 17 crore. 
The result: Ranbaxy's stock has 
slipped—from Rs 640 in the middle 
of January this year to about 
Rs 617 on March 21. Says Ashit 





SHOME BASU 


D.S. Brar, CEO, Ranbaxy: Bleeding 
overseas subsidiaries are a worry 


Ranbaxy's gamble: Dalal Street may like the company a lot less if its generics-driven strategy fails to pay off 


Kothari, Analyst, Ask Raymond 
James: *We feel that the company is 
too dependent on Cefuroxime Axe- 
til, and that profit margins would be 
under pressure if one excludes the 
profits from Cefuroxime." 

For Brar, who was not avail- 
able for comment, that's something 
to worry about. Over the last year, 
investors have bumped up the com- 
pany's stock from Rs 450—adding 
Rs 3,200 crore in MVA—in the hope 
that Ranbaxy’s global gambit will 
pay off. If the generics end up miss- 
ing targets, Brar may have some 


9711 


High Hopes 


explaining to do to Dalal Street. 
Fortunately for him, though, he 
has believers. Even in the case of 
Augmentin, there are analysts who 
believe that its marketshare should 
pick up in the coming months and 
that by the end of the year, it will 
meet its revenue target between 
$30 million and $50 million. Says 
Shahina Mukadam, Analyst, Moti- 
lal Oswal Securities: “While it may 
be disappointing not to (have) mar- 
ketshare spurting right from the 
start, it does not change my view on 
the capability of Ranbaxy to meet 


122.6 


Despite its negative EVA, Ranbaxy creates more wealth due 
to greater investor confidence. 


6,411 


Ranbaxy Dr Reddy's 


MMVA2002 =MVA 2003 Æ EVA 2002 EVA 2003 
*For FY 2000 **For FY 2001 Figures are in Rs crore 





Cefuroxime 
Axetil 


im 2003 2004 
Estimates in Rs crore 


Cipla 





Isotretinoin 


my CY03 estimate of $40 million 
from Augmentin." 

Analysts like Mukadam also 
expect Dr Reddy's to expand its 
product portfolio over the next 
two to three years. But that's unli- 
kely to displace Ranbaxy from 
investors’ pecking list. But the chal- 
lenge for Brar is to turn his sub- 
sidiaries profitable and hit generics 
sales targets, which will also help 
the company turn its EVA positive. 
Sooner than later, that will be criti- 
cal to Ranbaxy staying among the 
top wealth creators. 


Banking On Generics 


Some of the drugs expected to rake in the profits. 


92.4 


Claritin 


Cipro-0D 


Augmentin 


Source: ASK Raymond James 


APRIL 13 2003 


BUSINESS TODAY 71 





[IVANOHNVHS d33O10» 


TATA 


presents 


business today 
pem GOVERNANC t 


Date: March 28, 2003 


Time: 6.45 pm onwards 


Venue: Taj Mahal Hotel, Mumbai 


Entry by Invitation only. 





What are the internal and external factors that drive the need for corporate 
governance in India? What are the key risks and responsibilities that organizations 


need to manage while adopting good corporate governance practices? What are 


the global trends and what role is there for remuneration in driving effective corporate 


governance? 


The TATA Group presents the Business Today Summit on Corporate 
Governance. A high-powered panel of speakers, including Joel Stern, S Ramadorai, 
Adi Godrej and K V Kamath, will provide their viewpoints and share their 
experiences on the theme. Top-level executives from India Inc. wili also participate 
in the interactive session that will follow the panel discussion. An opportunity you 


cannot miss. 


FOR MANAGING TOMORROW 
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Hindustan Lever: 
It may be #1 but it has lost some sheen since 2002 
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MVA (Market value added) — Market value of capital — Capital employed EVA (Economic value added)- NOPAT- Cost of capital x Capital employed 
ROCE: Return on capital employed WACC: Weighted average cost of capital NOPAT: Net operating profit after tax 

All figures are for 12 months ending March 31 unless specified otherwise 

MVA has been computed using the average market capitalisation for January 2003. Historical MVA has also been updated accordingly 





India Inc's Biggest Wealth Creators 






























































































EVA has been computed based on the ending capital of the respective financial years 
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: bt mva 500 Balaji Telefilms: 
An increase in MVA backed by a positive EVA bode well 





2003 2002 MVA DELTA MVA 2002 EVA 
COMPANY (Rs crore) (Rs crore) (Rs crore) 
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MVA (Market value added)=Market value of capital — Capital employed EVA (Economic value added)=NOPAT- Cost of capital x Capital employed 

ROCE: Return on capital employed WACC: Weighted average cost of capital NOPAT: Net operating profit after tax 


All figures are for 12 months ending March 31 unless specified otherwise 
MVA has been computed using the average market capitalisation for January 2003. Historical MVA has also been updated accordingly 
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Quality pays in the long run; just look at the company's financials 
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MVA (Market value added) — Market value of capital — Capital employed EVA (Economic value added)=NOPAT-— Cost of capital x Capital employed 
ROCE: Return on capital employed WACC: Weighted average cost of capital NOPAT: Net operating profit after tax 

All figures are for 12 months ending March 31 unless specified otherwise 

MVA has been computed using the average market capitalisation for January 2003. Historical MVA has also been updated accordingly 
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« For 6 months @For 8 months 4 For 9 months 2 For 10 months 3 For 11 months 

e Figures for 15 months bFigures for 16 months v For 18 months € Period ending Dec. 31 Period ending June 30 
4- Period ending Nov. 30 + Period ending Sep. 30 x Period ending Oct. 31 f For FY 2000 t For FY 2001 

EVA has been computed based on the ending capital of the respective financial years For further details see The Methodology 
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Aztec Software: 
The tech downturn has withered the company's prospects a@tec 
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Aztec Software & Technology Services 


MVA (Market value added) Market value of capital — Capital employed EVA (Economic value added)=NOPAT- Cost of capital x Capital employed 
ROCE: Return on capital employed WACC: Weighted average cost of capital NOPAT: Net operating profit after tax 
All figures are for 12 months ending March 31 unless specified otherwise 


MVA has been computed using the average market capitalisation for January 2003. Historical MVA has also been updated accordingly 
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« For 6 months WFor 8 months 4 For 9 months O For 10 months 7 For 11 months | 
e Figures for 15 months bFigures for 16 months v For 18 months € Period ending Dec. 31 & Period ending June 30 2 
+ Period ending Nov. 30 + Period ending Sep. 30 * Period ending Oct. 31 1 For FY 2000 t For FY 2001 | 
EVA has been computed based on the ending capital of the respective financial years For further details see The Methodology | 


bt mva 500 Henkel Spic: 
The FMCG slowdown has wreaked havoc on the company's market value 


2002 MVA DELTA MVA 


COMPANY 


i 






Munjal Showa 


























































N.A. India Gypsum ——— č Es n 10 -3 
E 30  Wida(nda*e*  —— | 8 A -69 -22+ a 
: depu poorer o CT Š in 
KA. Ralcaking = = — ! 5 -1 
Electrosteel Castings 5 
4 
Bosch Rested fy (india) + 
E Oil Country Tubular -6 
) NA Indian Acrylics -28 
$ Tamilnadu Telecommunications -9 
— NAA. Phoenix Lamps India | Ss -2 
289 Godavari Fertilisers & Chemicals 4 -64 -17 
185 Matsushita Television & Audio India Massi 0 -9 
218 214 Shasun Chemicals & Drugs -3 -15 2 
| D NA. . TVS Srichakra 5 
160 Krone Communications e = 
1 to ON. A. Zicom Electronic Security Systems ae 
i 179 Jayant Agro Organics —— ; -6 4 cae: 
— NA. M Heritage Foods (India) — En -7 -11 6 
ALA: SOS a o Meca -1 -6 
292 Supreme Petrochem -8 -86 -500m 
244 Elgi Equipments | 8 -37 -5 
Henkel Spic India * 
= Tata nee Iron 
-4 | 
-28 
3 Onward Technologies = -11 
— N.A. Natco Pharma -23 
276 Voltas Gf T- -40 
i N.A. — Schenectady-Beck India | - NUN 
the eal “Goodyear ndia Ls Dn 7 are 
kae Dae cae ant ii ele etd a a 2 Ue NR - -> = 
ar Movers -7 
| Rallis India -37 
197 FAG Bearings India * 4 
= 231 Yokogawa Blue Star -10 
184 Wartsila India -8t 
224 Siltap Chemicals~ -18 -17 -3 ! 
E 216 PCS Industries |. 418 -19 -14 
| NA. — Vaibhav Gems 18 . -30 -3 
24 Lu N. A. Greaves -20 -171 -139v* : 
EZ 218 — AatdiDugs — 5 — a | | | a 
MVA (Market value added) - Market value of capital — Capital employed EVA (Economic value added)- NOPAT- Cost of capital x Capital employed 
ROCE: Return on capital employed WACC: Weighted average cost of capital NOPAT: Net operating profit after tax 


All figures are for 12 months ending March 31 unless specified otherwise 
MVA has been computed using the average market capitalisation for January 2003. Historical MVA has also been updated accordingly 
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« For 6 months 
e Figures for 15 months 
4- Period ending Nov. 30 


EVA has been computed based on the ending capital of the respective financial years 
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So does she. | 





Children without any life. Children without any future. 
Children without any reason to celebrate. You see them 
all around you. But while you are concerned, you may 
not know how to help them. You may also not be sure 
if your contribution will actually bring a change in the 


lives of these girls or it will go waste. 
To help you help these little girls, there is Amitasha. 


A Foundation for the underprivileged girl child, Amitasha 


is one of the many concerns of Amity Humanity Foundation. 


On its own, and through concerned individuals like you, 
we try to give these girls something more than just 
education, clothes and healthcare. We endeavour to give 
them love, confidence and a feeling of belonging. A life 


which is worth living. 
Yes, you can give her a reason to celebrate her life. 


You can 


Dr. Ashok K. Chauhan 

Founder, Amity Humanity Foundation & Amity Institutions 
Chairman, AKC Group of Companies 
drchauhan@akcgroup.com 





Nurturing the girl child 


A project of AMITY HUMANITY FOUNDA 


Call 011-24699700 or visit www.amity.edu 


IMAGIC /452R/03/B8T 


PPE LL Pa es Lae ITN ET ee qo qa TOP TCU 


bt mva 500 


With gain in both EVA and MVA, this could be a company to watch 


Exide Industries 
. Television Eighteen India 


————————————————————————————————————————————————— 


- Tata Infomedia 


364 
165 
228 


181 Welspun-Gujarat Stahl Rohren —— — 


1€ —————^^—^^—^————————— 


t M e e etÓ MÀ —— '€ÜÀ—  — )ÁÀÀ] esen 


212 -Goodricke Group * 
295 
Essel Propack 
Rane Brake Linings 


Creative-Eye 

Shanthi Gears 

Bombay Burmah Trdg. Corpn. v 
Jupiter Bioscience 

Premier Instruments & Controls 
Grindwell Norton * 

Birla VXL + 

Mid-Day Multimedia 


REET VE, TEE TEET TT EE quum 
- . ys " i r - i EEK PT, | s 





BSES: 


2002 MV/ DELTA MVA 


4 C | 
Hd 5 | 
$ S 
D | 
I 4 1 3 
1 | 2 
- | ] je 
H E- 4 
E i I H z 
$ j | 
' | | 
, $ ) 
; } | 
i | | 
t 

1 | d 
} | | 

i } 
f I | 
} i | 
t | 


d 1 
i 

: : 
ems d 1 

Suec ga | 
Exe 

i | 


d 
| 
] 
| 
i 
| 


| 
| 
| 


H | 
A : 
7 : d 1 
1 | | 
: : $ H i 
| 1 
| 1 7 t 
4 E z 1 | 
1 4 Te : ix | 
j ud coer egli onus us EI 
H i EU Vi E Ez A ErcrrcconY 
i E E = Soe : 
$ ; jai SPa E Ser 
i 25: 3 arent 
H i 3 $ c Eas ‘ 
= 4 ; 


| 
| 
j 


i | 
| 4 
1 
ite RR : 
i ici 
e E | - E 
25] d RES ESL. 


—————————————————————————— 


~ Novopan Industries 


304 BSES 


_ Seshasayee Paper & Boards — 


254 Sona Koyo Steering Systems - 
m Gene 
NA. Liberty Shoes 
Wimco am 
Advani-Oerlikon - 
— A Salora International 
Lumax Industries 


257 
258 


413 . Apollo Tyres 
Supreme Industries & 
Balmer Lawrie & ( Co. 
LG Balakrishnan & Bros. 
Madras Cements 


Pritish Nandy € Communications | 
NRB Bearings 


268 Coates Of India + 

SEA — Aksh Opt areas 
200 Birla Ericsson Optical — 
N.A. Taj GVK Hotels & Resorts 
307 Aban Loyd Chiles Offshore 

N.A. Bannari Amman Sugars 

N.A. Eimco Elecon (India) 

IVRCL Infrastructures & Projects 


PSL Holdings 


300 


'MVA (Market value added)=Market value of capital 
ROCE: Return on capital employed 
All figures are for 12 months ending March 31 unless specified otherwise 
MVA has been computed using the average market capitalisation for January 2003. Historical MVA has also been updated accordingly 


— Capital employed 
WACC: Weighted average cost of capital 


EVA (Economic value added)=NOPAT- Cost of capital x Capital employed 
NOPAT: Net operating profit after tax 
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EVA has been computed based on the ending capital of the respective financial years 
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For further details see The Methodology 
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; | bt mva 500 | Moser Baer: -BI 
E The company's prospects are bright but its MVA and EVA don't reflect that E] 
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MVA (Market value added) - Market value of capital — Capital employed EVA (Economic value added) - NOPAT- Cost of capital x Capital employed 
ROCE: Return on capital employed WACC: Weighted average cost of capital NOPAT: Net operating profit after tax 
All figures are for 12 months ending March 31 unless specified otherwise 
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bt mva 500 Kothari Products: 
With a positive EVA and a negative MVA this is an undervalued company 





2002 MVA DELTA MVA 2002 EVA 


AMD ALY 
COMPANY (Rs crore) (Rs crore) 





| 352 435 United Phosphorus — E P 267 
| 353 311 Forbes Gokak iy SOB. ss -80 i Vas -27 


O 40 2) PCO. ees ee hum 4 —— S 
Eee N.A. KanoriaChemicals&Ind. — 1 1 1:99 — -15 EMEN -7 
Syme 360 ` Excel Industries = —n — —  - 2709  -130 o 26 | Áw 


{357 345 Carborundum Universal - 104 — -05 BEEN -6 


ín nn te a En EE EE 





| | 7] (358 348 Phillips Carbon Black + SS — -114 | 31i NP 


nr ÓÀ— Ó——ÀÀ MÀ — UH y MÀ — À—&À— — À— € n" 


p 359 316 Chemplast Sanmar |40 -. -119 RE | 2 





361 207 Mascon Global |409 — -32 SCIES -48e 
-362 401 Godrej Industries BS | -109 pm -242 Pee us -13 
363 326 Saregama India j n -85 foe - 
-364 328 Hind Lever Chemicals — — i TOMAS 99 E 4e 
365 N.A. Maral Overseas 33 E -131 DOES 1 
-366 | 403 KEC International * 0M e 2338 =e -121 


i Ji d ü L————————————————————— 














caer 385 Eicher NE? DEI -149 RENNES -48 
368 N.A. Balaji Distilleries ELT as B 23 -141 -73 





369 349 Surat Electricity Co. " "UN 1 Mb Ee -8 






NIIT + E ig 
372 282 Finolex Industries II w DM I" 
-373 390 Sunflaglron &Steel Co. — NU -1 Ex 25 3 
ame) 351 Asian Hotels DIES - cB 
375 | 380  SesaGoa Patch: 330°" -164 BMM -33 








| Game 439  IndanHoelCo. O B4 — 395 BUE -2 
; 377 355 Andhra Pradesh Paper Mills M M -125 eg -11 


ntt t€ rr I'M —Ó— € MH M — —————Má————————————— € —— — Hm ne 


.378 N.A. Sutlej Industries - -134 — -149 CMM: -30 


; .379 365 SuryaRoshni ^48 . -4 ee 29 


* .381 N.A. Triveni Engineering & Inds. - 10437. — 361 AVELA -36 





| BEEN 30. KothanProducs — — O ^» M v 
Gee 399 Parekh Platinum O 1 (138. — -0 BEEN — 
: BENE 36 — Kopan — 8 — — — — — 149 -. 12 BREMEN Y 


-385 427 Thermax ton) 34 BM 5 © 
i .386 N.A. Jindal Iron & Steel Co. —— — co -156 
: 387 417 Kale Consultants —— DEMNM -253 5413 -55 
3 388 440 Ashok Leyland ee -472 271 -92 
s 389 NA. Sintex Industries ! 








| -391 374 Oriental Hotels 





BE 30 Ca — = o O a i M 20 
(393 353 Amara Raja ei. Ht Se 2 
See NA JBF industries -< — — — BEDS -174 UE -30 
395 372 . Kinetic Engineering - C7 — —— 0 a ne o5 
SEE 6 ui —————BR— EM o 
ÜBEN asp Coomandel Feces —— p EM ^ 


T M MÀ — n À M] —— M á— — —— — € M er eae ———————————————————————————————————— ME 


399 339 Gesco Corporation 46 -20 BREMEN “79 





MVA (Market value added)=Market value of capital — Capital employed EVA (Economic value added)=NOPAT- Cost of capital x Capital employed ` 
ROCE: Return on capital employed WACC: Weighted average cost of capital NOPAT: Net operating profit after tax 

All figures are for 12 months ending March 31 unless specified otherwise 

MVA has been computed using the average market capitalisation for January 2003. Historical MVA has ib been updated accordingly 
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7 For 11 months 

& Period ending June 30 
t For FY 2001 

For further details see The Methodology 


2 For 10 months 
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e Figures for 15 months bFigures for 16 months 
4- Period ending Nov. 30 + Period ending Sep. 30 


EVA has been computed based on the ending capital of the respective financial years 


« For 6 months 


nn NDOCCTIQUNESNUNUNCTWRRCOTSOENDGEECNEUCHEENURRVSTQUETEETWISERETECCETOG Fk nT a TEE TRU CERNERET e ERST ee EFECTO aT Cape UI) 
< è ^e t A beer ^e l V 49) f> ae. ou" "C [es . . = ~~. " » SUE. 


bt mva 500 Zee Telefilms: —— 
be The markets had good reason to go cold to Zee: look at its EVA (= = E 1$ 





COMPANY 2002MVA — DELTA MVA Ar 


(Rs crore) (Rs crore) (Rs c 









386 Rajasthan Spinning & Wvg. Mills. 

— 412 Jindal Steel & Power ECT. Da MUN 
4 425 Indian Aluminium Co. - | 468 . 

t 3 Eu ~ South scs Me oo |B  — MM  . .- |. 
w 308 = Gols en MAB der in Re” DEA INe : 
B  . — — 




















—— —MÁIÓ ——Á— oee d 







— —A—————LC QA ——————————»————— eee 


| 
; 
; 
k 
! 
t 
$ 
3 
f. 








411 N.A. Vardhman Spinning & General Mills _ 
.412 383 Ruchi Soya Inds. - LE 
.413 381 Dalmia Cement -Bharat - 
PE NA.  Mcoowel&Co — T"? 
415 397 Nahar Exports 
BEES NA DW 
417 NA. — Ashima - 
“418 408 M BharatHotels = 














—— 9S 7 € of ee 
y harc trier d B »- ce ar 5 ee AJ H 

Dow , inam ^ = * EO 4-4 cee [ = 
z > X ? hi Y | E ioc fa. 


.419 429 Gujarat Alkalies & Chemicals — 117 Ar ADIRI 
420 

421 27  zZeeTelefilms | 12100 — 1020 SB ý -78 

EE GS oroin — — Lu. o BER - — 
Miu Oraid Chemicals & Phoma —— DESEE ._ —7— 
424 N.A. Continental Construction - - 208 NONE 8 — 
EE s vehe —— — — 2 ss ur s E 


| JM .. Wockhardt Lifesciences * — 
oe N.A. S _ Kalyani S Steels VARS Aa RO OEP ea A 
428 N. A. State Trading Corpn. Of India 


; b ea OT ae AL 
AM À— MM MM M —M M M € — —  — e — —— n a s et a MÀ ÀÀ À—À — 3 
- z . a mea 


49 .430 Tamil Nadu Newsprint & Papers 


d s 
a vee MÀ soome —MÀ] sentes see seseo . _ Seten re tn TE EE RR ee ee TY ES FORTE ONE ERI Ete eeaeee eye e tere: Her e 


431 448 Bombay Dyeing & Mfg. Co. 


432 407 Jindal Polyester 


1443  — 406 Hotel Leela Venture —  ž  ž  ž ; E o BENE 9 


pci -———' —— PREIS ETE ———————————————À —— ne sn Ahan assent cen ncaa els) Seabank E aetna ines OOOO OOOO OO EOE E NOOO ONENE 


434 358 Graphite India 





| P 
8 N 
- oc 








.435 NA. DCM Shriram Consolidated — EM oO 0 
436 N.A. Gujarat Mineral Devp. Corpn. — — = a 23 — — 
437 © 67  Morepenlaboatoies — = ă  žãć  <ć mes 0 


EE 2095. . . 1 
.439 428 Tamilnadu Petroproducts e 


m T 


441 368 Finolex Cables 


: Gujarat Industries Power ( C9, o. t 
SEES NA Manda —8 —^ à ——"— 
444 432 Eveready Industries -India 


M5. B 46 . . Bharat Earth Movers. D AME. 
446 438 Century E Enka 


—À MÀ M MM HÀ ——M - — —— MÀ 


447 416 Century Textiles & Inds. 


——— —————————AA———^————————————————————————————————————— 





D 








UA TECUM oC TET ae ee RON 
* 4 x st " ET - . "€ », E y x 
- ` * A ( * P 
* 


448 405 Kesoram Industries — — — —  — — -98 46 


-449 . 453 Jindal Strips 
450 

MVA (Market value added) Market value of capital — Capital employed EVA (Economic value added)=NOPAT- Cost of capital x Capital employed 

ROCE: Return on capital employed WACC: Weighted average cost of capital NOPAT: Net operating profit after tax 


All figures are for 12 months ending March 31 unless specified otherwise 
MVA has been computed using the average market capitalisation for January 2003. Historical MVA has also been updated accordingly 
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t For FY 2000 1 For FY 2001 

For further details see The Methodology 
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Bharti Tele-Ventures: 
Nothing can explain why the markets dislike this company with good long-term prospects bharti 
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MVA (Market value added)- Market value of capital — Capital employed EVA (Economic value added) -— NOPAT- Cost of capital x Capital employed 
ROCE: Return on capital employed WACC: Weighted average cost of capital NOPAT: Net operating profit after tax 

All figures are for 12 months ending March 31 unless specified otherwise 

MVA has been computed using the average market capitalisation for January 2003. Historical MVA has also been updated accordingly 
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< For 6 months @For 8 months 4 For 9 months 2 For 10 months 3 For 11 months 

@ Figures for 15 months bFigures for 16 months v For 18 months € Period ending Dec. 31 Period ending June 30 
4- Period ending Nov. 30 + Period ending Sep. 30 x Period ending Oct. 31 t For FY 2000 t For FY 2001 

EVA has been computed based on the ending capital of the respective financial years For further details see The Methodology 
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ICICI BANK: 
The merger may have eroded its EVA but the market thinks highly of the company 
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MVA -Market value added= Market value of capital — Capital employed EVA -Economic value added — NOPAT- Cost of capital x Capital employed 
ROCE: Return on capital employed WACC: Weighted average cost of capital NOPAT: Net operating profit after tax 

COE: Cost of equity MVA has been computed using the average market capitalisation for January 2003. Historical MVA has also been updated accordingly 
EVA has been computed based on the ending capital of the respective financial years For further details see The Methodology 


2 The Top 50 Wealth Creators in 
Banking And Financial Services 
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The Methodology 


THE BI-STERN STEWART STUDY BEGAN WITH A 

universe of 800 companies in the manufacturing 

and services sector and 80 companies in the bank- 
ing ae financial (BFS) sector, taken from Centre for 
Monitoring Indian Economy (CMIE) and filtered by their 
average market capitalisation. Companies for which 
complete information was not available for two out of 
the past five years were excluded. Data on credit ratings 
and spreads came from Crisil, ICRA, Care, and I- Sec. 

To make the rankings more reflective of the lat- 

est market trends, we made some modifications 
this year. We calculated MVA using the average mar- 
ket capitalisation for January 2003 to capture the lat- 
est possible information as opposed to last year 
when we had used the December averages. Historical 
MVA was updated accordingly. 
The EVA was computed based 
on the ending capital of the 
respective financial year, to bet- 
ter capture the impact of merg- 
ers and acquisitions, excess cash 
held and other such factors. 
RESEARCH & DEVELOPMENT: The af- 
ter-tax R&D expenditure was 
included in capital and added 
back to NoPAT. The amount inc- 
luded in capital was amortised 
over five years. This does not 
apply to the BFS sector. 
INTEREST: All interest expenses 
were added back to profits. The 
tax-benefits of interest were also 
removed, and the cash operating 
taxes were adjusted accordingly. This, too, does not 
apply to the BFS sector. 
NON-INTEREST BEARING CURRENT LIABILITIES: NIBCLS were 
excluded from the capital in non-BFs companies. 
CONSTRUCTION IN PROGRESS: Construction in progress was in- 
cluded in capital. It does not apply to the BFS sector. 
NON-RECURRING INCOME AND EXPENDITURE: Non-recur- 
ring items were excluded from NOPAT, and capi- 
talised after tax. Non-recurring expenditure was 
taken as addition to capital and non-recurring 
income as reduction. 
ASSET GAINS: Gains or losses from BFS transactions were 
amortised to spread returns of assets over their lives. 
CASH-OPERATING TAXES: Tax provision was restated to 
reflect taxes paid on operations. The tax-effects of fin- 
ancing and non-recurring items were eliminated. 
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How We Did It 








REVALUATION RESERVE: This was excluded from capital. 


THE CALCULATIONS | 

NOPAT = (Profits After Tax + E 
Expenses + Revenue Expenditure On R&D + Interest 
Expense + Provision For Taxes) - Non-Recurring 
Income - R&D Amortisation - Cash Operating Taxes. 
Cash Operating Taxes = (Provision For Taxes + Tax - 
Benefit Of Non-Recurring Expenses + Tax Benefit Of 
Interest Expense - Tax On Non-Recurring Income). 
Economic Capital = Net Fixed Assets + 
Investments + Current Assets - (NIBCLs + 
Miscellaneous Expenditure Not Written Off + 
Intangible Assets + Cumulative Non-Recurring 
Losses + Capitaticed Expenditure On R&D) - 
Revaluation Reserve - Cumula- 
. tive Non-Recurring Gains. 


DEFINITIONS ~ 
MARKET VALUE ADDED: MVA is 
the value added in excess of 
economic capital employed. ` 
MVA = Market Value of the 
Firm - Economic Capital. For 
BFS sector, we calculate the 
value addition only on the eq- 
uity capital and hence its MvA — 
Market Value of Equity -— 
Economic Capital. Market 
value of the firm has been 
taken as the sum of book value 
of debt and the January 2003 
average market capitalisation. 
ECONOMIC VALUE ADDED: EVA is the net operating 
profit after tax, less the charge on economic capital 
employed. EVA = Net Operating Profits - (Weighted 
Average Cost of Capital x Total Capital Employed). 
For the current ranking exercise, capital charge has 
been applied on the ending economic capital. The eco- 
nomic value added for a BFS company is computed as 
follows: NopaT - (Cost of Equity x Equity Capital). 
WEIGHTED AVERAGE COST OF CAPITAL (WACC): This 
gives the return expected by the investors while Cost 
of Equity (Ce) gives the expected return in the BFS sec- 
tor. WACC = Post-tax Cost of Debt*(b/Mv) +Cost of. 
Equity *(E/Mv), where, D, P and E are market values of 
debt and equity respectively: 

The master ranking of companies was done on the 
basis of the MVA and not the Eva. Œ 
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HARON F., A GRADUATE OF STANFORD AND HARVARD 

Universities, quit her job with American 

Express a little over a year ago. She wanted to 
make her mark in the world of publishing. So she 
decided to join one of the more reputed media and 
entertainment giants in the marketing department 
of one of their many magazines. 

She was responsible for devising loyalty pro- 
grammes to ensure that subscription holders would 
continue to renew. She loved the work, excelled at 
it, and managed to catch the eye of her company's 
senior management. Sharon is a very small cog in this 
giant machine, but according to the chairman of this 
giant, employees like her—bright, talented, ambitious 
employees—are “the fuel for our future”. 

Unfortunately for this giant, the fuel is leaking. 
After only a year in the publishing industry, Sharon 
is leaving the company. She is joining a restaurant 
start-up as its head of marketing and business deve- 
lopment. Her boss, it appears, drove her away. 

*He's not a bad man,” Sharon admits. “He’s 
just not a manager. He's insecure, and I don't think 
you can possibly be both insecure and a good man- 
ager at the same time. It makes him compete with his 
own people. It makes him boast about his high- 
style living, when he should be listening to us. And 
he plays these silly little power games to show us 
who's the boss. Like last week, he didn't show up for 
a 10 a.m. interview with a candidate who had made 
a two-hour commute just to see him, because he had 
stayed out much too late the night before. He called 
me at around nine fifty-five A.M. and asked me to 
break the news to her, and tried to make it seem like 
he was giving me some kind of compliment, that he 
could really trust me to cover for him. I really can't 
stand behaviour like that." 

Listening to Sharon, you might wonder if it isn't 
just a personality clash between a boss and a sub- 
ordinate employee, or even whether it is she who is 
somehow causing the problems or failing to work as 
part of a team. So you ask her, “Does anyone else on 
the team feel the same way?" 

“Pm not sure," she confesses. “J don't like to 
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WORKPLACE SPEAK B Marcus Buckingham 


The Enemy Within 


How bad managers drain their companies of power and value. 


bad-mouth my boss before the other team members, 
so I haven't really talked about it with anyone at 
work. But I do know this: when I came here there 
were 13 of us on his team. Now, a year later, every 
single one of them has left, except me.” 

Sharon's company does many things very well, 
both in terms of its overall business performance and 
the employee-friendly culture that it offers. But, 
deep within this giant, unseen by most of the senior 
executives or by Wall Street analysts, one individual 
is draining the company of power and value. And as 
Sharon points out, this individual is not a bad person, 
just a bad manager. Woefully miscast in his role, this 
manager now spends his days chasing away one 
talented employee after another. 

Perhaps, he is a rare exception. Or perhaps the 
media giant makes a habit of promoting those peo- 
ple into manager roles who are talented individual 
achievers, but who are still largely unproven when it 
comes to their managerial abilities. 

The company would certainly hope for the for- 
mer. But Sharon doesn't care one way or the other. 
And nor do others who, like her, have been forced 
by such managers to leave. When Sharon told her 
company that she was considering leaving, they 
offered her more money and a bigger title, to try and 
coax her back. But they didn't offer her what she 
wanted the most: a new manager. So she left. 

An employee may join Disney or General Electric 
or Time Warner or any other such corporate giant 
because she is lured by their generous benefits pack- 
age and their reputation for valuing employees. But 
it is her relationship with her immediate manager 
that will determine how long she stays and how 
productive she is while she is there. 

Chief executives such as Michael Eisner, Jack 
Welch, Gerald Levin, and all the goodwill in the 
world can only do so much. In the end, these ques- 
tions tell us that, from the employee's perspective, 
managers trump companies. 





Copyright © 2002, The Gallup Organization. This article was written by 
Marcus Buckingham in association with Curt Coffman. 
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wrote in this column about electronic implants 

that could extend the sensory abilities of hu- 
mans to thousands of kilometres, and turn us into cyb- 
orgs. While this is in the realms of what is possible, but 
nevertheless distant, there is another implant that is 
here. This is a radio frequency identification chip im- 
plant. The chip is so small (a few millimetres in length) 
that it can be easily embedded anywhere. 

The radio frequency identification chip (RFID) is ba- 
sically an electronic device that stores a small amount 
of data (its identity) and has an in-built transmitter and 
an antenna. It can be interrogated by a scanner to 
which the chip transmits its identity. 

The RFID does not have a power source of its 
own. Instead, it derives power from the scanner beam. 
This reduces the size and cost of the chip. Thanks to 
the innovative technology and manufacturing tech- 
niques that have gone into designing the RFID, the 
price of such a chip is now estimated to be around 10 
cents (around Rs 5) when produced on a mass scale. 

At this price, a vast range of applications are pos- 
sible and viable. In the near future, these low-cost 
chips will no longer be used just for esoteric and spe- 
cialised purposes, but will move into mass-scale usage. 

RFID is rising in the popularity charts across indus- 
tries. Already, there are reports that Gillette will 
launch RFID-embedded blade packets, and is in the 
process of ordering a few billion chips. Benetton is also 
considering attaching chips to the labels of the garments 
it manufactures and ships out of its factories. The 
ratio of chips to labels: 1:1. 

In both cases, the respective companies will be in a 
position to keep track of the items as they move off the 
shop shelves, enabling a fully-automated inventory 
management, purchasing, ordering and billing sys- 
tem. Benetton, for example, would know the number 
of shirts of a particular design, size, and colour that was 
sold by each outlet in real time. 

In the long-run, the use of RFID is expected to 
help companies to reap quantum gains in areas rang- 
ing from production to delivery to inventories. 

While potential users say that the chip would be 
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KIRAN'S KORNER W Kiran Karnik 


Humans To Cyborgs 


Chip implants promise to change life and work as we know them. 


disabled after sale of the product, manufacturers 
could in theory continue to track their products. 
Consider this: you walk into a shop and thanks to your 
RFID-embedded shirt, the system immediately recognises 
you. It knows your style and colour preferences, size 
and probably your budget as well. The salesperson 
(could well be a robot!) immediately guides you to the 
right shelves and shows you a selection of the ap- 
propriate clothing. A bit unbelievable, isn't it? But 
not impossible. 

However, basic human nature and needs may 
scuttle applications that are designed on the basis of the 
less predictable aspects of human behaviour. On a par- 
ticular day, you may prefer blue, while you may opt for 
green on another. 

Today, you may be shopping for yourself, while 
you may be buying a gift for a friend tomorrow. So 
your preferences are likely to vary. But, in case of more 
predictable interactions, the shirt could, of course, 
'talk' to the washing machine and make sure that the 
water temperature and the detergent are appropriate 
for the fabric. 

Let us look at an RFID-embedded future: the chip is 
embedded in your suitcase to do away with mis- 
placement of baggage at the airport; a chip in every 
trans-border package, facilitating customs clearance; 
RFID-embedded vehicles, so that toll taxes are automa- 
tically charged and stolen vehicles tracked. Instead of 
only a hologram, would it not be better to have a chip 
embedded in the license plate of every vehicle? What 
about embedding chips in files in government office- 
s so that the progress of each file can be monitored? 

A chip embedded in every human body would 
be a great way to provide a unique identification to 
every individual. There would be no need for ration 
cards or passports. But do we want this? Here is a 
technology that promises to revolutionise the world. 
It's chosen retail and trade to start with. Information 
technology, once again, is driving new ideas, but rais- 
ing deep questions. Efl 





These are the personal views of author and not necessarily of NASSCOM. 
The author can be reached at kkarnik@nasscom.org 
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bt infotech 


From police harassment in Malaysia to legislation 
that will prevent outsourcing in the US, the 
Indian IT industry is under attack. What did 
We expect? BY PRIYA SRINIVASAN 


Nasscom’s Kiran Karnik: 
Bill-buster 


December 2002 


New Jersey almost passes a 
bill preventing outsourcing of 
government contracts to Indian 
IT firms. The bill is finally 
put on hold following hectic 
lobbying by Nasscom 


March 20, 2003. employees of 
British Telecom in the UK take to 
the streets to protest against the 
company’s decision to open call 
centres in India. 

March 17, 2003. Sun Micro- 
systems, the largest corporate 
(co)founded by an Indian is sued 
by 1,000 employees for allegedly 
laying off US high-tech workers to re- 
place them with Indian techies. 

September, 2002. Infosys’ 
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The controversial L1: 
Back-door entry? 


February 2003 


Protests against use of the L1 
(visa) route by Indian 
information technology firms 
to deploy techies onsite (at 
the cost of US jobs) gain 
monumentum 





proposed Melbourne development 
centre faces flak from local IT pros; 
Deloitte Consulting employees 
protest outside the Australian 
Industrial Relations Commission 
when word leaks out about Infosys 
bagging a plum Telstra outsourcing 
contract from Deloitte. 


DD TO THESE OTHER EPISODES 
like the recent harassment 


of IT professionals in 
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The victims after the ordeal: 
Shaken, not stirred 


March 2003 


2/0 Indian IT pros arrested 
and harassed in Malay sia. 
The move could have been 
prompted by geopolitical 
rivalry, but IT proved a 

soft target 


Malaysia, the frequent changes in 
US visa regulations, and legisla- 
tions seeking to halt outsourcing 
and the message is loud and clear: 
everyone loves to hate Indian IT. 
That shouldn’t surprise anyone, 
least of all Indian rr firms; the back- 
lash began several years ago. The 
pioneer of the outsourcing model, 
Tata Consultancy Services (TCs), for 
instance, was hauled to the courts by 
a New Jersey-based firm several 
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| years ago. The firm alleged that TCS 
was “dumping” its low-cost serv- 
ices in the domestic market, result- 
ing in locals losing jobs. (For the 
record, the court ruled in favour 
of Tcs). And other Indian companies 
have similar experiences to narrate. 
What is different now is the 
sheer magnitude of the protests. 
The reason? Services jobs (both in 
information technology and IT ena- 
bled businesses) are moving en 
masse to destinations like India, 
Philippines, Russia and China. The 
recession in the US (the single-largest 
consumer of Indian IT services) has 
forced companies in that country to 
outsource to cut costs (a company 
that outsources a backoffice to India 
could reduce costs by as much as 40 
per cent). Only, as jobs move off- 
shore, they are laying off more em- 
ployees, contributing their mite to 
the recessionary trend. 


The Beginning, Not The End 
The great outsourcing wave may 
have just begun. Global technology 
research firm Forrester estimates that 
over the next 15 years 3.3 million 
US services industry jobs and $136 
billion (Rs 652,800 crore) in wages 
will move offshore (See The Off- 
shore Wave...). And Nasscom esti- 
mates that about 1.5 million services 
jobs will move out of the US within 
the next couple of years, of which 7- 
10 per cent will make its way to 
India. Finally, India has a 2.8 per 
cent share of the US services market. 
At the vanguard of this wave 
are sectors such as telecom, banking, 
and financial services. Almost every 
major multinational bank with op- 
erations in India services some part 
(often, a very large one) of its global 
IT requirements out of the country. 
Bank Of America, for instance, has 
partnered with TCs, Infosys, and 
Accenture to outsource almost all its 
IT services out of India; the bank has 
laid off at least 1,000 software pro- 
fessionals in the US so far. Other 
multinational banks that outsource 
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THE OFFSHORE WAVE: WHAT'S AT STAKE 


Number of US jobs 
expected to move 
offshore. 


Figures in million 


2000 - 2005 — 2010 — 201 
Source: US Department of Labor & Forrester Research Inc. 


the bulk of their IT service require- 
ments out of India include Standard 
Chartered, HSBC, ABN Amro and JP 
Morgan Chase. And for each large 
consumer bank that moves its trans: 
action processing offshore, between 
8,000 and 10,000 US-based jobs 
will all but disappear into thin air. “I 
already see software professionals in 
the US who drew up to $200,000 a 
year, unable to draw even $60,000 
today," says one bank exec. Despite 
these staggering numbers, the real 
sting is yet to come. “In the next 18 
months, I expect growth in the out- 
sourcing of high-end value added 
services like wholesale credit pro- 
cessing for banks where analytical 
skills play an important role or even 
research-oriented services for credit 
rating agencies and stock exchanges" 
says Gurumurthy R., Principal, Bank 
Of America. These skills would call 
for professionals with a background 
in Chartered Accountancy or Finan- 
cial Analysis. And in the process, 
Indian services will move up the 
value chain. As one industry obser- 
ver points out, *It's similar to the 
way Japanese electronics were 
viewed as a poor man's choice till 
they actually became better than 
the real thing. Some clients are alre- 
ady willing to pay a premium for 
services from Indian IT companies 
since the quality is increasingly be- 
ing perceived as better than what 
you can buy anywhere else." 







Total wages associated 
with US jobs moving 
offishore. 


Figures in $ billion 


BPO Spurs Backlash 

Did Business Process Outsourcing 
start the backlash? It may well have. 
Explains Partha Iyengar, vp, Rese- 
arch Director, Gartner India, “Ear- 
lier, it was largely the work of deve- 
lopers, programmers or systems 
analysts that was being farmed out 
to overseas companies. These are 
skilled software jobs and it was an 
acknowledged fact that they were 
better done by off shore compa- 
nies. The flashpoint is really BPO. 
The layoffs here affect the core em- 
ployee base of a company, client 
support people, call centre agents, 
mostly semi-skilled labour that tends 
to be closer to unions." Still, this 
won't hurt Indian companies, says 
Sandeep Agarwal, the Chief Marke- 
ting Officer of BPO firm Intelenet, 
“as long as the recession in the US 
continues and cost-cutting remains 
a corporate priority." 

So, how have companies that 
have handled large outsourcing proj- 
ects dealt with the lay-off issue? 
Says Phaneesh Murthy, whose BPO 
firm Primentor is based out of the 
US, *Companies have dealt with it 
in various ways: in some cases they 
have made it clear to the employees 
that only incremental investments 
will be made offshore, and exist- 
ing capacities will not be shifted; 
in the case of layoffs, it has been 
with very attractive incentives to 
encourage the employee to stay on 
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THE NUMBERS BEHIND THE SHRILL ANTI-OUTSOURCING PITCH 
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Figures are number of jobs from the US that have moved or are likely to move offshore 
Source: US Department of Labor and Forrester Research Inc. 


and oversee the transition; and in 
some cases the companies have just 
kept a very very low profile." 

British Telecom (BT) appears to 
have adopted the first strategy. BT 
Retail Chief Executive Pierre Dan- 
on's statement in response to the 
ongoing protests clearly states that, 
“BT Retail's plans to develop 31 con- 
tact centres in Europe in the UK 
remain unchanged. The investment 
of 105 million pounds in those cen- 
tres will safeguard the jobs of aro- 
und 17,000 people in the UK. 
These figures dwarf BT Retail’s plans 
in [India where 3 million pounds 
are being invested and around 2,200 
will be employed." Still, that didn't 
stop the March 20 protest. 


The Legislative Hurdle 

With the anti-India pitch getting 
shriller, governments in the US and 
Europe have been doing their bit to 
appease the electorate. This has 
taken the form of tinkering with 
visa and green card regulations to 
stem the flow of Indian profession- 
als into these countries. The United 
States had limited the number of 
H1B visas (work permits for up to 
six years) that can be issued every 
year and a controversy appears to be 
brewing over the issuance of L1 
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visas that pertain to intra-company 
transfers. American workers allege 
that Indian firms are using this route 
to ship workers to the US. All this 
could affect business. Says Avinash 
Vashistha, MD, neorr, “Procedural 
tangles like visa restrictions are ris- 
ing; the US government is arbitrar- 
ily rejecting L1 visas and this is 
causing a lot of hardship to com- 
panies registered across multiple 
locations." The German govern- 
ment, on its part, has abruptly with- 
drawn a green card scheme started 
for IT professionals. *The withdra- 
wal of green cards for Indian IT 


How To Handle A Backlash 


Against Offshore Services 








Bi Hire local management 
and sales staff 


Bi Hire people with real 
cross-cultural experience 


B Publicise Value Added 


E Engage local industry 
organisations 


B Communicate consistently 


@ Pre-empt “sweatshop” 
misconceptions 


Source: Gartner Dataquest 
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engineers will have an impact on cy- 
cle times for visas as the regular 
work permit takes a longer time. 
Indian IT services companies are in 
a quandary because of the with- 
drawal of the green card system" 
says Laxman Badiga, Chief Execu- 
tive, Talent Transformation and 
External Relations, Wipro Techno- 
logies. The proposed New Jersey 
law to stem government outsourcing 
continues to be the subject of debate 
both within and outside of the legis- 
lature. Says Robert M. Finkel, 
Partner, Milbank, Tweed, Hadley 
and McCloy LLP, a law firm specia- 
lising in outsourcing related issues, 
“I do understand that other legisla- 
tures are also looking at a similar 
law. If I had a guess, I am not sure 
this would have much of an im- 
pact. I don't see a groundswell of 
support for it." An US-based exec of 
an Indian rT company involved in 
the campaign to stop the anti out- 
sourcing sentiment however adds, 
“The idea that the New Jersey legis- 
lature could shut down a BPO busi- 
ness is not acceptable. We have to 
preempt the emergence of a 50- 
headed hydra that might end up in 
a legislation at the federal level.” 
On the face of it, however, CEOs 


are unperturbed by these develop- 
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ments. Scott McNealy, the CEO of 
Sun Microsystems, was dismissive, 
saying he was not unduly concerned 
about recent developments in the 
company. "As long as the law is on 
our side, I am not concerned.” 


Déjà Vu Distress 
“The closest comparison I can make 
to what's going on is the auto wars 
of the early 80s where manufac- 
turing moved to countries whose 
only selling point was low wages" 
says Gartner's Iyengar. “Back then, 
the defence of the auto companies 
was that low-end manufacturing 
jobs were better done outside the 
US, which in turn should focus on 
services. But now, it’s those very 
services jobs that are going off- 
shore.” And the recession in the 
US has contributed in no small 
measure to the growing resistance to 
jobs moving offshore. All was well 
with the US economy when manu- 
facturing jobs started to move off- 
shore, points out Dr Siddhartha 
Roy, GM, Business Research & Cor- 
porate Planning, HLL. Roy’s reading? 
Demand growth, and a revival 
should alleviate the problem. 
Chief executives like B. Rama- 
linga Raju, Chairman, Satyam 
Computer Services, have a more 
pragmatic view of how the situation 
-in the US is likely to pan out. “The 
number of jobs in the US did not 
diminish with the movement of 
manufacturing off shore. Nor will it 
with the outsourcing of services. 
However, the composition of jobs in 
the US in the future may look dif- 
ferent from what it is now. We beli- 
eve that this is a temporary phase 
and open communication will help 
dispel the misinterpretations.” 


The Lobby’s IT 

Indian companies, largely repre- 
sented by industry association Nass- 
com, have been dabbling with their 
own bit of lobbying in the United 
States. Nasscom has retained US 
Public Relations firm Hill and 
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Knowlton to put forth its case. The 
firm takes credit for putting on hold 
the New Jersey bill. *It was impor- 
tant to educate the New Jersey house 
that outsourcing to India was not a 
threat and in fact any preventive 
measures could in fact act contrary 
to the New Jersey government's in- 
terest of securing the best possible 
services" says Simon Miller, Director 
Corporate Affairs, Hill and 
Knowlton. Well, there is another 
side to the story that members of the 
New Jersey legislature have to tell 
and it goes somewhat like this: the 
bill had almost received a quite bur- 
ial in the legislature when Nasscom 
appeared on the scene, saying that it 
would accept the bill with an amend- 





ACTION 


= Shifted 1,200 Compaq customer 


service jobs from Florida to 
HP centre in India 


-Consolidation of Malaysian and 


Australian customer support 
jobs to the existing centre in India 


Outsourcing reservations jobs 


-By 2003, HSBC will have 


4,000 staff in call centres 


-in these countries 





— — WB has established an 


accounting centre 


to support its global operations 


Pipes | 


Establishing a processing unit 
staff with more than 4,000 
employees 






To cut costs Ericsson sold its India 


. . Software development centre 


to Wipro 


Source: Forrester Research 


ment. This actually fuelled the anti- 
outsourcing lobby that said that 
since the aggrieved party (in this 
case Nasscom) was willing to accept 
the bill with an amendment, there 
was a definite case for the bill it- 
self. Anyway, what is amply clear 
is that there is little Indian com- 
panies can do to stem the wave. 
It's purely a resistance that busi- 
ness interests will overcome in 
the long run. And as long as CEOS 
like McNealy and Danon stay un- 
perturbed, Indian information 
technology can breathe easy. Ell 
ADDITIONAL REPORTING BY ANIL 
PADMANABHAN IN NEW YORK, 
E. KUMAR SHARMA, DEBOJYOTI 
CHATTERJEE, AND VENKATESHA BABU 
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IIM-A 


Ahmedabad's IIM is 
still under pressure to 
regain its former glory, 
but remains confident : 

SHAILESH RAVAL 


RAIDERS 
or THEN, W | 


It was yet another tough year for the top B-schools, 
with average salary taking a hit. Small mercy: the 
big tech recruiters were back on the campuses. 


A BT-COOLAVENUES STUDY 











110 BUSINESS TODAY APRIL 13 2003 





HE BRICK ARCHES AT IIM-AHMEDABAD 

have had a clenched feel to them, of late. 

Tense, over-exerted, pressured. The recession, 

the job scene, the warm thrill of confusion. 

But the show must go on. And so it did, as place- 
ment season 2003 got underway. Ask Rakesh Kumar, 
IIM-A Class of 2003. He won't forget the start he got 





PLACEMENTS 2003: A BIRD'S EYE VIEW 


a (M-C. 

Calcutta's IIM not 
only matched IIM-A's 
average rupee salary, 
it landed big buck 
foreign jobs as well 


SHAMIK BANNERJEI 


each time the placement coordinators’ walkie-talkies cra- 
ckled to summon the next interviewee. Even with 
three not-so-demanding recruiters on his target list— 
India Bulls, FedEx, and Roulac—he had to exercise a 
degree of nerve-control. You see, some 25 batchmates 
had got pre-placement offers, lucky dudes, but not 
him. Some 70 companies had come campus recruiting 





INSTITUTE TUI EST E TOUR HIGHEST HIGHEST ENS. C3 NE TOTAL OFFERS OFFERS Bs 

- (RS LAKH/YEAR) INDIAN SALARY — $ SALARY (RSLAKH/YEAR) — MADE ACCEPTED PER STUDENT 

2003 — PAPA (RS LAKH/YEAR) — PER YEAR 2003 : gu i: 2003 2002 
FMS 85 74 688 720 1280 60,000 40,000 80,000 ME na. 
elhi = 
IIM-A IB 70 620 589 MOSS 82000 ma. 76,421 "28 184 126 096 
Ahmedabad a. ELE | : 
IIM-B ©9659 68 611 730 600130000 76,00 90000 993279 169 137 112 
Bangalore — 
IIM-C ENS 79 620 620 400 95000 76,000 92000 "267 na. na na 
Kolkata a | 
IIM-I 60 277 564 497 SERES na na. 64 7 BEER 1.17 
Indoe S x2 mei wem vi 
IIM-K 65 52 546 546 $620 na na na. 65 6 145 107 
Kozhikode S ie d Fig 
IIM-L 229 70 6418 na MEOS 60000 52000 na Wee 229 na 1.36 
Lucknow ee E | 
JBIMS SESS na ma 600 E38 32000 32000 na mee na na 100 
Mumbai P UE | 
XLRI 124 50 25683. 60] MER na na na BENED na ma 100 
Jamshedpur |! BEEN 11 ë ë 
Salary details as revealed by placement cells, not recruiters Note: Listing is in alphabetical order n.a.: Not Available Source: Coolavenues.com 
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IIM-B 


Bangalore’s IIM is 


now on a roll, relatively 
speaking, bagging 
the best-paying jobs 


PAWAR 


DEEPAK G. 


this year, a good 25 more than last year, but even 
that wasn’t much reassurance. The times were such. The 
days of swollen-headed job picks and dollar-dazed 
swaggers were not mere memories of batches past, 
they were a burden. Honour was at stake. Would 
dinner be a sullen no-eye-contact affair? 


Just The Basic Facts 

Thankfully, it wasn't. Statistically too, Placement 
Season 2003 went off fairly well. Yes, mM-A lost the pres- 
tige of the season's top rupee-job offer—it went to a stu- 
dent from IIM-B who got an annual Rs 16 lakh—but the 
Rs 14 lakh that McKinsey offered three of its stu- 
dents was consolation enough. 

Hearteningly for IIM-A, even its average pay packet 
registered a gain over the previous year: from Rs 5.9 
lakh to Rs 6.2 lakh (still below 2001's Rs 7 lakh, but a 
gain nonetheless), to edge past IIM-B 's average and equal 
IIM-L's and IIM-C's. On this parameter, though, all the 
IMs have been overshot this year by FMs-Delhi, which 
recorded the highest average of Rs 6.9 lakh, followed 
by XLRI-Jamshedpur's Rs 6.8 lakh. The season's high- 
est dollar-paying offer, of $130,000, also went to an IM- 
B student. In contrast, IIM-A ’s best foreign job offer, 
from US-based Capital One, was a mere $82,000—just 
$5,500 higher than 1M-B ’s average dollar offer, and a 
stomach-churning drop from the $225,000 that an 1M- 
Ahmedabad student wrangled in 2001. Even 1M- 
Calcutta had a peak dollar offer of $95,000. 

Things have changed, and i-a is only too keenly 
aware of it. However, pay is not everything, and IIM-A 
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is still what Director Bakul Dholakia calls it, *a brand 
by itself". And a brand that draws the best corporate 
raiders. IIM-A was proud to have Lehman Brothers, 
McKinsey, and Capital One as its Day Zero recruiters 
this year. By the end of four days, 1IM-A students had 
landed foreign jobs with Goldman Sachs, ABN Amro, 


SURVIVING THE SLOWDOWN 


Consulting: On A Downslide 
For a second year in a row, there has been a fall in this ‘recession proof’ industry. 


9.09 









IIM-A IIM-B IIM-L IIM-I XLRI(BMD) FMS 
I 2002 2003 Figures are percentage of class placed in consulting 


—— MMÓ———— E E seen ene 
Marketing: The Survivor 
The evergreen stream saved the class of 2003 from extermination. 


IIM-C 


141 





IIM-A 
IB 2002 


IIM-B 
2003 


IIM-L IIM-I 


FMS 
Figures are percentage of class placed in marketing, advertising & sales 


XLRI (BMD) IIM-C 


INDIAN SCHOOL OF BUSINESS _ e 


Swank campus, star-cast faculty, blue-chip backing, work-ex as a prerequisite, and 
Harvard B-school style. Why else would anybody talk about Hyderabad's ISB? 


Bc-uoeos- E | As Wi FOR THE SIMPLE REASON THAT IT GOT STUNNING JOB OFFERS FOR ITS 
tees isei EE very first batch—the Class of 2002. The highest rupee offer? Rs 
28 lakh. The highest overseas offer? $220,000. The average rupee 
Salary? Rs 8.5 lakh. The average dollar salary? $82,000. Sure, it's an 
older crowd of students, but still. This year, so far, Indian School of busi- 
ness's (ISB's) average Indian offer is Rs 8 lakh and average dollar offer, 
$66,000 (not counting non-Western postings), with the placement 
process ending only in April 2003. 
P. cd eda S Drawbacks? isg can't match the ims’ formidable old boys network. 
— — . -- Moreover, it costs a little over Rs 11 lakh—several times an iim diploma. But 
ISB-Hyderabad. then, it's an ideal B-school for career-switchers such as ias-man Raj 
: . Kamal, 32, District Magistrate of Korba, Chhatisgarh, soon to join McKinsey 
The real contender for India's B- — 4 four times the pay. Work experience works, say recruiters. "The perspective 
school premierhood, it is ideal for — of iss graduates,” explains Pratik K. Roy, Head (HR, Corporate), Novartis India, 
those looking for career switches “is much closer to the real world than those at the other B-schools." 
E. KUMAR SHARMA 






Merrill Lynch, Morgan Stanley, and Citigroup Asset such blue-chips, as American Express, Deutsche Bank, 
Management, among others. But surely, the fact that General Motors and Lehman Brothers. And it did well 
Infosys recruited nobody from IIM-A must hurt? in summer placements too. “This year,” boasts Professor 
The B-school that has cause to be smug this year Ganesh Prabhu, Chairperson, 1M-B Placements, “we saw 
(with the possible exception of FMS), is IIM-B, which has the highest average number of offers per company in re- 
done remarkably well with foreign job offers from cent years." Yet, perhaps the real contender for India's 
B-school premierhood is the newly founded (ISB) in 


REGAINING LOST SHEEN Hyderabad, which doesn't feature on the chart here be- 


IT: Stirrings Of Hope cause it has a ‘rolling placement’ system that'll give the 
The story of the year. complete picture only in May. 
36.2 In W 
316 33416 Through In Waves 


Sectorwise, the return of information technology was 
the story of the season. *The significant factor," says 
Professor Ravi Sundar, Chairman, m-Lucknow place- 
ments, “was the resurgence in the IT sector.” Infosys, 
Wipro, TCs, and HCL Technologies were the frontrun- 
ners, here. Otherwise, consulting was down, finance 
steady, and banking unexpectedly generous. 





IIM-A IIM-B IIM-L IIM-I XLRI(BMD) FMS IIM-C 





m 2002 = 2003 Figures are percentage of class placed in IT 
COS er en AERIAL NAT as Oe a eS c NN Investment banking retained the glitter of its high- 
Finance & Banking Sector: A Perennial Favourite risk high-return international postings. Marketing? 
Hot for its overseas potential. Tightfisted, but still fairly buoyant, on balance. FMCG gi- 
40.8 ants Procter & Gamble and Hindustan Lever led sym- 
36 325 33 metric raids, as always, though many of the aspiring 
whizkids—at least those caught red-handed showing 
< feelings—seemed somewhat more enthused by the 

a 20.5 f m 

2 cola arch rivals, Pepsi and Coca-Cola. It figures. 

3 ADDITIONAL REPORTING BY DIPAYAN BAISHYA, MOINAK 
ve MITRA, AND DEBOJYOTI CHATTERJEE 
— à Se eee ee ee 
E IIM-A IIM-B IIM-L IIM-I XLRI (BMD) FMS IIM-C CoolAvenues.com is India's largest MBA community portal. 
z 2002 2003 Figures are percentage of class placed in finance and banking For more details, log on to www.coolavenues.com 


Source: Coolavenues 
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mourning. All over one miscalculated run 

according to a little-understood scoring sys- 
tem brought into existence by two obscure British 
statisticians. 

Rather than get into the whys and hows of fol- 
lowing Messrs Duckworth and Lewis in one-day 
international cricket, I look instead at the philosophy 
in their calculations. And find an odd parallel with 
the way one has tended to console ambitious high 
achievers who confess that they feel they are not 
achieving enough. 

The D-L method is about “resources”. Without 
going into mathematics, the system says that there are 
two resources a team has at the start of a one-day 
innings: the overs to be faced, and the number of 
wickets left. 

(For the curious, here’s what happens: If a match 
is shortened due to rain, the system doesn’t just 
proportionally alter the target by the overs left, but 
also uses the ‘wickets left’ factor to arrive at a fair 
number.) 

Some of which might be relevant to a way of 
thinking about your career and life. 

I’ve spent many long afternoons over iced tea, 
talking with people in their 20s and 30s telling me 
how they’re stuck at work and their doubts about 
making a big move in their careers. “Pd like to do 
XYZ,” I hear, *but I’m too old for it." 

I start by asking them to think about the age at 
which they'd consider themselves truly ‘retired’— 
when they'd completely stop working and contri- 
buting to the world. At first, they tend to blurt out 
"50" or “SS”. But then most think a little more 
and say that they can't think about a time when 
they'd be doing absolutely nothing. 

I agree. I really don't think too many of us are 
going to be doing nothing at any time in our lives, no 
matter how appealing that prospect may seem. So I 
suggest we should accept that we're going to be 
productive contributors right into our early six- 
ties—or whatever our average life expectancy is. 
(A little more for women, probably!) 


S HAUN POLLOCK IS IN TEARS. SOUTH AFRICA IN 
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NOTES FROM THE TROUGH HB Mahesh Murthy 


Money Is Time 


Do you find yourself saying "I dont have the time" more often than “What's the hurry”? 


Then I ask, at what age did you become an adult, 
or otherwise ready to go out and become an 
individual in your own right this world. The answer 
comes back. “Eighteen.” 

So, would you agree, I ask, that you have about 
45 to 50 years of productive adult life in you? 

Yes, I hear back. 

So how far have you gone down that path, I 
inquire? Most 30-somethings seem surprised to 
realise that they still have two-thirds of their inn- 
ings left to play. And those in their early twenties 
come to the startling conclusion that they’ve 
barely started out. 

I really believe there’s only one asset that matters 
in all our lives. It’s not money. It’s time. 

Time isn’t money. It’s the other way round: the 
only ‘money’ worth treasuring is time. 

We're all born with that average of 60 or 70 
years in us. And we spend the first 18 or 20 years 
getting ready for the remaining 50. 

In the absence of any evidence to indicate that you 
take your cash and savings accounts with you when 
you kick the bucket, I have to assume that all you go 
with are memories and experiences. 

Which, oddly, is also what you leave behind for 
rest of the world. Apart from, perhaps, an offspring 
or two to perpetuate the gene pool. 

How far down your “resources” are you? Many 
of us are not fortunate enough to start off down this 
path unburdened. Some of us have unavoidable 
commitments. Perhaps a family debt to pay off. A kid 
or two to raise. Parents to support. 

So, okay, subtract some time for that. Where 
are you now? Are your kids old enough to not 
need obsessive pampering? (It makes no difference, 
you know!) 

Do you have a resume, if not a roof over your 
head to fall back on? Your parents better off? 

So what’s holding you back? You have all the time 
in the world, you know. 





Mahesh Murthy heads Passionfund, a firm that invests in and advises 
companies. You can reach him at mahesh@passionfund.com. 
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“We'll Change 


E'S AN ACE GOLFER, A HOCKEY ENTHUSIAST, 
a Microsoft basher, but more importan- 
tly one of Silicon Valley’s most spirited 
CEOs, who for the last two years has 
been trying hard to prove wrong critics 
writing his company off. And for Scott G. McNealy 
that’s proving to be anything but easy. Since 2001, 
the Co-founder, President and CEO of Sun Microsystems 
has seen his company’s revenues plummet from $18 bil- 
lion to a little over $12 billion; $1.8 billion in earnings 
have turned into losses of $587 million, and Wall 
Street couldn't care less about the stock. On his first visit 
to India, where he’s given away $300 million worth of 
Sun software, McNealy defended—part over e-mail 
and part in person—his vision and his company. 
Excerpts from an interview to BT’s R. Sridharan: 


| am told this is your first visit to India. First impressions? 
Glad to be here finally. I feel guilty for not having been 
here past 21 years. We've got so much going on here. 
So many employees, so much of engineering and sales, 
so many good customers and partners. 
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_ The Way People 
. Buy Software” 


What are your plans in India? 

India has a large and talented developer community and 
the mission to grow itself globally. Sun can help build 
a world-class rr industry with our infrastructure solu- 
tions, best in class systems and services organisation. 


People are saying that Sun is turning out to be an also-ran in 
the computer industry. 

The race is far from over. Watch us and evaluate us on 
the quality, innovation, and price/performance we 
bring to market over the next 18 to 36 months. 


There's been an exodus of key executives. How has Sun 
coped with that? You have said that Sun will return to prof- 
itability in the second quarter of this year. What will make 
that happen? 

The team we have in place is highly skilled and highly 
experienced. In fact, most of them have been with us for 
10 or 11 years. The transition was well-planned—it had 
been in the works for a couple of years—and now we 
have a leaner organisation with fewer management 
layers, clear charters, and no overlap. 


The long and short of it is we're executing well— 
holding down costs while bringing to market the most 
compelling product family in our history and extend- 
ing our reach into wide range of industries. 


Sun is diversifying into services, new markets, and new 
products. Aren't you becoming an IBM in the process? 
Our primary focus is, and always has been, solving prob- 
lems with better engineering. IBM has no incentive to do 
that. In fact, they have an incentive to make things as 
complex as possible, because they make their money off 
Global Services, which basically says, *If you have a wal- 
let, we've got a Big Blue vacuum cleaner". 

Don't get me wrong. Services are important. but you 





PHOTOGRAPHS BY HOM 


have to have the right balance and the right emphasis. 
We don't try to hide complexity behind an army of 
high-priced consultants; we engineer it out of the sys- 
tem as much as we possibly can. That's the right answer. 


How is iForce doing? Is that helping you get newer customers 
and retain the older ones? 

Partnership is in Sun's DNA and the iForce program 
proves it. The great thing about it, from the customer's 
point of view, is that they can come into one of our 
iForce centres and we'll put together a proof-of-concept 
for whatever they have in mind. Together with our part 
ners, we'll demonstrate—free of charge—that we can 
make it work the way the customer wants it to. 


“We don't try to hide complexity behind an 


we engineer 


it out of the system as much as we can" 


bt 


KULDEEP BHARDWAJ] 


60 minutes 


“We see lots of room for innovation in 
everything from microprocessor design to the 
way software is developed and deployed” 





Despite falling revenues, Sun hasn’t cut back on R&D 
spend. What kind of work are you focusing on and why is it 
critical to your future? 

We are spending about 10-15 per cent of revenue on 
R&D. Why? Because innovation pays. Anyone who 
thinks information technology has reached the com- 


Where Sun’s ms 5 


Money 
Comes From 
A high 
dependence on 
the US makes a 


revival harder for 
Sun. 
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*Figures are net revenues in $ millions for 2002 


modity stage should come and talk to us. We see lots 
of room for innovation in everything from micro- 
processor design to the way software is developed 
and deployed. 

A typical processor today can only run one thread 
at a time. But the processors we’re developing are 
designed to link multiple processor cores on a single 
piece of silicon to process multiple threads simulta- 
neously. Within two years, we intend to deliver 
blade processors with 15 times the throughput of 
today’s blades. 

We’re also raising the bar for the whole software 
industry with Project Orion, a radical new approach to 
the design, development, and delivery of software. 
By moving all of our offerings onto a regularly sched- 
uled “software train”—with each component required 
to meet stringent criteria before being allowed onbo- 
ard—we're going to change the way people buy soft- 
ware. The customer will no longer need to be con- 
cerned with compatibility issues. If it's in the Project 
Orion system, it all works together. 

5tay tuned, because we have a lot more on the way. 


Do you expect sales of high-end servers to pick up once the 
economy revives, or is there some fundamental shift away 
from pricey, proprietary servers? 

Different jobs have different requirements. Our aim has 
always been to provide the right system for the job. So 
we offer everything from compact 16-to-a-shelf blade 
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Figures in percentage are growth over 2001 


$12,496 million 








SUN'S CLOUDY DAYS 


Once a Silicon Valley star, Sun's fortunes are fast falling. 


A: THE CORE OF SUN’S PROBLEMS IS THE DROP IN HIGH-END 
server sales. The bust in ir and telecom sectors has 
severely impacted sales of Sun's expensive servers, 
which are now losing customers to cheaper servers 
from new competitors like Dell. Its expensive software 
is also being challenged by open-source software 
such as Linux. To make matters worse, Sun has also 
lost several key executives in the recent past. In fact, 
many in Silicon Valley believe that nothing short of a 
complete overhaul of Sun's business model will help it 
survive. The company's co-founder, Chairman, President 
and ceo, Scott McNealy, however, thinks the battle is 
far from over. He is pouring millions of dollars into de- 
veloping software for a networked world, where cus- 
tomers will not have to worry about software or server 
glitches. But McNealy's immediate concern is to return 


Sun back to the black in another two quarters. 


systems to massive, high-integrity servers—all 
competitively priced. Simply put, it would be a mistake 
to spend more than you need to in certain areas or less 
than you should in others. For some jobs, a low-cost 32- 
bit system is just fine; for other, only the most sophis- 
ticated high-availability features will do. We offer the 
full range and make sure it all works together. 


Won't the rise of Linux affect the sales of Sun's Unix- 
based servers? 

It's not the rise of Linux, but the rise 
of open source, the rise of this lum- 
ber yard where you can build Unix- 
based system from a lot of the col- 
lective work that is out there. And 
Unix is winning big time. Apple's 
pushing it, Sun's pushing it, and it 
is running big time on the x86 en- 
vironment of Solaris and Linux. 
We are pretty interested in Linux 
websites in our own right with 
Solaris x86. So, it's accelerating and it has taken a 
chunk of hide out of the Microsoft momentum. We 
are gonna push Linux on the desktop. We think 
that's where it belongs. We are talking to a lot of 
companies here to put that (MadHatter, Sun's Linux 
based desktop strategy) with a locally-built desktop 
PC to offer a non-Microsoft alternative. 


Wall Street seems to be penalising you for being vertically inte- 


RISE AND FALL 


sun s profits have turned into losses... 





2000 2002 


E Net Revenues 


2001 
Figures are $ million 





W Net Income 


...and the stock no longer glitters 
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Figures are closing prices on Nasdaq in $ and post three 2:1 stock splits 
between 1998 and 2003 
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grated. Why do you think vertical integration in the 
computer business is a good idea? 

Sun is a systems company. It's right there in our name: Sun 
Microsystems. This gives us a distinct advantage in that 
we're able to tune the various hardware and software el- 
ements to work together more efficiently. l'll give you 
an example of what I mean: If we just made micro- 
processors, we'd probably be focused on megahertz like 
our competitors. Instead, we're focused on through- 


"We're gonna push Linux on 
the desktop. We think that's 
where it belongs. We are talk- 
ing to a lot of companies" 


put—the amount of actual work a system gets done. 
That's a lot less dependent on the processor than most 
people think. Processor speeds have been doubling 
about every two years, but memory speed has doubled 
every six years—a serious mismatch. We see that—and 
are addressing it—because we're a systems company. 





Have you lost out on your battle against Microsoft? 
We'll see. The battle isn't over yet. 


APRIL 13 2003 BUSINESS TODAY 119 


bt event 


Rea Aie 











Off 





Managing in the Real Time economy is all about being in livewire touch with every 
sphere of business. Exactly what the event was, too. BY PRIYA SRINIVASAN 


IFE IS RUN IN REAL TIME. 

That business is not is a 

technical aberration.” 

The latest round in BT’s 

Managing Tomorrow 
series, held on March 14 at Mum- 
bai’s Taj, went quite some way 
towards correcting that—by sub- 
jecting this concept to the rigours 
of top-level scrutiny. 

“The borderless world of free 
trade will force governments, com- 
panies and society to learn to ope- 
rate and manage real time,” said S. 
Padmanabhan, Senior VP, TCS, an 
event co-sponsor, elaborating the 
transformations that have already 
been wrought in Indian banking, 
stock trading and financial services. 

The scope for real time 


PHOTOGRAPHS BY UMESH GOSWAMI 





operations, however, extends to 
any and everything to do with in- 
formation. And the division of the 
economy into ‘old’ and ‘new’ is 
meaningless, now that real time 
managing is a demand of business, 
per se. Even hamburger chains, 
after all, can use the precision of a 
global positioning system (GPS). 

The event also saw the release 
of BT’s special issue, ‘The New 
Tech’, by F.C. Kohli, who urged 
the industry to watch China. 


All in real time: (Top, L-R) M. Chugh of 
Cisco, B. Pramanik of Sun, A. Kumar 
of HSS, A. Dani of Asian Paints and 
B.S. Nagesh of Shoppers’ Stop 
(Bottom, L-R) F.C. Kohli, former 
Chairman of TCS, and Ashish Bagga 
of Living Media India 


Arun Kumar, President and MD, Hughes Software Systems 
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T? ARUN KUMAR, TECHNOLOGY HAS MUCH TO OFFER BY WAY OF "SPEED OF 
learning". In dealing with the stresses caused by the “learning spiral”, he said, 
we either go the classical way, addressing environmental changes in a reactive 
manner, or in “creator mode”, which requires competency-mapping and 
application, towards the creation of “an economic system that can get things 
done, keeping other things constant like building relationships and core values”. 

Don’t get caught in the boom-to-bust cycles, Kumar advised his listeners, urg- 
ing all to use Real Time tools to manage change, shape the company’s future, 
assess demand, build customer relationships, build a work culture and provide 
value-based leadership. Technology can do it. Not just that, “Technology can 
play a role in innovation, and can be used as an accelerator.” 


2003 
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MD, Sun Microsystems India 


HASKAR PRAMANIK TOOK SUN MICROSYSTEMS 

as an example to “turn this managing in 
Real Time concept a little”—to place the 
customer at the centre of the business uni- 
verse. Success, he said, was largely about 
understanding and managing, from a global 
perspective, the changing patterns of de- 
mand. “How do you ensure that a customer engineer who needs to fix 
a particular problem can draw upon the resources of the rest of the 
organisation?” he asked, describing how Sun is wired to operate on live info- 
rmation. “We can build systems that handle a lot of the problems that 
are currently being handled by humans—a system should be able to tell 
when it may collapse and rectify the situation. That is key, since 
scalability is important.” 





B.S. Nagesh 


CEO, Shoppers’ Stop 


T HE PARADIGM FOR US,” SAID B.S. NAGESH, 
is One into one into one into one. One 
customer in one moment, to sell one prod- 
uct from one square foot—there is no alter- 
native. In this one moment, we end up 
delivering a moment of magic or misery. 
You cannot buy technology as a box, it 
has to be geared for the customer.” 

Shoppers’ Stop runs 12 stores that get 30,000 customers every day, 
and must coordinate with 300,000 suppliers. “We are today a Rs 300- 
crore company, but when we invested Rs 24 crore in IT when our 
turnover was only Rs 80 crore, the world wrote us off.” Well, he’s still 
busy changing the retail scene. Soon—“If the shopper cannot reach the 
cash counter, I will reach the cash counter to him.” 























5 $130 billion of me savings. 


j . Add significant i improvement in pro- 


ity, and many of them are bet- 





p? ing on the internet enabling more 
applications. You will get super 


ve returns, provided you have 
2.” Implementation strategy is 


pogs he concluded. 





Ashwin Dani 


Vice Chairman and MD, Asian Paints 


a PAINTS’ AFFAIR WITH IT 
goes back to the late 1960s, 
began Ashwin Dani, recalling how 
lightly its efforts were taken then, 
and marveling how well the early- 
mover advantage had served it. 
“We could feel the pulse of the 
market,” he explained. 

Knowing precisely what one 
wants of technology, though, is crit- 
ical to success. “You may have the 
best of technology, but how to use 
the tools is also very important.” 
For supply chain management, the 
company went for a combination 
of an i2 tool with sAr's ERP. Today, 
the company is proud of how opti- 


mal its inventories are and how 


smoothly it all functions—with all 
the complexity of 2,000 SKUs, four 
manufacturing plants, 75 stock-keep- 
ing places and 14,000 dealers to be 
invoiced. Savings? Some Rs 173 
crore of working capital. 
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COUNSELLING 


Help, Tarun! 


| am a 25-year-old mechanical engineer working with a con- 
sumer goods company for the past four years. | worked in 
the production department for the first two years before be- 
ing promoted to the post of Senior Officer in the company’s 
purchase department. | have also picked up skills in pro- 
gramming languages such as c, C++, VB and AUTOCAD. 
Although | specialise in imports, my current role largely inv- 
olves clearance and banking. | would like to switch to an im- 
ports-related function in the same organisation. Will an addi- 
tional qualification make it easier for me to switch? Or 
should | seek a job change instead? 

Changing jobs will do you little good in the long run. 
You need to show greater patience. Your career seems to 
have progressed well so far in the company. If you are 
consistent in your performance, your employer is likely 
to expand your role in the procurement function to 
include imports as well. However, at this stage of your 
career, you should try to avoid getting bound up in spe- 
cialised roles that could mar your chances of seeking new 
openings elsewhere. Instead, you need to concentrate on 
acquiring a wider range of skills that will stand you in 
good stead in the future, especially in areas such as 
logistics and production planning. An additional qual- 
ification will definitely help. 


| am a mechanical engineer employed as Senior Manager 
(Marketing) in a public sector undertaking. During my 24- 
year stint in the organisation, | have acquired experience in 
a broad range of areas, including production planning and 
control, construction, procurement of telecom equipment and 
marketing. | am 48 years old and plan to work till | turn 60. 
| have been looking for a job in the private sector for the past 
six months but with little success. Do | need to study further? 
To further a career in marketing, you could enrol in a 
one-year marketing diploma programme. However, 
given the level of competition involved, you should 
try looking for a job other than marketing. Remember 
that while opportunities abound in the telecom industry, 
your age might be a factor in limiting the offers you get. 
Your best chances of finding a job in the private sector 
are in the areas you have specialised in—construction, 
commissioning and service. 














| am a 42-year-old commerce graduate from Bombay 
University and have an one-year diploma in business 
management. I’ve worked as an accountant in four com- 
panies for over 16 years. My last job was a five-year stint 
as Manager (Accounts) in a consulting firm. However, | 
have been without a job for the last one year. Since | am 
not a qualified chartered accountant, none of the reputed 
consultants will consider me for a senior position. | am doing 
a course in enterprise resource planning (ERP) and costing. 
Will this open new doors for me? 

Though the effort to augment your qualifications is 
a step in the right direction, a long period of jobless- 
ness in the middle of your career is going to be ext- 
remely difficult to explain to recruiters. The first 
thing you need to do is to take up a job even if it does 
not meet your expectations. Landing an accounting 
job with a smaller company should not be difficult 
given your experience. Once you have a job, enrol in 
an ICWAI (Institute of Cost and Works Accountants of 
India) course to enhance your prospects. You could 
also try obtaining an-ERP related qualification. 


| am a science graduate and have worked for 10 years 
with a leading tyre company. | lost my job when the company 
decided to go in for downsizing five months back. | now plan 
to acquire an additional qualification by enrolling in a two-year 
full-time MBA programme. Is it too late—l am 32—to go in for 
post-graduate education now? Would such a break go 
against me in the long run? Will a masters in business ad- 
ministration help me enhance my career prospects? 
Taking a two-year break from work could cut both 
ways for a person your age. A MBA from a premier 
B-school will certainly add to your qualifications 
and qualify you for senior management positions. It 
will also go a long way in broadening your understan- 
ding of the various aspects of running a business and 
help you discover an area of management that espe- 
cially interests you. Then again, there is the risk of not 
being able to land a job commensurate with your qual- 
ifications when you return to the job market. On 
the whole, however, such a move could yield rich div- 
idends in the long-run. 


Answers to your career concerns are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jnandewalan Extn., New Delhi—1 10055. 
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Ihe Right Answer 


Does the word 'interview' send shivers down your spine? Here are a few simple pointers 
that will help overcome those pre-interview jitters. 


HAT MAKES THE DIFFERENCE BETWEEN SUCCESS 

and failure in interviews is preparation. If you 

are a job-hunter and have a slew of interviews 
lined up but don't know how to prepare for them, 
here's some cause for cheer. You are not totally helpless 
about how the interview will go. In fact, say experts, 
with adequate groundwork a candidate could even 
control the direction of 
the interview. What The Interview FAQs 
counts above all else in 





of confidence of the 
candidate. Meticulous 
preparation is vital. 
Before you meet with a 
potential employer, prac- 
tice answering the ques- 
tions you are likely to be 
asked. Although the con- 
tent of the interview dep- 
ends to a large extent on 
the slot to be filled in an 
organisation, a lot of 
what is asked is the same 
across industries and functions. This gives the inter- 
viewee enough leeway to shape the course of the in- 
terview at least in part. 

Being asked to give a description of oneself is an 
opportunity to discuss your strengths, qualifications, and 
long-term goals. The candidate should stick to career- 
related details of interest to the prospective employer. 





Ten questions you would do well to have smart answers for. 
any interview is the level — e Why do you want to leave your organisation? 


€ Tell us something about yourself? uen 
ẹ Why do you want to join us? č .— | D 


e Why should we hire you over others? — 


€ Where do you see yourself after five years? 


@ What are your career achievements? 
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€ What are your strengths and weaknesses? 


* What is your present cost to your company? — 
€ What compensation do you expect? 


It is important while preparing for the interview 
process to pay special attention to the details mentio- 
ned in your resume. The likelihood of the interviewer's 
questions being based on what is mentioned in your re- 
sume is high. A poll of more than 100 interviewees con- 
cluded that the question on which most people came 
unstuck was the one on the reason for leaving the pre- 
vious employer. It is impor- 
tant that you avoid negative 
remarks about your present 
or previous employers. 

Treat each question as an 
opportunity to tell the inter- 
viewer why you are the right 
person for the job. Elaborate 
on your career goals and 
how the position you have 
— — applied for fits in with those 
goals. If you get the feeling 
the interviewer is giving you 
a tough time, don't get fazed. 
Remain calm and turn the 
negative questions around 
to convey a positive message. 

If you've had gaps in your career or a forgettable 
academic background, don't volunteer information 
but be prepared to answer sensibly if asked about it. 
Remember, no matter what the question, there's always 
a right way to answer it—confidently, positively and 
with candour that disarms the interviewer. 

Source: NFO India 


litting It Big The LSIP Way 


HEN GEORGE BUSH SR. REPEATEDLY 

warbled 'read-my-lips' to the 
American people, he wasn't really 
sticking to his pledge of not levying 
new taxes. Instead, if Bush had said 
‘read-my-lsip’, perhaps the former 
Prez could have effected change more 
profitably. sip, or Large Scale Interac- 
tive Process, is a management exer- 
cise that groups employees for brain- 
storming and then formulates action 


plans to address people-related issues 
that impact businesses. It is a nec- 
essary exercise to create a perfor- 
mance-driven and competitive work- 
force. Kathleen Dannemiller, Presi- 
dent, Emeritus of Dannemiller Tyson 
Associates, a consulting firm in Ann 
Arbor, Michigan, uses this method 
to implement organisation-wide 
changes. This intervention, like many 
others, involves mix-and-match table 


groups of eight-to-ten people and 
usually lasts three days. LsiP first ap- 
peared in 1974 in the Annual Review 
of Psychology, but became a pre- 
ferred organisational development tool 
only in the 90s. A relatively new con- 
cept in India Inc., LsiP is a popular HR 
tool with companies like Maruti Udyog 
Limited, Brittannia Industries, GE India, 
and Alstom India. 
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À 71, WHEN MOST PEOPLE OF HIS 
age are well into their retire- 
ment, E. Sreedharan is going full 
steam ahead—literally. On March 
31, the Delhi Metro Chairman will 
submit a detailed project report to 
the Karnataka government for a 
metro system in Bangalore. Then 
Far 


Deja Vu 


HAT IS IT ABOUT TYRES AND 

Ajay Kapila? In April 2001, 
when he quit LG Electronics, rum- 
ours were that he was joining 
Ceat. Now that he is leaving 
Kinetic Engineering as its Senior 
vp (Sales and Marketing), the 
38-year-old Kapila is rumoured 
to be joining JK Industries. 
Kapila wouldn’t tell, except to 
say that he makes the shift mid- 
April. But this time will it be 
tyres for sure? It seems so. 


SHIVAY BHANDARI 





AJAY KAPILA: 


ull Traction 


towards the end of May, he will 
produce a similar report for 
Hyderabad, and Mumbai is also 
in the queue for a supplementary 
metro system for Mumbai. That 
means Sreedharan—a career rail- 
way engineer, who implemented 
the Konkan Railway project— 


Milk War Il. 


E. SREEDHARAN: 
More flag-offs in the offing . 


= == 


won't be retiring anytime soon. “‘ 
am not happy at all about that," 
complains Sreedharan, who's rec- 
eived a three-year extension at 
Delhi Metro until November 2005. 
In this case, though, unhappy 
Sreedharan is equal to happy 
metro commuters. 


V. KURIEN: 
Sticking to his guns 





S THE DAIRY INDUSTRY'S ANGRY OLD MAN TURNING A PACIFIST? HARDLY. 

Contrary to reports that GCMMF's (or Amul's) octogenarian Chairman 
Verghese Kurien is making peace with his protégé-turned-bete noire Amrita 
Patel, Chairperson of NDDB (read: Mother Dairy), the fight over milk 
cooperative joint ventures may have just turned fiercer. In a letter to 
the Union Agriculture Minister Ajit Singh, the Amul man has report- 
edly proposed three different Jv models—but none of it envisages a clear 
majority stake for Mother Dairy, as Patel has been seeking. Wonder 
what Kurien, who refused to comment, would call this milk *revolu- 
tion". One wag's suggestion: Operation Blood. 
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GRAHAM BURKE: Hello, Goodbye 


Wrong Call 


M A MAN REPUTED TO HAVE 
quintupled Pakistan-based 
Mobilink GsM’s revenues in just two 
years, Graham Burke's India stint as 
CEO of Idea Cellular proved rather 


G.N. BAJPAI: Much ado about nothing 
unspectacular and short-lived. The 
Canadian joined Idea in November 


last year as CEO and on March 15, "NT 


2003, put in his papers. Why? “Out of Wr DALAL STREET NEEDS IS A PRO-ACTIVE WATCHDOG. BUT ONE 
his own accord,” says Idea CFO and that’s overzealous and erring? Last October, within a space of 10 
CEO-designate Vikram Mehmi. The days, SEBI started investigating Grasim and Gujarat Ambuja for suspec- 
real story, though, may be slightly dif- ted violations of takeover rules when they acquired stakes in L&T and 
ferent. Burke was seen as impatient in ACC, respectively. Five months on, SEBI has finished its probe and guess 
dealing with his senior executives and what the verdict is? Not guilty. Now Grasim, which has lost more than 
his short-temper soon became a cause 130 days because of the probe, can go ahead with its open offer for 
for concern. (See BT, March 16, L&T. (And Gujarat Ambuja doesn’t have to make one for ACC because 
2003). Too much of Pakistan in him? of the clean chit.) What was it that Shakespeare said about discretion? 








Wrong Chord 


F BOLLYWOOD’S TOP PLAYBACK SINGER 
Asha Bhosle has it her way, then 
her album Kabhi To Nazar Milao 
(recorded with Pakistani singer Adnan 
Sami) could turn out to be its pro- 
ducer Magnasound’s swansong. 
Bhosle has alleged that the music 
company has not paid her dues of 
more than Rs 1 crore from the album 
produced in 2000. And to recover 
her royalty, the singer wants Shashi 
Gopal’s troubled Magnasound to be 
liquidated. Neither side would com- 
ment since the case is sub judice, but 
there’s speculation that a 
provisional liquidator 
may be appointed. 
Hell hath no fury... 





ASHA BHOSLE: 
Discordant note 
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Cyber Samaritan 


H IS COMPANY'S STOCK IS DOWN A THIRD 
since January last year, but that 
hasn't blunted B. Ramalinga Raju's 
appetite for philanthropy. Even today, 
every Sunday morning, the Chairman 
of Satyam Computers spends a few 
hours monitoring the work and progress 
of the family-run Byrraju Foundation, 
set up in 2001 in the memory of his 
father. Now Raju is scouting for 


. top-notch professionals to run <i 


the foundation, which offers ' 
everything from sanitation te. 


education to its 115 adopted SS 


villages. ‘Social work is no 
different from running corpora- 
tions because both involve people, 
application of knowledge, and mak- 
ing things happen,” says Raju of 


his recruitment effort. In these difficult 


times, all the more. 


B.K. RAMESH 


B. RAMALINGA RAJU: 
Do-gooders don't quit 





CONTRIBUTED BY R. SRIDHARAN, ROSHNI JAYAKAR, SHAILESH DOBHAL, 
SWAII PRASAD, E. KUMAR SHARMA, MOINAK MITRA AND DIPAYAN BAISHYA 
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MAGNIFICENT MEN IN 
THEIR MULTICOLORED STRIPES 





Hard-to-ignore multicolored stripes are back! 


Raring to go retro? Choose from our hottest line up of multicolored stripes. 
In sizzling fusion colors, they will look sensational on any willing body. 


Color hus 


ABACUS LINES 


AMITY 


LEADERSHIP 
® CORNER m 


lf you want to share your 
leadership secrets, 
e-mail them at 
leadership@amity.edu 


AMITY 


BUSINESS SCHOOL 


THE NO.1 PVT. B-SCHOOL IN INDIA 


Website : www.amity.edu 
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RAVI SHARMA, MD, Alcatel India 


HE SECRET TO SUCCESSFUL LEADERSHIP 

lies in the PCR-100 model: proactive 

approach, customer focus, communica- 
tion and commitment, and relationship-build- 
ing along with 100 per cent commitment to 
taking the organisation to new heights. 

A leader needs to have a proactive approach. 
Individuals who have a reactive attitude usually 
end up fire-fighting and reduce the team's out- 
put. A reactive mode of handling situations 
wastes valuable resources like time and money 
and has a bad effect on the team's morale. 

A factor that is critical to an organisation is 
customer focus, communication and commit- 
ment. Customer satisfaction is a pre-requisite 
for survival in a competitive business envi- 
ronment. Leaders should have the highest 
level of commitment to customers, and this can 
only be achieved when they have a clear focus 
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Customising Leadership 


and a two-way communication process in 
place in the organisation. This enables them to 
understand the customer's requirements and 
orient their teams to providing the necessary 
services and products. 

Another key attribute of leadership is rela- 
tionship-building. Strong relationship-build- 
ing skills are imperative in a competitive busi- 
ness environment and necessary for the growth 
of organisations. This also ensures that the 
company's intellectual capital is utilised to the 
maximum. Such skills also enable leaders to 
forge successful business alliances and establish 
long-term relationships with customers. 

All these attributes would however be lost 
on a leader who did not have the ability to 
focus his team absolutely on his organisation's 
goals while driving them to attain ever-higher 
levels of performance. B 
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ia's Softwear Rebuilding X India's Road A.C. Nielsen's Global Mega 
Capital Fiat India to Cancun Brand Franchises Study 
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Indigo makes new appearances, but just not in 
the way you expect. It's nestling among collars, 
thronging among trims and sneaking in behind 
plackets... quite the bolt from the blue this season. 






Fireball 


i What are you 
i Nutmeg 
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Indian Terrain Flagship Showrooms: Chennai - 128 TTK Road, Ph: 24986790; Bangalore - Prestige Meridian 1, 29 MG Road. 
Ph: 25321964; Hyderabad - Road No. 1 Banjara Hills, Ph: 6586047; Delhi - S-208 Sahara Mall, Mehrauli, Gurgaon. Available at 


ED Shoppers Stop, 4» LifeStyle and other leading outlets across the country. 
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From The Editor 


HIS CENTURY, THE 21ST IN ITS LINE, HASN'T BEGUN 

well. First there was the great tech meltdown. Then 

there was the global recession and 9-11. And now 
there is the war for Iraq and sans. India weathered the tech 
meltdown without too much trouble, although the stocks of 
most tech companies are still some 50 per cent off their all- 
time highs. The global recession and 9-11, too, didn't hit 
India as hard as they did most other countries. In 2001- 
02, the Indian economy was the fourth fastest growing 
economy in the world. In 2002-03, it was thé second. The 
war and SARS too, will, in all likelihood, not impact the 
Indian economy as much as they do others. Isolationism has 
its advantages but it is worth remembering that a country 
that sits out a global recession will, in all probability, sit out 
a global boom too. 

The key to the Indian economy's better-than-aver- 
age performance these past few years, is services. From a 
human and employment perspective, all the action is in the 
frontline of the services explosion. Not too long ago, there 
weren't too many openings open to 
graduates. Most were forced to study 
further, and then, still further, before 
they could be considered employ- 
ment-material. Today, thanks to 
mushrooming call centres, orga- 
nised retail chains, fast food fran- 
chises, restaurants, and direct sales 
outfits, this segment hasn't just found 
jobs, it has found jobs that pay well. 
By some estimates there are some 33 million such young 
people out there, and they pump in around Rs 100,000 
crore into the economy. 

Still, services can't do it alone and unless other sectors 
of the economy grow, this phenomenon could soon fade 
out. Already, overqualified engineers and chartered acco- 
untants, starved of the jobs they have been trained for, are 
competing with graduates for openings in call centres, ret- 
ail outlets, and direct sales agencies. Read Priya Srinivasan's 
take on this in this fortnight's cover story India's 33 
Million Strong Services Explosion. 

One of the sectors that has benefitted from the explo- 
sion of employment at the frontline of the services sector is 
apparel. Irrespective of where they work, this species, 
whom we have labelled customer jockeys, are immacula- 
tely turned out. There's action in the apparel industry and 
it all seems centred around Bangalore. Venkatesha Babu 
set out to investigate the trend in India's Softwear Capital. 

Finally, partly just for kicks, and partly to strike a 
different note from other publications that prefer to take 
a touchy-feely, concept-heavy approach to reporting e-gov- 
ernance initiatives, we sent people out to sample first hand 
the fruits of e-gov. Read e-Governance Truths in pew for 

some surprising insights. 


SANJOY NARAYAN 











Inspires conversation, respect 
and the occasional pang of jealousy. 
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The Coming Recession 

One unintended effect of Dubya's war with Iraq 
could well be to push the still recovering global 
economy back into deep recession. 


The BT Free Float Index 


Exim Dreams 
How India can reach its dream export target of 
$500 billion by 2009. 


Dilbert 


Lean Season 
Dalal Street's dealmeisters have few M&A deals 
to show for their efforts so far this calendar. 


The Wild One 
Just when everybody thought motorcycles sales 
would never slow down, they have. Why? 


ERP’s VAT Break 

The switchover to VAT has ERP companies 
grinning from ear to ear. Why? Most of them 
already have VAT software on offer elsewhere in 
the world. 


Direct Action 
Co-op bank employees in Hyderabad hit upon a 
novel method to make defaulters pay up. 


Teraflop Wonder 

With Param Padma, India joins the select 
club of countries that have built a 
teraflop supercomputer. 


Whither Telecom? 

Large parts of India are so far removed from 
the telecom mainstream that no one actually 
gives a damn. 


CEOtoons 
Haunted By The Bull 


Apollo Tyres relives a nightmare as Harshad 
Mehta’s 15 per cent stake in the company goes 
under the hammer. 


Docs In B-Schools 
Medicine and management is becoming a hot 
mix at most top B-schools. 


Annus Memorabilis 
Top 10 events that marked 2002-03. 
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46 The Great Services Boom 
The services boom has created 33 million 
new jobs across sectors such as retail, BPO, 
and direct selling. That means around 
Rs 100,000 crore in disposable income, but 


the economy has to now do its bit to keep the 
phenomenon going. 
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FEATURES 


56 Softwear Capital 


Observers used to spotting 
infotech and biotech fauna 

at coordinates of 12°58’N and 
77°35’E have a new trend to 
report—Bangalore is rapidly 
becoming India’s apparel capital. 





64 60 Minutes: Samuel A. Dipiazza Jr 
2 Inan exclusive interview 

> with BT, PwC's CEO and 
» Managing Partner Samuel A. 
? DiPiazza Jr plays counsel for 

y the defence on accounting, 
= while highlighting the “trend 
towards fewer risks” that he 
sees, worldwide. 


70 The QR Millionaires 
India’s importers are a merry lot in the 
post-QR world. BT runs a big-bucks 
check on nine of the many importers 
who’re stacking shopshelves with 
all those foreign goodies. 


PwC’s Samuel A. DiPiazza Jr 
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Fiat India’s Alberto Montanari 


78 WTO 


88 Most Global Brands 


98 Turbulent Times 


74 Fiat 


Can Fiat India make a comeback? 
With its parent in trouble, observers 
fear a Daewoo redux. But the 
Italian car-maker does have a 
turnaround plan, complete with 
new products and a new team to 
rev the show forward. 





Trade talks are set to start in Cancun, 
Mexico, and India’s WTO negotiators 
would be preparing to consolidate the 
gains they made at Doha. The worry? 
The current state of the world. Times 
have rarely been so bad for 
multilateral negotiations. 


84 E-Governance 


Some 13 Indian states claim 

to have e-governance initiatives 
on the ground. Our writers get up 
close and personal with six of 
them with some surprising 
results. Read on. 





A 50-country A.C. Nielsen survey 
finds out which brands have been 
successfully extended across categories 
across the globe. BT presents an 
exclusive cross-section of the 

findings with a slant on India. 


96 BT Event: Corporate Governance 


Corporate governance: managing 
responsibilities, risks and remuneration. 
It’s just the topic that many would like to 
duck. However, BT not only held a 
summit on this very issue, it got some 
interesting views to be aired—and in the 
Indian context, too. 





PERSONAL FINANCE 


Presenting a quarterly round-up of 
India’s best and worst performing 
mutual funds. With analysis, as always. 
Except that this time, stockmarkets were 
hit by extraordinary events, like war. 














Shoppers’ Stop’s B.S.Nagesh 


MANAGING 


108 The Disillusioned Manager 
Disillusionment can lead to a 
midlife crisis. Here’s how 
to cope. 


112 At Work 
Shoppers’ Stop is focused on 
that one moment of truth—the 
retail purchase decision. 


116 Case Game 
Should a controversial 
fairness cream TV commercial 
be dropped? 


120 Bookend 
Amartya Sen on freedom and 
rationality, and Britannica on 
Indian art and cinema. 
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124 Help, Tarun! 


BACK OF THE BOOK 

127 Bird Land 
Migratory birds flying in from 
the north need sanctuary. 
But at Indian Oil’s Mathura 
refinery? 


PEOPLE 


132 Kwang-Ro Kim is 
upset; Ravi Uppal is 
honoured; O.P. Lohia 
is buying; A. Jayathilak 
is selling; Manoj Kohli 
is ascending; and Bikki 
Oberoi is awarded. 


COLUMNS 


60 Success Secrets 
By Mark McCormack 


68 Left Angle 
By Paranjoy Guha Thakurta 


107 Notes From The Trough 
By Mahesh Murthy 


136 Leadership Secrets 
By P.V. Kannan 





Bikki Oberoi 
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diei As Unit Of Study 


Across the world, market research tends to use the in- 
dividual as the unit of observation. In the Indian 
context, using the family would make better sense. 
With this in mind, J. Walter Thompson got Research 
International to embed its researchers with some 24 
IWT's take: S Indian Families, The results? Logo on. 


Hearts, Minds and Budgets 


On this, there is near unanimity: public relations 
(PR), wliciber you call it halo management or anything 
else, plays a reasonably f air role in the way money is 
ade. Why, then, is PR still regarded as the mistress 
who must forever stay in the shadows? Is the PR in- 
aS dustry in need of a PR job? 


Fight For The Challenger Role 


Market battles are typically seen as two-horse races: the 
numero uno and the challenger. That's what makes 
Telco's recent displacement of Hyundai as the Indian 
car market's No 2, and challenger to Maruti Udyog, so 
interesting. Will it change the dynamics of the mar- 
keting game? 














TO RECEIVE BT'S TIP OF THE DAY 


1. Goto "Write messages" 
on your mobile Shona 


2. Type “BTTIP” on the 
message screen. 


TO ANSWER THE BT-ON-THE-MOVE QUESTION 
Is the world economy poised for recovery? 


1. Goto "Write messages" 
on your mobile phone. 


"Send BTPOLL F after April 27, 2003, for the final poll results. 


2. Type "BTPOLL Y” for Yes. 






NOTE: Not available with all cellular operators. Regular SMS charges apply. 
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Now, get a hot new inar ment tip f for the rane every y div 


and participate in opinion 
polls through SMS on your mobile phone 24 


hours a day. 


3. Send the message to 
the number “2424”, 





per ? me x med j = 
Type “BTPOLL N” for No. 


Readers can also participate in the poll at www.business-today.com 


Dishnet DSL has 

_ crashed the price 
of videoconferencing. 
What happens next? 


Ct ee ee eee 


The danger period 

^ foroilpricesis 
Mag oe saysthe 
ES Finance Minister. 

Some crystal-ball 

M gazing. | 


x Is the dollar likely to 

maintain its composure 
after the war? A look at 

currency markets. - 









Dollar worries: Will it 







4. You will receive the 
hot management tip for the 
day in a return message. 







3. Send the message to 
the number “2424”. 
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P An information superhighway to 
| carry 88 times more traffic. 
For Tata, it's just the beginning. 


Tata brings the latest DWDM technology with Gigabit IP Switching to the country. 
ing India the second country in Asia to exploit this technology in a Metro Area Network. 
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5 ice providers. By squeezing multiple light signals of different wavelengths into a fibre optic 
T cable. Boosting it's capacity 88 times! Bringing you a world of information, high definition 
graphics and sound at the click of a button. That's leveraging technology for a better life. 


As practised by 230,000 people at Tata everyday. 


Improving the quality of life 
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Your cover story India's Biggest 
Wealth Creators (BT, April 13, 
2003) reiterated the fact that i- 
ancials such as turnover and net 
profit are not necessarily the best 
measure of a company’s perform- 
ance. The market value added (Mva) 
and economic value added (EVA) 
clearly show how efficient a com- 
pany is in utilising its capital. The 
key to success in tough times like 
these, is to stick to the basics. This is 
evident from the performance of 
companies like Godrej Consumer 
Products Ltd, which have made 
sustained improvements in EVA and 
created wealth for their share- 
holders. The story on Infosys made 
for a good read. The company's 
efficiency, growth and good gov- 
ernance have put it leagues ahead 
of its peers and should be emu- 
lated by others. 


PRASHANT SEN, through e-mail 


India Interrupted 
This refers to your story Backlash 
(BT, April 13, 2003). What hap- 
pened in Malaysia is likely to hap- 
pen again in other parts of the 
world. Even established players like 
the US and EU have begun to feel 
the heat of competition from India. 
The Americans have used globali- 
sation in the past as a means to ex- 
tend their global clout. They are 
getting a taste of their own medicine 
now with others following suit. 
Every country has the right to enjoy 
the fruits of globalisation; it is not 
the prerogative of MNCs like Pepsi 
and Coke alone. 

SUNIL CHAUHAN, through e-mail 


India @ #1 

This refers to Backlash (BT, April 
13, 2003). It seems that the fear of 
the Indian techie’s prowess is fast grip- 
ping the world. Low costs and the 
quallity of the skill sets that India 
offers has resulted in many com- 
panies opting to source out work at 
the expense of workers in their own 
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countries. This is what’s really beh- 
ind the backlash. The recent inci- 
dents in Malaysia, Netherlands and 
the US over visa regulations only serve 
to underscore this. Another major 
cause for concern is that the effects 
of this backlash may not be limited 
to the IT sector, but may spill over to 
other sectors like banking, finance, 
electronics and telecom. 

PRIYANSHU KUMBHARE, through e-mail 


Making Life Simpler 
This is with reference to Prices— 
Then And Now (BT, April 13, 
2003). Of course, technology and 
competition have made available 
better goods and services to the 
consumer at reduced prices. How- 
ever, constant changes to tariffs are 
an impediment to the development 
of markets. Rather, consumers get 
confused by tariffs that fluctuate 
regularly. If the consumer is to get 
better facilities from service 
providers instead of just marketing 
gimmicks, having uniform and sta- 
ble tariffs is absolutley necessary 
MADHU AGRAWAL, through e-mail 








Demand And Supply 
This is with spent. to Mahesh 
Murthy's column, ‘Notes From The 
Trough’ (Of Indians and Cowboys, 
BT, March 30, 2003). I do not 
agree with the author that the big 
companies think that we Indians 
are capable only of third-rate jobs. 
The fact that many Indians head 
multinational corporations and are 
taking them to new heights is evi- 
dence to the contrary. On the other 
hand, Indians taking up low-end 
jobs is merely a function of the cur- 
rent economic situation and the 
abundance of required talent in the 
country. In other words, it is about 
the laws of demand and supply. 
SHIVAM DIWAN, through e-mail 


Clarification 

In our listing of India’s Biggest 
Wealth Creators (BT, April 13, 
2003), iCiCI Bank's EVA has been 
mentioned as being a negative 
Rs 991 crore. Stern Stewart’s EVA 
calculations were based on standard 
data provided in annual reports and 
by cMIE. However, while the icici 
Bank’s annual report for year ending 
March 2002 gave balance sheet fig- 
ures of ICICI and ICICI Bank for the 
entire year, the profit and loss fig- 
ures—especially the net profit—was 
for 12 months for icici Bank and 
just two days for ICICI. As a result, 
the figures appear skewed. If one 
were to take the net profit figures for 
the entire year for both icici Bank 
and ICICI, the corresponding EVA fig- 
ure would have been positive. Our 
story on the banking and financial 
sector The Best And Worst of BFs, 

however, mentions this fact along 
with an accompanying quote from 

ICICI Bank's Executive Director, 

Kalpana Morparia. 
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Fit and forget. 


In the Power Transmission Industry, Fenner has always led the market. 
Eight out of ten vehicles in India have either a Fenner belt or a Pioneer oil seal. 
Fenner has many firsts to its credit. Like HSS technology for elongation free belts, 
Raw edge cogged belts, Timing belts, PTFE oil seals, the revolutionary 
Taper lock? pulleys and couplings for easy fitment and removal etc. to name a few. 

| ISO 9001, QS 9000 and API accreditations stand testimony to Fenner's 
commitment to quality. But the accreditation that Fenner cherishes most is the 


stamp of approval of millions of Indians. 


LOWE FCPIR 2517 





Oil Seals Pulleys and Couplings 


Belts 
Fenner (India) Limited, (An associate company of the J.K. Organisation) Khivraj Complex II, 480, Anna Salai, Nandanam, 
Chennai - 600 035, Tel: 2431 2450-58, Fax: 2434 9016, 2432 0193, E-mail: fenncorp@ysnl.com Website: www.fennerindia.com 








Imagine Kerala a hundred years ago. 

Imagine being born a Pulaya then. 

Imagine not being allowed to walk the public roads. 
Imagine your women not allowed to cover their breasts. 
Imagine not being allowed to speak your mind. 

Not being allowed to learn. 

Or read. 

Which meant, you were not allowed to think. 

In 1890, a newspaper put out its first editorial. 

A crying call for basic human rights. 

The voice of human dignity. 

And sustained it. Generation after generation. 


Till every Pulaya was literate. 
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More. 
Till every man and woman was, in Kerala. 


Imagine. 


Malayala $ Manorama 


You needn't read us to understand us 





btindex 


List Of Companies (2001-2002 income) 


A 

Apollo Tyres (Rs 1,720 crore) 17 
(www.apollotyres.com) 

Arvind Brands (Rs 105 crore) 58 
(www.arvindmills.com) 


B 
-Bajaj Auto (Rs 4,363 crore) 17 
(www.bajajauto.com) 

Bharti Tele-Ventures (Rs 19 crore)133 
(www.bhartibt.com) 

BPCL (Rs 42,869 crore) Ee AT d 
(www.bharatpetroleum.com) 
Britannia (Rs 1,457 crore) 17 
(www.britannia.com) 

BSNL (Rs 11,699 crore) 17 
(www. bsnl.co.in) 

C 

Cadbury India (Rs 710 crore) 
(www.cadburyindia.com) 

Coca-Cola India (N.A.) 
(www.coca-cola.com) 


Dr Reddy's Labs (Rs 1,754 crore) 17 
(www. drreddys.com) 


List Of Advertisers 


A 
Aaj Tak (N.A.) 109, 111 
Admin. Staff College Of India (Direct) 101 


Air Freight (Leo Burnett India) 14,15 — 


Amity Business School 
(Direct) 62, 63, 136 
Amway India (Interact Vision) 26, 27 


B 
BT Best Managed Co. (N.A.) 82,83 
BT Corporate Governance (N.A.)94, 95 
BT Knowledgement 44, 45 
BT Night Golf (N.A.) 122, 123 


C 
CNBC News Channel (Direct) 126 
Colorplus (Fortune Comm.) 134, 135 


F 
Fenner India (Lintas) 


G 
General Motors (McCann Erickson) 30, 31 


H 
. HPCL (Rediffusion DY&R) 55 
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E 

East India Hotels (Rs 428 crore) 133 
(www.oberoihotels.com) 

Escorts Ltd (Rs 1,306 crore) 17 
(www.escortsgroup.com) 


F 

Fiat India (Rs 445 crore) 
(www.fiat-india.com) 

H 

HPCL (Rs 46,370 crore) 
(www.hindpetro.com) 


| 

Indian Hotels (Rs 631 crore) 17 
(www.tata.com/indian hotels) 
Indo Rama (Rs 1,951 crore) 
(www.indo-rama.net) 


L 

LG Electronics (Rs 1,759 crore) 132 
(www.Igezbuy.org) 

M 

Marico Industries (Rs 674 crore) 17 
(www.maricoindia.com) 

Max India (Rs 181 crore) 17 
(www.maxindia.com) 


132 





| 

IBM (O&M) 3 
ICFAI (Sobha Advertising) 67, 69 
Indian Rayon (Megaminds Comm.)105 
Indian Terrain (Contract) In. Front Cov 
ITC (Lintas India) Back Cov 


M 

Madura Garments 

(McCann Erickson ) 33, 34 

Malayala Manorama (TBWA) 10, 11 

Maruti Udyog (Lintas India) 43 

Moser Baer (Contract Advg.) 
| In. Back Cov 


N 
NPC (Crossway Comm.) 61 
Nortel Networks (Direct) 21 


R | 
Ray-Ban Sun Optics 
(Capital Advtg.) 


S 
Samsonite (TBWA Anthem) 


MRF (Rs 2,237 crore) 
(www. mrftyres.com) 

N 

Nestle (Rs 2,087 crore) 
(www.nestle.com) 


R 

Raymond’s (Rs 1,042 crore) 
(www. raymondindia.com) 
RIL (Rs 57,863 crore) 
(www.ril.com) 


S 
Shoppers' Stop (Rs 300 crore) 
(www.shoppersstop.com) 


112 


T 


Tata Teleservices (Rs 271 crore) 17 
(www.tata.com/tata teleservices) 


Samsung Electronics 

(Mudra Comm.) 1 
Satyam Infoway 

(Mudra Comm.) 24,25 
Sony Erickson (Lintas) 29 


T 
Tata Consultancy Service(Direct) 20 
Tata Sons (Rediffusion DY&R) 7 
Tourism Authority Of Thailand 

(TV Ads) 13 
V 

Vidyut Metallics 
(Advertising Avenues) 
VSNL (R K Swamy BBDO) 


X 
Xerox Modicorp (HTA) 23 


38, 39 
50, 51 
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THAILAND 


Contact : Tourism Authority of Thailand, India Representative 56-N, Nyaya Marg, Chanakyapuri, New Delhi 110021, India 
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Movement solutions delivered for each need. | consignment always receives exclusive treatment. At | 


Like a pizza chef who makes and bakes pizza combinations we've been providing total movement related solutions ur 


to suit different palates, we adapt, improve and create one roof since 1945, from Global Logistics to Domestic Expr 
solutions according to each client's needs. Big or small, your | Our professional system management is supported by t 
ES US a STS I o o 099500 003 LAS OT OU) EE TEES | (ES 


LOGISTICS ERP € TURNKEY INTERNATIONAL FREIGHTING € RISK MANAGEMENT € RAPID FULFILLMENT-SPARES € DISTRIBUTION SOLUTI 








ing edge technology and 42 International partners. WE CAN 
ch is why we're able to toss together fresh solutions WE WILL 


ı part of our philosophy, and we'll lay on the toppings. LOGISTICS | CARGO | DOMESTIC EXPRESS 





; after time, just so you stay ahead in your business. 
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The Price Of War 


George W. Bush began his war bombast against 

Iraq, the reason for the US President's decision to 
“free” the Iraqi people was plain and simple to every 
one. Everyone except perhaps Bush. You should be 
knowing it by now: Bush’s primary goal for going af- 
ter Saddam is to seize control of Iraq’s oil resources. As 
the argument goes, not only will the US have a stronger 
grip on access to oil, it will also be able to determine 
more efficiently how much of is available to other 
countries, thereby firmly establishing itself as the 
undisputed king of the universe. 

If Bush does achi- 
eve that objective, one 
would have to put him 
on a pedestal few have 
found him worthy of. 
But then again if the 
President is really the 
genius the oil theory 
makes him out to be, 
the recent events in his 
own backyard on the 
contrary rubbish that 
likelihood and point to 
a man who’s lost con- 
trol of the reins of an 
economy that’s rapidly 
sinking into trouble. If 
the war in Iraq was 
supposed to provide 
the kickstart the flagging US economy needed, well it 
isn’t coming three weeks into the conflict. Not yet. Not 
even at a time when the US military juggernaut has ap- 
parently destroyed some of Saddam’s palaces and 
looks good to end the war in another couple of weeks. 

To be sure, at the time of writing, the US economy 
appears precariously perched at the precipice of a 
double-dip recession. Just when the first recession that 
began in March 2001 was being consigned to history, 
aided by a recovery of sorts, Bush’s high-jinks in 
Iraq are threatening to put paid to the feeble hopes 
that existed of an economic revival. The figures 
aren’t for the faint-hearted: In March some 1.8 lakh 
jobs were lost This comes on the back of another 3.57 
lakh jobs that were slashed in February. What’s got 
the economists jittery is that the combined job losses 
of these two months aren’t much away from the 


S O IT’S BEEN ALL ABOUT OIL, RIGHT? EVER SINCE 
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figure of the January and February of 1991. That’s 
when the US economy was mired in a full-blown re- 
cession. Other indicators too fit in with the dooms- 
day picture. The manufacturing and services sec- 
tors are shrinking, shipments have reduced, and 
consumers are spending less. 

So should Bush worry? Of course he should. The 
President may eventually succeed in proving his su- 
periority on the battlefield—virtually single-hand- 
edly, without the most of Europe—but there’s no rea- 
son whatsoever to logically presume it should ex- 
tend to continued economic dominance. The unbri- 
dled stockmarket 
boom of the nineties 
(which interestingly 
coincided pretty much 
with the end of the 
Gulf war of 1991) is 
over, and the likeli- 
hood of a similar 
(speculative?) bull run 
happening all over are 
remote. Even in to- 
day’s bear market, 
stocks are looking 
overvalued. It’s am- 
ply clear that the US 
economy isn’t the 
well-oiled wealth-cre- 
ating engine that it 
was a decade ago. 
With the US economy unlikely to rebound any time 
soon, the dollar will soon begin losing against the euro 
and other currencies that matter. 

The hope that post-war reconstruction—and yes, 
control over more oil—could provide the US econ- 
omy with that badly-needed shot in the arm might 
well be factored into Bush’s decision to go to war. 


. But what about the fundamental problems that 


plague the US market: Poor consumer demand, ex- 
cess industrial capacity, and rising employment. 
Waging a lone (long) war also means that the US will 
have to bear the huge cost single-handedly, and 
that’s not going to do the already soaring budget 
deficit any favours. And if the movement to boycott 
US products gathers steam across the globe, US 
trade could get hit. Clearly, “freeing” the Iraqi peo- 
ple involves a cost, and comes at a price. 


bt trends 


LEADER 


The Coming Global 
Recession 


Get better acquainted with another surprising equation to emerge from Gulf War II. 
Prolonged War=Higher Probability of a Global Recession. BY ASHISH GUPTA 


2 - ar til | 




























but the timing of it—just when it looked 

like the global economy was well on the 
road to recovery. It had bounced back smartly from 
zero growth in 2001, grew by 2.8 per cent in 2002 
and 2003 promised to be better. The economies 
of EAR the EU and the US, all grew in the last 
i quarter of 2002 and 
it looked like 


D UBYA'S FOLLY MAY NOT BE THE WAR WITH IRAQ, 


NVUVa LVÍVM 


the world had put the excesses of 1999 and 2000, 
the trauma of 9-11, and the corporate scams of 
2002 behind it. 

The American President, however, was following 
a different script. Theories have done the rounds 
about the economic rationale for the war, of 
America's pressing need for Iraqi oil. George W. 
Bush must certainly be aware of the economic nu- 
ances, but it is likely that his motivation stems more 
from orthodox notions of good and evil than any- 
thing else, the kind of personality-quirk that befits 
someone who chairs a revivalist meeting, not the man 
who holds the highest office in the world. 
So, the war is on, it is into its third week, and Bill 
Wordhaus, a respected Yale-academic is just artic- 
lating a growing concern among bankers and 
conomists when he speaks of a double-dip in the 
S: a weak recovery followed immediately by an- 


other recession. 


Nordhaus’ logic? A longish war with Iraq will 
render the US financial markets volatile and dent con- 
sumer and business confidence. That would shave a 
full percentage point off GDP growth (which is down 
to 2 per cent already), result in increased unem- 
ployment, and swell the fiscal deficit. And circa 
April 2003, the services sector, the coronary artery of 
the US economy, is not showing any signs of 
growth—the first time this is happening in 14 months. 

The war, then, will significantly erode the US’ 
capacity to trade with other countries. That spells 
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disaster for the global economy. Japan, for in- METRICS 

stance, was counting on a recovery in its exports 

to the United States. A weak dollar will put paid [he BI Free Float Index 
to those hopes. Worse, countries like Japan and | 
South Korea that are dependent on oil imports are 125 11577 


vulnerable to spikes in oil prices related to the war. 


A report put out by the New York-based Centre 129 

















for Strategic International Studies sees the price of tis 
oil zooming to $40 a barrel in 2003, slipping to 
$35 in 2004, if the war lasts three months. And if 110 
the war lasts six months, states the report, the 
prices could be $80 in 2003 and $38 in 2004. a 
Asia looked set to be the great hope of 2003, 100 
but the double whammy of the war and the SARS 
epidemic, if it lasts another two months, could see 35 
several economies in the region slipping into reces- m y 
sion. "Tourism and consumption are the only fact- The BT 50 Free Float Index is up since 
^ : last fortnight, but marginally. War, it is 
Slippery When High evident, hasn't done anything to the 
ILTK! The first oil shock range-bound nature of the market. 
Petrol prices zoom and India devalues 
the rupee 27 per cent NICE TO KNOW 
JEJE) The second oil shock 1 
Gold prices soar from $34 to $300 an IS d esea [ C 
ounce; India seeks a $5.2-billion 
(Rs 24,960 crore) bail-out loan i WOULD APPEAR THAT MARKET RESEARCH 
agencies (or at least, the research function of 
IEEJ The Gulf War | these firms) are popular with women. That's a gen- 
The US economy shrinks; India's forex eralisation backed by (sorry, we couldn't help 
reserves slip to $1.3 billion (Rs 6,240 this) research. Between 35 and 62 per cent of 
crore); inflation hits 10.3 per cent; the researchers in India's top market research firms are 
country seeks IMF and World Bank aid women. This isn't a recent phenomenon; res- 
earch has always been a popular destination for 
"llli The Tech Meltdown and 9-11 working women. Does that have anything to do 
The US stockmarkets lose $1.4 trillion with famed female intuition? Not really, says 
(Rs 67,20,000 crore) in value and the . Thomas Puliyel, the President of MRB. “There is 
Japanese economy shrinks 0.8 per cent. a great deal of flexibility; women find it easier to 
India's GDP grows a mere 4.4 per cent, come back after motherhood-breaks (to research); 
the lowest in 13 years and the service-oriented mindset suits them." 


And here we were, getting ready to write about the 
seventh sense women possess. 


ors keeping East Asian economies out of recession SHAILESH DOBHAL 
and SARS is knocking the wind out of both," says 
P.K. Basu, the Chief Economist at CSFB. Total Women % Women 


India’s huge domestic market offers it a cushion 
against external recessionary tendencies. Previous 
spikes in oil prices have hit it hard (See Slippery 
When High), but the country’s $75 billion (Rs 
360,000 crore) in forex reserves should save it from 
a similar fate just yet. Still, a global recession will ex- 
tinguish all hopes of the Indian economy growing at 
over 6 per cent this year, even next. Source: Company figures N.D.: Not Disclosed 
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The Exim Policy of My Dreams 


An economy-hack lays down his prescription for exports of $500 billion by 2009. 


A I WRITE THIS PIECE, INDIA'S 
exports are a mere $ 46 billion 
(Rs 2,18,357 crore). A target of 
$500 billion (Rs 24,00,000 crore) 
by 2009 may seem the stuff of 
which dreams are made, but per- 
sonally, I think it is well within our 
reach. After all, didn't China's ex- 


ports zoom from 












$148.8 billion (Rs 

7,14,240 crore) in 1995 to nearly 
$280 billion (Rs 13,44,000 crore) in 
2002. Here's how India can do it. 
Random checks of exported 
goods at airports should be done 
away with. The customs depart- 
ment should only inspect suspicious 
consignments. That will reduce the 
bureaucratic hassles exporters face 


TRIVIA 


times that. 





ll The Brits love Indian curry; and parts 
of the world, may find it difficult to resist 
the charms of Indian vegetarian cuisine. 


at airports. And the introduction 
of a system of self-declaration of 
exports and imports will serve to 
reduce transaction costs in India— 
currently among the highest in the 
world. 

WTO rules prohibit export sub- 
sidies, but the country should be 
willing to take a risk and continue 
export-promotion schemes that 
make exporters more com- 
petitive by 


helping them 
cope with high interest and infra- 
structure costs. Someone will drag 
India to WTO’s dispute settlement 
body, but till then, the schemes 
should continue. 

All of India’s export hubs out- 
side the Special Economic Zones 
(SEZs) should be turned into virtual 
SEZs. That will increase the universe 
of companies eligible for the special 
benefits those within SEZs get—such 


India's Unique Exports 


B In 2002-03, 321 kilogramme of 
hashish (street value in Europe: $20 
million) was seized by the customs de- 
partment . Estimates put the value of 
hashish that wasn't seized at 10 to 20 


trademarks... 





as selling in the domestic market 
without payment of a special ad- 
ditional duty—and it will serve the 
cause of companies that cannot re- 
locate to the SEZs for reasons of 
their own. Most pharmaceutical 
companies (and some are signifi- 
cant exporters), for instance, have 
huge laboratory facilities that it is 
not always possible to locate in SEZs. 
A focus on the entertainment in- 
dustry and healthcare-tourism (al- 
ready, people travel to India for 
bypass surgeries) will also help in- 
crease India’s exports. I believe all 
of this should help increase 
India's exports by some 25 
per cent from the existing 
$50 billion-minus. As for the 
rest, doing away with the annual 
Exim policy, and turning the en- 
tire economic emphasis of the gov- 
ernment into making India an ex- 
port-led economy should do the 
trick. That may require sweeping 
agricultural-, power-, and labour-re- 
form... Hey, wait a minute, hasn't 
the government been dithering over 
the exact same things? So, we do 

know all the answers. 
ASHISH GUPTA 





Market opportunity: $10 billion, but how 
do we export it? 


E Bollywood releases are popular across 
Asia, Africa and West Asia, even Europe and 
the US. Market opportunity: $400 million, M 
and they can have Salman Khan as a bonus. 


E if we can get wro to buy our case that 
yoga, TM, AOL, and the like are Indian ~ 
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DIBERT -g All In The 
es Family 


HAT’S THE 
fastest 
way to lose top 
professionals in 
THE PROJECT GOT FIRST WE HAD | your company? | 
OFF TO A SLOUJ THE REORGANI- | Just get the § 
RINT: young in your 
family to sec- ES 
ond-guess them ES 
—as Kinetic 
Engineering is 
proving it. The eee 
two-wheeler RES 
manufacturer, Sulajja Firodia Motwani: 


which has lost Family affair 

its Deputy Managing Director 
Arun Pande and Sr vp (Sales and 
Marketing), Ajay Kapila, in a 
span of less than eight months, 
has handed over almost its entire 
sales and marketing team to 
founder Arun Firodia's brood. 


Second daughter Sulajja Firodia 


EVENTUALLY THE | Motwani is, of course, the It 
WHOLE INDUSTRY Q ; | , the J 
CHANGED AND THE | MD. Her younger sister, Vismaya 


OPPORTUNITY | Firodia, is VP, Corp. Comm, and 
EVAPORATED. DOS 
| 1n November 2002, the youngest 
| and the only son, Ajinkya, 23, 
joined as GM Marketing. The 
highest-ranking professional at 
Kinetic is a product manager. 
“If you have talented people in 
YOU SAID | | the family who can run the fam- 
YOU'D SHOW | ily business, why not use them 
ws ge instead of professionals?” asks 
PRACTICES.” Vismaya Firodia. In that may 
also lie the seed of a recession- 
proof idea: Get the family to 
buy the bikes too. 
SWATI PRASAD 
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THEN THE MERGER. BUDGET FREEZE. 





AND THE LAYOFFS, 


















| SO WE CLASSIFIED 

OUR UNUSED BUDGET 
AS “SAVINGS” AND 

GAVE EVERYONE A 









At Tata Consultancy Services, 


we believe in shaping tomorrow’s technology today. 


TATA CONSULTANCY SERVICES 


TCS. Beyond the obvious: 


IT Consulting/ Services” Outsourcing + Business Process Management www.tcs.com 
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des her job. It's 


ij 


1 Ne T el Networks™ 


Ris 
+ 
| portfolio. Having 
i 
-in both Contact Center and IVR; 
ar service. Hot tools for Patricia, 


like skill-based routing, match customers to representatives 
24/1 via fax, voice mail, Web or, of course, the phone. And 
Computer Telephony Integration (CTI) allows Patricia to see 
customer profiles via a screen pop maximizing each second 


of customer interaction, thank you. Plus the revolutionary 


+1 in the Contact Centre, US 2001 (Total Agents Speech Recognition self-service system, partnered with the 
& Sy stems) Inf otech, Gartner Dataquest Web-based contact center, easily handles 94% of incoming calls. 

So Patricia can focus on creating a mass of loyal clothes hounds 

one individual at a time. It's just one more way Nortel Networks 

is making the Internet what you need it to be. 


nortelnetworks.com/voiceportalsolutions 






NORTEL _ 
NETWORKS 


nortelnetworks.com 


Metro & Enterprise Networks Optical Long Haul Networks | Wireless Networks 


Nortel Networks, the Nortel Networks logo and the Globemark are trademarks of Nortel Networks. ©2002 Nortel Networks. All rights reserved. 
*US, 2001, InfoTrack 


To learn more today, contact Lalitha Ramani at lalithaenortelnetworks.com 
Tel:91-80-5592088 Fax : 91-80-5587024 
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Lean Season 


It's all quiet on the M&A front. 


ToS CALENDAR COULD BE ANYTHING—THE YEAR 
globalisation retreated, or the world economy 
tanked—but the year of the M&A. That’s what the ini- 
tial scorecard from Dalal Street suggests. The first 
quarter of 2003 clocked just 23 M&A deals worth 
$734.41 million (Rs 3525.16 crore), compared to 
40 deals valued at $3.66 billion (Rs 17,596 crore) in 
the same period last year. That’s telling on the fortunes 
of the big deal-makers. J.M. Morgan Stanley, 2002 first 
quarter's numero uno, slips to No 9. But ICICI Securities 
moves up from the seventh position to right on top of 
the list. Why? “Smaller bankers managed to close a lot 
of the deals initiated in the latter half of 2002," ex- 
plains Aditya Sanghi, Executive Director, Rabo India. 

ROSHNI JAYAKAR 


TOP 10 NOW TUER March sns 
Investment Banker - Amount No. Of Deals 











 Emst&Young —— 
“DSP Merill Lynch 


Fortress Financial 9.77 1 
Source: Bloomberg N E | 
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Why Are Bike Sales 
Revving Down? 


UST WHEN EVERYBODY THOUGHT MOTORCYCLE 

sales would never slow down, they have. Com- 
pared to 2.97 lakh units sold in March 2002, the 
number for the past month is 2.92 lakh. While the 
decline is small, it is nonetheless striking because, 
as Hero Honda's Head (Marketing) Atul Sobti puts 
it: "We have never seen a decline in bikes." Why are 
mobikes losing power? The reasons, marketmen 
say, are many. Prices of petrol went up twice in 
February and March, hurting an industry that 
has long sold its products on the strength of fuel ef- 
ficiency. A poor monsoon last year has blown 
holes in rural pockets, which had actually been fu- 
elling the mobike boom. The budget did its bit by 
adding a 1 per cent calamity tax, which pushed up 
prices by Rs 250 to Rs 600 across models. Then 
there is the uncertainty over valued-added tax— 
dealers are simply refusing to stock as they wait for 
clarity on how it will impact them. The proverbial 
last straw came in the form of the Iraq war. With 
consumers keeping a wary eye on oil prices, pur- 
chases are being postponed. 

The worst hit have been entry-level motor- 
cycles and scooters. Not surprisingly, this segment 
strongly identifies itself with fuel economy. Wor- 
ryingly for the marketers, the next couple of mon- 
ths look equally grim. “The soonest a revival can 
be expected is beginning July, provided the rains 
are better. There is no other hope,” says R.L. Ravi- 
chandran, Vice President (Marketing and Business 
Development), Bajaj Auto. That means a few 
more eyes will be looking skyward this quarter. 

SUVEEN K. SINHA 


B.M. Munjal: Rough road ahead 


VUYHAW NVAIA 


The smart office 


just got intelligent. 


Presenting the newest members 
of the Xerox Document Centre? family. 


Today is the age of the Xerox Document Centre* 500 series. 
A system that boasts of the skills and expertise that can turn 
around the way work is done in your office. A system that 


incorporates software and user friendly features that not only 


= Print = Copy = Scan = 55/45/35 ppm = E-mail = Network enabled 
= Large workgroup compatibility = Smallest footprint = Wireless 
technology ® Modular and Upgradeable = Professional finishing 







~~ Xerox Document Centre” 


^ 555/545/535 


Digital Multifunction Systems 


simplify document management, but also reduce overhead 
costs, enable larger workgroups and enhance productivity. 
A multitasking, multifunction system that's not really an office 


machine. It's part of the office. 


THE DOCUMENT COMPANY 


XEROX. 


Xerox Modicorp Limited : A Xerox and Modicorp Joint Venture 
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Digital efficiency for every office. 
Xerox Modicorp Limited, 19th Floor, DLF Square, Jacaranda Marg, M Block, DLF City Phase - Il, Gurgaon -122002 (Haryana) India. Tel: 0124 - 2561930/40, Fax: 01 24-2561255 


= Ahmedabad: 6578732, 6575249 = Bangalore: 5546735, 5541916, 5369143 = Chennai: 28116705, 28110774 * Delhi: 24313004, 
23364169, 24314788 = Hyderabad: 23418754, 23401097 = Kolkata: 22262649, 22176305, 22268125/8143 = Mumbai: 28227317/8/9, 28231927, 
24954166/1423, 24926487, 24910590 * E-mail: digital.solutions@ind.xerox.com € Website: www.xerox.com/india 








Sify 


MATING THE INTESNIT 
WORE fol TOU 


IP-based Virtual Private Network, or IP VPN, is a tried and 
trusted technology the world over. Brought to India by Sify, a 
pioneer in IP services, SecureConnect™ IP VPNs create highly 
secure, private highways for your sensitive data, over a 
carefully managed network that’s built and maintained by 
Sify. So while it is as secure as a private network, you can now 
connect any number of offices, employees or business partners 
and have them exchange critical information in real time. 


(^p 
LIA 


Sify's managed IP network exploits the strengths of 
multiple telecom networks and is interconnected with global 





service providers. Consequently, SecureConnect™ IP VP] 
deliver a coverage of practically anywhere in India ar 
the world. 
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Being India’s leading network services provider, Sify h 
several milestones to its credit: 


* ISO 9001:2000 certified network service provider 
* India's first Tier 1 IP Network 


* Largest market share in IP VPNs in India, servicing blu 
chip companies like Carborundum Universal, CavinKar 
Dabur, Emerson, Gillette, Hutch, JetAir, JK Industrie 
Ranbaxy, UPL, Usha, Whirlpool and many such more 


* National backbone running on Cisco GSRs, the fastest i 
their class and capable of routing over 30 million packets pe 
second 


* First MPLS-enabled network that can handle an 
intelligently prioritise terabits of voice, video and missior 
critical data 


ges 


Sify's managed network incorporates state-of-the-ai 
networking hardware and software technology as well as 


Ahmedabad Tel: +91 79 6407602 Fax: «91 79 6407661 Bangalore Tel: «91 80 2283967 Fax: «91 80 2284157 Calcutta Tel: *91 33 22105698 Fax: «91 33 22105707 Chandigarh Tel: +91 172 64555 
Fax: «91 172 645551 Chennai Tel: +91 44 22540770 Fax: 491 44 22540771 Cochin Tel: +91 484 2362462 Fax: +91 484 2362947 Lucknow Tel: +91 522 2206882 Fax: +91 522 22068t 


Just when you thought you had your network in place, 
it's time to expand again! 
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am of the finest networking professionals. For you this 
anslates to: 


Lower total cost of ownership 
Lower capital investment in equipment 


Savings of up to 5096 over deploying a private network 


Even though SecureConnect™ IP VPNs run on Sify's shared 
etwork, comprehensive security in the form of 
uthentication, tunneling and encryption protects your data 
‘om any unauthorised access. It’s almost as though your 
ata has its very own armed escort as it speeds down the 
formation highway. 


In the modern market, change isn't just constant. It’s rapid 
90. Get yourself the networking solution that stays on its 
yes. Get SecureConnect™ - IP VPN solutions from Sify. 


Sify Eau 





SIL D Private Network Vs. Sifv's IP VPN 


Can your sales office in Ludhiana exchange 
data directly with your regional offices or HO 
wherever they are in the country? 

Can your CEO securely dial up into the 
corporate network from a hotel room 

in New York? 





Can your field sales staff securely log into 
your network from a cyber café and submit 
the latest sales figures? 





Can your dealer in Tirupur access the latest 
inventory status through your network? 





Can your distributor in Nasik connect to 
your network and re-order stock using 
legally valid electronic transactions? 


N e — 





Extending your network. With expertise. 


www.sifycorp.com/corporate 
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A New Lease On Life 


ERP companies are grinning from ear to ear over VAT. Here's why. 


AVI KATHURIA CAN BARELY 
hide his grin as he says, “VAT 
has opened up more business op- 
portunities for us." For the belea- 
guered ERP industry, to which 
Kathuria's Baan India belongs, 
the introduction of var is nothing 
short of a new lease on life. The 
sweeping changes that the new 
taxation system will introduce in 
India are already the norm in 
most developed markets. And ERP companies like Baan 
and sAP have software to sell almost off-the-shelf. At the 
most, what's required are some modifications to suit the 
Indian tax framework. Says Nagaraj Bhargava, National 
Manager (Marketing & Alliance) sap India: *We have 
350 customers across the country, and we are in the 
process of making them var ready." 
SAP has shifted its VAT solution to India and is of- 


Pronab Ghosh, Ex software 
engineer in the US and 
now a successful Amway 
Distributor in India. 


io * — For 43 years, across 80 countries and territories, people from different walks of life have found through the Amway Business Opportun 





Queuing Up: Not in picture, the ERP guy 


fering it free of cost to its existing 
customers. Baan is providing 
some ERP software free of cost, 
but is charging for its Supply 
Chain Designer. To put its VAT 
prototype in place, SAP had cre- 
ated a special cell with develop- 
ers from its international offices. 
Then, it set about gathering feed- 
back from its customers. By 
February 22, it had a prototype 
in place. After that, SAP carried out partner training pro- 
grammes at HCL, Wipro, L&T Infotech, IBM and 
Accenture, which install saP's software in India. 
Although no reliable estimates are available as to how 
much companies like sap and Baan will make vAT-en- 
abling companies in India, it's safe to assume that the fig- 
ure will run into several tens of crores. 

SWATI PRASAD 





ity, the way to a better life. 


Affirmative Action 


Co-op bank employees in Hyderabad set 
out to confront defaulters. 


E HYDERABAD, WHERE, ON AN AVERAGE, A COUPLE OF 
urban co-operative banks go under each year, em- 
ployees of such banks have hit upon a novel idea—in 
the interests of their continued employment, they will 
now go after defaulters. The 400-odd employees of 
Prudential Co-operative Bank—its board was recently 
superseded by the RBI and its managing director fired— 
have formed six recovery teams and are staging protests 
outside homes and offices of defaulters. Some 1200 of 
the tribe owe the bank more than Rs 220 crore; in 12 
days, the employees have managed to recover Rs 8 
crore. “We will intensify our efforts if defaulters aren't 
positive and earnest,” threatens George Reddy, one of 
the leaders of the recovery drive. 

Employees of other banks are taking their cue 
from their brethren at Prudential: those of Vasavi 
Co-operative bank, another of the species that was 


B.K. RAMESH 


Protesting Prudential Bank employees: Payback time 


forced to down shutters, are now engaging defaulters 
in a similar fashion. Whether it is the employees’ 
show of strength, or their own inherent goodness, one 
doesn’t know, but some defaulters are more than 
keen to pay up. One such is Rajeev Reddy, whose com- 
pany Country Club (India) owes Prudential Rs 32 
crore. Citing bad business conditions that he claims af- 
fected the entire sector, Reddy says, ““We have pro- 
vided enough securities (sic) and will, if necessary 
dispose some assets to meet our obligations." Notch 
one up for affirmative action. 

E. KUMAR SHARMA 
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1 had a so called perfect career going. A B.E. in Computer 
. Science, | got a dream job as well, working as | was, for a big company : 
in the US. But after | suddenly lost my job, | realised that a good education and 
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. a good job alone need not ensure security and a great lifestyle. 












E 
T * NE 
ut = 
+ £u 


= V ay ned eis ations in India in 1998, | was convinced of the soundness of — 
in and | quickly quit my job in the US and launched into the Amway business — | 
shallenging work but very rewarding and it made me feel that | was putting | 
did good use. And then Sonali decided to join and support me in the business - 


got married. 
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ave ' all the ory comforts we dreamt of. We are also able to work together, 


* The cost of joining the Amway business is just Rs. 4400/- and carries a 90 day, 100% money refund guarantee. 
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India s Own Teraflop Wonder 


India becomes the fifth nation in the world to build a teraflop-scale supercomputer. 





CDAC’s Chattopadhyay with the Param Padma: Beyond the box 


N APRIL 1, INDIA’S CENTRE FOR 

Development of Advanced 
Computing, a government research 
arm based in Bangalore unveiled 
Param Padma, India’s first teraflop 
supercomputer. With its ability to 
handle one trillion floating point oper- 
ations per second, pp may be much 
slower than the world’s fastest super- 
computer, Earth Simulator, but it is 
enough to propel India into an ex- 


clusive club of five countries that have 
machines of this capability: US, 
Japan, Israel, China, and now India. 

The new machine is 10 times 
faster than its predecessor, India’s 
first supercomp, Param 10,000. 
“The entire supercomputing achie- 
vement is an answer to the denial of 
technology to us by developed 
countries,” gushes Subrata Chatto- 
padhyay, the head of the system 








CATECHISM 


supercomputer Basics 


What is a supercomputer? 


These are the most powerful computers of their time that work on com- 
plex problems. IBM’s Asci Purple, for instance, simulates the ageing and op- 
eration of nuclear weapons for the US Department of Energy 

How is supercomputer performance measured? 

The Linpack measure of floating point operations per second is used to 
measure supercomputer performance. Floating point ops are those that deal 
with fractions — they take longer than computations involving integers. 
What is the world’s fastest supercomputer today? 

NEC’s Earth Simulator at the Earth Simulation Centre in Yokohama is. It 
boasts a top speed of 35.86 Teraflops a second and does climate modelling. 
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software development group at 
CDAC, striking a nationalist note. 
The machine occupies a floor area 
of 1,800 square metres at CDAC's 
knowledge city in Byappanhalli; it 
boasts some 14.5 kilometre of com- 
munication- and 5.5 kilometre of 
power-cabling; and is cooled by a 
39 tonne air-conditioner. Param 
Padma isn't a single computer but a 
cluster of 62 built around 248 BM 
Power 4 processors, each with a 
clockspeed of 1 GHz. The data is 
served up by six file servers, each 
with 24 of Sun's UltraSparc III 
processors with a clockspeed of 900 
MHz. Chattopadhyay sees uses for 
Param Padma in long-time super- 
comp favourite weather forecast- 
ing, seismic data processing, oil ex- 
ploration, and molecular modelling. 
It cost CDAC Rs 24 crore to build 
Param Padma, a tenth, Chatto- 
padhyay says, of what it would have 
taken elsewhere in the world. Now, 
she will feature among the world's 
500 fastest supercomputers. 
VENKATESHA BABU 





The Earth Simulator: 
The fastest of them all 
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Sony Ericsson 
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et the games begin. The new Sony Ericsson T310. 
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> new Sony Ericsson T310 comes with a joystick, full colour display and 32-bit polyphonic ringtones tor 


omplete gaming experience. Use the Communicam* and phone editing software to take, manipulat 
nd send pictures to your friends. The Sony Ericsson 1310 - experience it for yoursel 
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MMS** * Tri-band * GPRS** * Full colour display * 32-bit polyphonic ringtones * Exciting games 
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AMDAT and JAMDAT Mobile are trademarks of JAMDAT Mobile Inc. Co-published with Activision and distributed by JAMDAT Mobile under * 
sense from Activision 
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essential luxuries and ruggedly stylish looks. And hell, even Hell is just a trip. to thé beach witli equipmeht like this. 


All at a special introductory price of Rs. 15.59 lacs* 


FORESTER AWD PAJERO 4x4 
Engine 2.0L petrol 2.8L. diese 


Power 120 P5 © 118.5 BHP 
5600 rpm €) 4000 rpm 


Wheelbase 2525mm 2/725mm 
CHEVROLET 


www.chevrolet.co.in 


ENTERPRISE NEX 


OPAL: Autoworld, Tel.: (0755) 2540700/701, 9826070706, 9826020199, 9826037375. MUMBAI: Sharayu Automobiles, Tel.: (022) 23009600/9500, 
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India s Telecom Wilderness 


RAVEEN KUMAR, A PATNA-BASED 
marketing professional is a con- 
vert to BSNL’s CellOne cellular serv- 
ice. Since the state-owned mega- 
lith launched its services in Bihar five 
months ago, Kumar has, time and 
again, considered shifting from his 
pre-paid Reliance corinection, but 
inertia prevented him from going 
through with the act. Then, his 
mother needed to be hospitalised 
for eight days, he spent close to Rs 
3,800 on recharge coupons for his 
connection, although much of the 
talktime was spent answering in- 
coming calls from other mobile 
phones— something that is free 
in metros and all circles re- 
ferred to as category A, 
essentially the rich states. 
That hurt, and Kumar 
moved to CellOne. 
Far removed from India's 
telecom mainstream, customers 
in states such as Bihar, Orissa, West 
Bengal (with the exception of 
Kolkata), and Assam and the North 
East, make do with high tariffs and 
a poor quality of service. In 
‘February 2003, the highest cellular 
tariff in these states stood at Rs 3 a 
minute, irrespective of whether it 
was incoming or outgoing. 
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Some parts of India are so far removed from the 
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telecom mainstream that no one actually cares 


Bihar. Networks follow a strict 
code of civility and keep out of 
most homes. And where they are 
present, they aren't intrusive—the 
signal is as weak as can be without 
not being there at all. Much of 
this can be attributed to the fact 
that Reliance was, until BSNL made 
its entry, the only operator in these 
states, the only ones it won in the 


nections in Bihar, Orissa, and West 
Bengal (it has not launched its serv- 
ices in Assam and the North East), 
as compared to the 29,251 Reliance 
added in all five. But other telcos 
are wary of entering India's tele- 
com wasteland. There were no 
takers for the dozen-odd licences 
the government put up for auction 
last month. Rajeev Chandrasekhar, 

the Chairman of the 


hse Cellular Operators Asso- 
Rs/minute ciation of India attributes 
— 8 that to the on-going litiga- 

wae tion over basic licence 
holders providing limited 
mobile services, but as one 
Hutchison exec puts it, 


Outgoing 
Rs/minute 
.. Reliance . 


Operator 


That, in itself, is an im- KAME 
provement over the Rs 4 a 
minute for outgoing and Rs 
5.40 a minute for incoming 
calls that customers in these 
states were being charged 


last May. The new ‘lower’ 


Bihar — 





North-East Reliance 
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Orissa X Reliance. 


rates are a result of compe- 
tition—BSNL launched its CellOne 
service in these states last year and 
straightaway offered the option of 
free incoming calls on one of its 
schemes besides lower peak tariffs. 
Then, there's the quality of 
service as experienced firsthand 
by this writer on a recent visit to 
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first round of bidding for cellular li- 
cences. Now, the company's re- 
sources are focussed on rolling out 
a pan-Indian CDMA-based mobile 
service. (Reliance did not respond 
to BT's queries). 

In the first two months of this 
year, BSNL sold 90,025 cellular con- 


“Where is the market" in 
these states? A recent study by the 
company discovered that Mumbai 
borough Andheri is a bigger market 
for cellular telephony than the city 
of Kanpur in Uttar Pradesh. Dispur, 
Kohima, or Motihari don’t even 
figure in such studies. 

SUVEEN K. SINHA 
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Samsonite 


WORLDPROOF 


Take a different route 


The new F Lite. Extra tough protection never felt so light. www.samsonite.com 


lable at Samsonite Travel Worlds and Select dealers * For dealers Locater Log on to www.samsonite.com - 
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Bull In Apollo s Shop 


Harshad Mehta's stake in Apollo is finally open to buyers. 


JOE DEAD FOR MORE THAN 
a year now, one-time Big Bull, 
Harshad Mehta, continues to cast 
a shadow over Apollo Tyres, one 
of his favourite companies. The 15 
per cent equity in the Delhi-based 
tyre company once held by Mehta 
but vested with a court-appointed 
custodian for the last nine years, 
finally goes under the hammer 
this month. For Apollo's Onkar 
Singh Kanwar that's a whole lot of 
unnecessary stress. Although Singh 
Kanwar, who controls 37 per cent 
of the company's equity, has the 
first right of refusal for the 56.5 
lakh shares, he must match the 
price offered by the highest bid- 
der. And that could be as high as 


Rs 70 crore at current prices or 
more if a control premium is built 
in for the 15 per cent stake. In 
case he chooses to forego the 
right, the shares would be sold 
to the highest bidder, who would 
also have the option of making 
an open offer for another 20 per 
cent. That should bring the 
buyer's—which could include a 
rival like MRF, although the 
Chennai-based company denies 
any such plans at this point—stake 
dangerously close to that of Singh 
Kanwar. Apollo's spokesperson 
Harshita Patel, however, pooh- 
poohs any worries on this front, 
saying that the company will take 
action at the appropriate time. 





Executive lracking 


A veteran quits for greener pastures—and a much-deserved breather. 


FTER 14 LONG YEARS WITH 
1 A Anajlit Singh's Max group, 


Vivek Jetley is finally calling it a 
day. The 45-year-old Jetley was 
the Managing Director of Max 
Ateev, an IT solutions company that 
Singh decided to shutter last 
October. Jetley, who started out 
at Tata Engineering at the age of 21 
and went on-to work with Escorts 
as Deputy Manager (Finance), had 
a meteoric rise at Max. Now, he 
would like to take a full year's 
breather before plunging back into 
something that suits his multi-in- 
dustry experience. “Last three to 
four years, l've been travelling three 
weeks a month, and now I am 
learning things about my kids that 
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Vivek Jetley: Time for a break 


| didn't even know,” says Jetley B. 
Anantharaman, Group Finance 
Director, Max India, has taken 


RITESH SHARMA 








iS has Á puit, S. 
& aTe a e M vM MI VAS De 
Dy o Se EAS as 


The deadline for bids is April 25. 
In any case, 2003 is likely to be a 
landmark year for Apollo. Its rev- 
enue, Neeraj Kanwar, its COO says, 
have crossed the Rs 2,000-crore 
mark for the year ended March, 
2003. Still, Singh Kanwar would 
have been happier without the 15 
per cent vexation. 

DEBOJYOTI CHATTERJEE 


charge of the rr business. 
Meanwhile, the Rs 696-crore 
Marico Industries has lost its 
Executive Director and Chief 
Operating Officer, Jaspal Bajwa, 
who quit within five months of 
joining. This comes close on the 
heels of a profit warning issued 
by the company for Q4 2003. 
Bajwa’s induction was seen as a 
part of structural reorganisation 
within the company. Bajwa, say 
headhunters, returns to Canada 
due to ill health. And former 
Chief of Sales and Marketing at 
Escotel, Rajeev Burman, joins 
Tata Teleservices as COO, after a 
year in the wilderness. 
MOINAK MITRA 
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Onkar Singh Kanwar: Bidding time | 
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..Verghese Kurien of Amul geared up to 


...Sunil Mittal of launch super-premium ice-creams... 


Bharti Tele- Ventures 
mulled a Nasdaq 
listing... 
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Doctor MBAs 


Medicine and management is suddenly a hot mix. 





Dr Pushwaz Virk, FMS: Mixing med- 
icine with business 


LE HAS GRADUATED THREE OF 
them in the last two years. IIM-C, 
four. Indore and Lucknow, one and 
two, respectively. And the Delhi 
University's Faculty of Management 
Studies (FMS) even reserves seats for 
15 of them. We are talking about 
medical doctors, some of whom 
are beginning to think that a man- 


agement degree may be, well, just 
what the doctor ordered. “With 
the healthcare and health insurance 
sectors expanding, we are seeing a 
changing trend in management ed- 
ucation," says M.L. Singla, a pro- 
fessor at FMs. So, are the docs mak- 
ing more than the engineers on B- 
school campuses? “Definitely. Even 
engineer-MBAs in sunrise sectors 
earn 30 per cent less than their doc- 
tor-MBA counterparts," avers Sridhar 
Ganesan of Watson Wyatt. 
Probably like Deepti Prasad, a 32- 
year-old grad of the Indian School of 
Business, whose new avatar at Dr. 
Reddy's Labs is that of brand man- 
ager. "In my new role, the hike is 
nearly 100 per cent," she says. Talk 
about a shot in the arm. 

MOINAK MITRA 





DASH BOARD 


This magazine has its views on 
Best Cities surveys. After all, BT 
was the pioneer and still carries 
its Best Cities survey every other 
year. CII recently sent out a re- 
lease listing the highlights of a Best 
Cities study it had commissioned. 
Delhi tops the list. 
Truth be told, it — 
boasts better in- AZ ES 
frastructure than eee ET 
most other cities. 

Capital! 


If there were a test for 
the Health Minister’s 
job, Sushma Swaraj 
would flunk it hands 
own. Her idea of pre- 

paredness to combat the SARS epi- 

demic: send suspected passengers 

arriving at New Delhi's 

international airport 

me to a run-down hos- 

pital on the city 

outskirts. The 

clincher: she has- 

n't visited the hosp. 





Cellular Conjurors 


Mobile phone companies entice subscribers with a cut-rate long-distance offer. 


di WHEN THINGS SOUND 
W too good to be true, they usually 
are. Like the 35 paise-a-minute long 
distance calls from India's mobile 
phone operators. For starters, the 
"conditions apply" phrase could 
mean that there are significant hid- 
den costs at such a rate. This could 
be in the form of a huge up-front 
commitment fee as is the case with 
Reliance Infocomm's limited mo- 
bility service, which promises to 
offer long-distance calls at 40 paise 
a minute on its own network. 
Then, there is the regulatory 
authority, which has mandated that 
all long-distance companies—cel- 
lular phone companies must rely 
on them to carry inter-circle calls— 





Calling rates: It's actually not a steal 


have to receive at least 45 paise per 
minute (and a max of Rs 1.10 per 


VNVM LIIVI 


cent per minute) starting May 1, 
2003. The 35-paise rate, if it is 
standalone, would not pass the reg- 
ulatory test. 

If the WiLL operators—particu- 
larly Reliance—lose the ongoing 
court battle over the scope and 
price of WiLL service, they may be 
forced to increase their benchmark 
rate. And since the cellular opera- 
tors’ 35 paise offer is essentially in 
response to Reliance’s 40-paise bait, 
their cut-rate deal may not fruc- 
tify. “Make sure you check the fine 
print,” says a nonplussed Prithipal 
Singh, Chairman and Managing 
Director of BSNL. But in telecom, 
one can never rule out miracles. 

VANDANA GOMBAR 
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Folklore has it that gentlemen of standing can't 


get one thing off their minds. 


The observant might agree that while the 
above-mentioned gents are ruminating in the 
implied manner, they display certain sub- 


conscious gestures. 


Like shaking a well-heeled boot-toe. Or 
running a set of manicured fingers through the 


hair. Or stroking a smooth cheek. 
Lovingly. 


In fact, it's this stroking of a smooth cheek that 
appears to reign supreme among all the psycho- 


sexual, subliminal expressions of desire. 


Being makers of shaving systems, it got us 
thinking. 


And the more we thought, the more we 
marveled! At the realization that the two 
apparently discrete phenomena are  inter- 
related in more ways than one would have 


dared to imagine. 


Exploring the strange relationship between shaving and sex. 


We decided to take this idea further. Into oak- 
paneled chambers, into chauffeur-driven 


automobiles, into golf carts and so on. 


And the occupants of these time-honoured 
symbols of nobility, had, in their generosity, 
ample light to throw on the subject. 


It turned out to be a healthy debate. 


And just as every healthy debate always has a 


pro and an anti, we got a variety of viewpoints. 


Here are a few of the choicest arguments, for 


and against the motion. 


8 reasons why a shave is just like sex: 


1. For beginners, it's curiously exciting. For 
veterans, it could be a habitual grind. 

2. Frequency is directly proportional to sense of 
well-being. Once a day is good. Twice a day, 
still better. 

3. Patience is a virtue. Preparation for the act 
is as important as the act itself. 

4. If all goes smoothly, you look forward to the 


next time. 


SL a RS TEN MER 
, I ^ ' 


. 5. It begins to show on your face when you 
haven't done it for a ‘while: 
‘ 6. It's common perception, albeit sexist, that 
men need it more than women. 
7. Taking a nice relaxing hot shower 
beforehand helps. 
8. Soft and light strokes are the key to 


satisfying results, not brute force. 


8 reasons why a shave is not like sex: 


1. You're not considered a pervert when you 
look in the mirror while shaving. 
2. You probably wouldn't mind if someone 
watched you while you shaved. 
3. The quicker the shave, the happier you feel. 
4. You can have a second shave right 
away, if you aren't satisfied with the first. 
5. You usually don't shave on long weekends. 
6. Men in general don't roll over and start 
snoring after having a shave. 
7. Women in general aren't overcome with a 
great urge to talk nonsense after shaving. 
8. It's socially acceptable to get a shave from 


the barber. 


www.supermaxworld.com 





Having said all that, let's hasten to add that not 


enough has been said on the subject. 


The debate still continues - is a shave like sex or 


Js it not? 
You may wish to ponder upon this burning issue 
yourself, should you find it intellectually 


stimulating. 


And while you're at it, remember that Super- 


Max offers you the sexiest shave ever. 


There was never any debate about that. 





SHAVING ACCESSORIES AND TOILETRIES 


MALE ADDICTION 


AVENUES:SM:42:03 
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What You Watch... 





Can t Beat News Choose to Watch 
News/News-based programmes ^. 

Feature films "6190 
Family drama & serials 49.90 
Comedy serials 49.40 
Cricket matches — 45.20 
Music channels 33.20 
Current affairs 27.40 
Game shows/Quiz 25.40 
Environmental/Wild life / 25.20 
Animal programmes — | 
Religious/Devotional 23.00 


Watch when there 





Fickle Surfers is nothing better 
Film-based countdown shows —— | 30. 
Music channels 26.00 
Comedy serials | 24.10. 
Current affairs 24.00 
Feature films : 22.80 
Family drama & serials pee 227) 
Cartoons/Animation/Children's shows... 21.80 
Game shows/Quiz 21.00 
Arts/Life NN. 20.90 
Fitness — DO E 
science / Education 20.80 


Source: MCI Prop 3D Study, 2002, Sec A/B/C, 1 lakh-plus 
towns, All TV Homes, All India 
All figures are percentage of respondents 











SN'T ALWAYS EASY TO TELL. 
eee L Especially to those mar- 
keters, who spend crores of ru- 
pees every year on TV ads, build- 
ing their brands. Consider the 
two tables alongside. A marketer 
taking a call on advertising slots 
should have no problems, right? 
After all, two-thirds of viewers 
choose to watch news. And that 
decision is made easier by the 
fact that “watch when there's 
nothing better" shows like the 
film-based countdowns are low 
on viewer involvement and high 
on serendipity. So news wins, 
countdown show loses, right? 
Not quite. Unless there's hard 
news—like the Gulf war—on, 
interest in news can dip to a low 
|7.8 per cent. So? “Depending 
on your marketing objective, 
‘watch when...’ programmes may 
be better for- driving familiarity 
with an audience untouched by 
your - brand, ^ says — V. 
Balasubrammanium, Director 
(India), wep Marketing’s 
Advanced Techniques Group. 

SHAILESH DOBHAL 





The New News Paradigm 


IRING THE LATEST SALVO IN THE 

Rs 225-crore market for news 
channels, Tv Today Network—part 
of the India Today Group, which 
also owns Business Today—launched 
its, and the country’s first, 24-hour 
English news channel, Headlines 
Today, on April 7. The free-to-air 
channel—whose sister Hindi news 
channel Aaj Tak claims a 63 per cent 
share among news channels in the 
Hindi speaking markets—is targeted 
at the 18-to-34 year old, well-edu- 
cated, English-speaking audience 
across all Indian cities. “The channel 
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Headlines 
Today 





will cater to those who want short, 
sharp, condensed and sleekly-pre- 
sented news,” says G. Krishnan, CEO, 
TV Today Network. 

Starting with a strong distribu- 
tion network (of 16-million cable 
& satellite households at launch), 
Headlines Today will quickly move 
to 25-million c&s households within 
a month, claims Krishnan. 

SHAILESH DOBHAL 


Commodity 
Clamour 


| ISN'T AS 
glittery as gold ^ 
and marketers / P e s 
arent alchemists ; RY d 
either. -Sò f 3 
what's so at- es. 
tractive about A 
selling some- 
thing as plebian as salt? 
If that's a question you 
were to ask Ravi S. 
Naware, Chief Executive, 
ITC Foods, expect a 
sagacious smile fol- 
lowed by an evangelical 
discourse on the op- 
portunities of packag- 
ing the commodity as a 
lifestyle product. But 
the fact is that at nearly 
25 per cent, the Rs 
550-crore branded salt 
category, dominated by 
Tata and HLL, has been 
growing faster than 
other staples. Why? 
"Branded salt was bet- 
ter evolved than some 
other like atta or sugar," 
says Jagdeep Kapoor, 
CEO, Samsika brand 
consultancy. Result: 
Enter itc’s Aashirvaad 
salt, preceded by 
Aashirvaad atta and 
rice—all in a span of 
10 months. "Our exist- 
ing retail network is big 
and strong enough for 
us to cut through the 
clutter," says Naware. 
Coming up next from 
ITC Foods: branded 
spices and cereals. 
T.R. VIVEK 





Driving M&A 


The OK to sale of telco licences augurs well. 


SANJAY PANDYA 


Rajiv Chandrasekhar: Now he can breathe easy 


AG HANGING FIRE FOR NEARLY SIX MONTHS, 
the approval for sale of telecom service li- 
cences came from the Union Cabinet on March 25. 
. Earlier, telcos could change hands, but not sell li- 
cences. That came in the way of potential mergers 
in the industry. The recent decision *makes con- 
solidation easier," says Rajeev Chandrasekhar, 
CEO of BPL Innovision and Chairman of the Cellular 
Operators Association of India (COAI). In fact, 
some telcos are already gearing up for consolida- 
tion. Hutchison, for instance, is in the process of 
amalgamating the three independent cellular circles 
of partner Essar with the seven it operates and 
has been the first to take advantage of the cabinet 
decision. It is acquiring Escort’s Punjab licence 
for close to Rs 150 crore. 

However, if you are expecting a wave of merg- 
ers to sweep through the industry, you’d be disap- 
pointed. With cellular rates falling almost every 
month, courtesy competition from the CDMA-based 
limited mobile (or wireless in local loop, WiLL) 
service providers, investors are wary about the cel- 
lular operators’ ability to turn in profits. “Investor 
sentiment is at an all-time low,” quips 
Chandrasekhar. The sentiment could change 
overnight if the government were to allow intra-cir- 
cle sale of licences as well. That would allow the 
stronger competitor to buy out his weaker rival 
in the same circle. “Why do we need seven service 
providers in one circle?” questions Vimal Bhandari, 
Executive Director, IL&FS. However, in the interest 
of competition, the government is unlikely to offer 
any such sweeping concession to the industry. Poor 
operators, happy customers. 

SUVEEN K. SINHA 





‘movies sell. Enter The Guru, Bend It 
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Annus Memorabilis — 


Top 10 events that marked 2002-03. 








n 
IE. 
B 
High-profile visits: Dell, Gates, and McNealy 9 
a The World Cup Strikes n 
India didn’t win it, but advertisers and 
sET had a field day. 
m Dhirubhai Ambani Dies 





The story of India's most famous, 
and controversial entrepreneur, 
came to an end. 


m CDMA Comes To Town 


The alternative, limited mobility te- 
lephony enters the booming tele- 
com market. 

mTaj's 100 years A ms Oe 
Built before the Gateway of India, LUE 
Mumbai's landmark hotel com- 
pletes a century. 


m The Tech CEO Show 

Starring Bill Gates of Microsoft, 
Scott McNealy of Sun, and Michael 
Dell of Dell Computers. 


m Indian IT's Rude Shock 

Indian techies get arrested, and na- 
tions protest over loss of IT-related 
jobs to Indians and India. 


m Jaswant's Moment 

The aristocrat among politicians 
presents his maiden budget— 
amidst cheers from the middle class. 
m Ratan Tata Retires 

The most-respected name in corporate 
India retires as Executive Chairman of 
Tata Sons. 


m Enter The Guru 
Bollywood discovers that crossover 





Like Beckham, American Desi... 

m Return Of The Native 

Global Indians converge in Delhi to 
schmooze and brainstorm at a 
Pravasi Bharatiya Divas. 
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2002-0 
that was 
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bt trends 


The Rs 5 Challenge 


Living on a Rs 5 per transaction guideline. 


























I- WAS WITH MIXED FEELINGS THAT I WOKE UP THAT 
morning—my wallet was reasonably full, but my 
editor had set a Rs 5 a transaction limit, the result of a 
particularly bright idea (at least, I thought so) I had sent 
in on companies launching products at price points be- 
tween Re 1 and Rs 5. “Live it,” I was told, “and write 
about it." And so began my sustenance-grade odyssey. 
Breakfast: As an out-of-town reporter at the start of his ca- 
reer living alone in Mumbai, this has never been a big 
meal for me. A Nescafe Redimix (Rs 3.00) and a packet 
of Parle G biscuits (Rs 2.00) suffice. 
Clothes: I find out I can get a packet of Ariel or Surf 
Excel for Rs 3.00 but use some Andersen-style accounting 
to convince myself that my monthly arrangement with the 
maid (and the half kilogramme pack of Tide—Rs 65) 
can't cost over Rs 150 a month, or Rs 5 a day. 
The Bath: The Lux soap alone set me back Rs 5, but it 
should last a fortnight and I propose to amortise its cost 
over that period. The Clinic Plus shampoo sets me 
back Rs 2.50. I am still within the limit. 
The Grooming: That amortisation thing comes to the 
rescue again: Fair & Lovely @ Rs 5.00 (yup, some men 
use it); Parachute coconut oil @ Re 1.00; and Lifebuoy 
- family talc at Rs 2.00 
_ The Commute: I am told you can travel reasonable dis- 
tances by bus for that amount in Chennai, Bangalore, 
and Delhi. My first class train pass from Borivilli to 
Churchgate cost just Rs 500, which works out to much 
less than Rs 5 a pop. 
Communication: I work out the day's communication 
strategy on my journey in. I shall only take mobile to 
mobile calls; use the office phone for all other calls; and 
not send more than five SMS messages. 
Lunch: I bribe the office peon with a cigarette 
(within limits) to buy a packet of Maggi (Rs 5.00) 
and cook it for me in the pantry. 

Medication: Noodles always give me a heartburn; 
this time is no different. I send the peon out for 
some antacid. He comes back with Eno fruit salt 
(Rs 4.00) and, since the pharmacist had no change, 
Nestle's Activ throat soother (Re 1.00). 

Tea: It is going to be 6.00, my ordeal is nearly complete, 
and I am ravenous. I can choose between Cadbury’s Five 
Star, Perk, or Dairy Milk (all Rs 5.00), Britannia's Little 
Hearts (Rs 4.00), and a Coke (Rs 5.00). I fudge and 
successfully pester my chief of bureau to sponsor a trip to 
the streetside chaat vendor. I still have some Eno left. 

DIPAYAN BAISHYA 
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CALENDAR 


Five [hings to 
Watch Qut For 
This Fiscal 


B AND | 
HPCL will be 

divested, and 
Reliance could 
get the off-the- 
shelf petrol-retailing infra- 
structure it has set its heart on. 


m india wil! 
. have a new 
finance secre- 





tary in June 
when 3i 
Narayan retires. The hunt is on 
m The Condi- 
tional Access 
System may 
finally be im- 
plemented; it 





will redefine the broadcast 
business in India. 


n Indian 
Hotels’ MD 
R. Krishna 
Kumar will 
turn 65 and 
retire; Executive Director 
Zubin Dubash could 
succeed him. 
m The VAT 
mess will 
continue to 


play itself out 
over the rest 
of the year. ARS the BJP 
has distanced itself from the 
pro-var brigade. 





DEBOJYOTI CHATTERJEE 
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Count on us 


Celebrate fun weekends... 


The Alto Celebration limited edition. Just a few of these great performers will be made. Fully loaded, this beauty 
has it all - style, speed and the best fuel efficiency in its class. All for a little extra. Hurry! They go really fast. 
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Two tone steering and Body coloured bumpers Body graphics Central locking Colour co-ordinated interiors 
aluminium coated dials 


AUTO 


Limited edition CELEBRATION : 
Available in Pearl Silver and Riviera Red Fun on the run : 


For a test drive call 1600 11 1515 (service available in Delhi, Gurgaon, Bangalore, Chennai, Hyderabad and Mumbai) or visit your nearest Maruti Suzuki dealer. Visit us at alto. marutiudyog .' 


Seagate © 


We turn on ideas 


presents 


business a ging 


MANAGEM AENT 


Mme 


As part of the BT Knowledge Management Forum, India's foremost business magazine, 


Business Today, brings to you the opportunity to share the experiences of visionary 
leaders, management gurus and business titans in contemporary areas of innovation, 


branding, strategy and change leadership... 


Come experience out-of-the-box thinking, at a one-day workshop 
on 15th April, 2003 at Hotel Imperial, New Delhi 
with Dr. Jagdish Sheth on 


‘Building Winning Brands’ 
Discover, Learn & Apply 


* The Rule of Three - Dr. Jagdish Sheth's latest best-selling book 


"One of the most provocative and original business books to come out 
in years. Whether your company functions in your industry as a generalist, 


a specialist, or is stuck in a ditch, you will find a catalog of strategies 


for surviving, reviving or prospering.” 


Philip Kotler 


Dr. Jagdish Sheth is among the top global marketing gurus and a pioneer in CRM, Telecom/ ITeS markets. 
He is a leading consultant to GE, AT & T, Coca-Cola, Ernst & Young, Ford, Pilsbury, Whirlpool and JWT... 


He is on the board of Wipro and an advisor to several reputed Indian Companies. 





Morning Session 


Afternoon Session - Vital Inputs 


Who Should Attend 


For Program Registration & Enquiries contact: 


Business Today - William Hu Ph: 011- 23736970-78 bg@intoday.com 
exchange 4media - Ravi Soni Ph: 9818266057 rsoni@exchange4media.com 


Participation Fees 
1 Delegate Rs. 7500/- 
3 Delegates from the same organisation Rs. 6500/- per delegate. 


5 or more delegates from the same organisation Rs. 5500/- per delegate. 


All cheques should be drawn in favour of ‘Living Media India Ltd.’ 


FOR MANAGING TOMORROW 





bt cover story 


. Ganesh Kapoor 


FAST FOOD 
RETAIL. 


New jobs in services could mean Rs 1,00,000 
crore in disposable income, but if the rest of 
the economy doesn't keep pace with services, 
this boom could be shortlived. py PRIYA SRINIVASAN 


Karishma Khanna 


CALL CENTRE, 
BPO 





From customer contact b 
telemarketing to medical 
transcription to claims 
processing to other BPO 
activities, India is really 
back-office to the world. 


With a clutch of MNC fast 
food chains and home-spun 
ones emerging, fast food 


retail is in the fast lane. 





Million Strong 
Services Explosion 


VEN AS YOU READ THIS SENTENCE, 33 MILLION FACES, GIVE OR 
take a few thousand, are wreathed in smiles. Some are in call 
centres smiling into their mouthpieces. Others are in shops 
smiling at customers. And still others are in restaurants, try- 
ing their bestest to be chummy with diners who just want to be left 
alone. There are more, in other places, and they’re smiling too. 


Anurag Jain 
DIRECT SALES — 





From cell phone connections to 
credit cards to houses, India's 
aggressive direct selling agents 
sell, well, anything. 
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Gaurav Gulati 


ORGANISED 
RETAIL. 


Organised retail is serious 
business, a good career 
opportunity, and the 
biggest hirer of them all. 





bt cover story 


THE ARITHMETIC | 


The sciénce behind the 33 million and Rs 1,00,000 crore- 
a-year numbers. 


ERE ARE FIVE, NO MAKE THAT SIX, IN A 
Qualis trying to set a new land- 
speed record for the distance between 
Delhi and Gurgaon, India’s official call 
centre capital. 
Here are a handful at the Barista out- 
let off Bangalore’s me Road. 
Here are several score at Chennai's 
Shoppers’ Stop. 
But 33 million? 
Actually, that’s a conserva- 
tive estimate. EARN 
Retail specialist KSA- 
Technopak claims retail chains, fast food 
outlets, travel and hospitality businesses, 
and banks, insurance firms and telecom 
companies employ around 43.5 million 
people, mostly in frontline sales functions, 
and largely (between 80 and 85 per cent), 
young people—in the 20-30 
SPEND age group, and more 20- 
aaa plus than 30-minus. India's 
association of software 4 
services companies es- 
timates that the ir-enabled services and 
BPO space employs around 1.60 lakh 
people. An unadventurous 75 per cent of 
43.5 million, plus the Nasscom estimate 
gives us a grand total of 32.76 million. 
The Rs 1,00,000-crore calculation is straight- 


forward: the average yearly salary of frontline 
sales pros—tet’s call them customer SP END... 

| jockeys—is around Rs 

1,00,000. Assuming that 30 
per cent of this is disposable or discre- 
tionary income, India’s 33 million cus- 
tomers spend close to Rs 1,00,000 
crore, money that goes in clothes, eating 
out and entertainment, electronics goods 
such as televisions and cp players, even 
motorcycles, cars, and in the rare case, 
houses. If the Indian economy hasn't gone un- 
der in these troubled times, surely, these 33 mil- 

lion have had a part to play in it? 


MOINAK MITRA 
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Welcome to the frontline of 
India's great services boom, an 
explosion of employment opps 
very different from earlier ones. In 
the 1980s, India Inc. discovered 
the wonders that MBAs could work, 
especially in marketing depart- 

ments. In the early 1990s, the 

financial services boom saw the 

salaries of Finance MBAs and 

chartered accountants zoom to 
stratospheric heights. And in 
the second half of the same 
decade, India's software services 
firms couldn't have enough engi- 
neers, never mind the hue. Now 
call centres, restaurants, fast food 
chains, direct-selling agents vend- 
ing cellular phone connections, 
mortgages, and everything in bet- 
ween, and organised retail out- 
lets are hiring graduates with no 
specific skills apart from those 
they can pick up on the job. 

Not convinced? Check with 
Mumbai-based call centre 
Epicenter that hires 200 agents a 
month. Or cellular major Airtel 
that does 300 for its customer 
contact department. Or cof- 

fee chain Barista that expects 
to double its workforce every 


- year. These are numbers that 


contribute their mite to the 
33-million calculation (See The 


Arithmetic). These are also, at 


once, numbers that indicate 
the emergence of a new consumer 
class and the creation of a new 
social order where easy pickings 
could prevent graduates from 
working towards long-term career 
goals. 


The Transient Affluent 

Marketers can smell the money. 
Bajaj Auto's Pulsar, a muscular sub 
200-cc bike with an extra-sized 
tank, is targeted at the very con- 
sumer segment. *When we 
launched the bike, we had in mind 
a consumer in his early 20s, with an 
income of at least Rs 10,000 a 
month, and who can easily opt for 
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THE PROFESSIONS 














CALL CENTRE Graduate Call Handling, Accents 
AGENT 

COFFEE SHOP/ Graduate/Diplomain ^ Serving Customers 
RESTAURANT/FAST Hotel Management 

FOOD CHAIN EMPLOYEE 

CUSTOMER CARE Graduate Customer Interface Skills 
AGENT 

FRONTLINE SALES & Graduate - Customer Interface Skills 
SERVICE REPS 

DIRECT MARKETING Graduate Product Knowledge 
AGENTS IN BANKS & 

FINANCE COMPANIES 


a hire-purchase scheme—it is service sector personnel 
that fit the bill,” says the company's marketing chief R.L. 
Ravichandran. The realisation that customer jocks 
make good money, explains Rashmi Varma, an asso- 
ciate director at market research firm ORG-MARG, has re- 
defined the concept of marketing to the young. 
Yesterday, companies would try and sell the young 
snack foods, all-terrain bikes, personal cassette play- 
ers, and sports goods. Today, the same segment is the 
target of companies selling beer, motorbikes and 
scooters, and mobile phones. And, oh yes, companies 
aren't averse to selling entire lifestyles. 

Most customer jocks stay with their reasonably- 
well-to-do parents and do not usually contribute fin- 
ancially to the running of the household. “Aspi- 
rationally too, this consumer has achieved the symbols 
of personal wealth that would have come to him in the 
late 20s," explains Varma. “He has leapfrogged into 
aspiring for cars and other trappings of wealth much 
earlier than he would have, say, five years ago." That 
makes the average customer jock an ideal target for a 
broad spectrum of products and services— "Primary 
membership credit cards, adventure tourism, online 
stock trading, photographic films, high-ticket electronic 
gadgets, mobile phones, computers, home theatre 
systems, bikes, personal finance, and music," as Ravi 
Kiran, Managing Director (South & West), Starcom 
(a media buyer), rattles off breathlessly. 

The action at the frontline of the services boom is 
reflected in product categories such as mobikes, fast 
food retailing, credit cards, and electronic goods, esp- 
ecially mobile phones and mid-end audio systems. 
*These categories have bucked the general trend 
and grown largely because of their young customers," 
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Agent—Coach—Team Leader— 
Assistant Manager (charge of 500 agents) 


Junior Exec—Exec—Territory 
Manager (charge of 4-6 outlets) 


Agent—Supervisor—Assistant Manager 


Customer Service Agent — Team Leader 
—Assistant Manager— Manager 


A lateral shift to banks 


says Sonia Pall, the Director of Client Services at re- 
search firm A.C. Nielsen's New Delhi office. Samsung 
India discovered this to its advantage. Its mobile 
phones are targeted at the *young at heart" 30- 
something customer, explains Anuj Kapoor, Head 
(Telecom), Marketing, but *last year, the youth seg- 
ment of the market actually outstripped the industry's 
100-per cent growth rate". 

The high attrition rates—over 100 per cent in 
call centres and between 20 per cent and 25 per 
cent in organised retail—in these businesses has 
prompted at least one Mumbai-based researcher who 
wishes to remain unnamed to term customer jocks, the 
transient affluent. His hypothesis has them moving on 
after a couple of years, studying further, and re-en- 
tering the consumption mainstream as a more per- 
manent consumer class with higher-paying jobs. 
Transient or not, they're affluent and marketers 
aren't asking too many questions. 


Wake of the Flood 
Will the Rs 1,00,000 crore shrivel up and vanish as the 
newly affluent transit? That seems unlikely. Customer 
jocks are part of the entire package services companies 
offer their customers. The restaurant business, explains 
Sanjay Narang of Mumbai-based Mars Restaurants— 
he runs 42 restaurants across Mumbai, Pune, and 
Chennai, including Dosa Diner, Just Around the 
Corner, Pizzeria, and Three Flights Up—is *no longer 
about food". *It's about the entire experience and 
that is why we keep hiring despite the fact that com- 
puters are used extensively in the restaurant business." 
The rapid growth in the number of restaurants, fast 
food chains, multiplexes, and organised retail outlets has 
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^ ^ You can always reach your 
loved ones wherever they are 


Every time you speak to a loved one, a friend or a 
business associate overseas through VSNL, you will 
experience an uninterrupted connection and crystal clear 
sound. Quality that has been perfected through | 20 years 
of experience and expertise in international connectivity. 
Backed by the latest technologies like TDM, VOIP and 
ATM, ensuring that you are on a network comparable to 
the best in the world. 

Small wonder then, that millions of Indians depend on 
us to make instant, clear and uninterrupted calls to over 
230 countries across the globe. 

Now, this world-class service comes to you as 
TATA Indicom and is backed by the strength and 
commitment of the TATA group. A commitment that 
promises to stay one step ahead and meet the growing 
demands of a modern, global India. 

So the next time you decide to make or receive an 
international call, you can be sure that we'll help you 
make the best connection. 


TATA 
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less to do with an expanding econ- 
omy (India's economy has grown in 
the past few years but not by much) 
and more to do with changing 
lifestyles of the country's teeming 
middle-class. “Disposable incomes 
on the whole are actually down,” 
agrees Mahesh Vyas, the Chief 
Executive Officer of economy- 
tracker CMIE. “It is a lifestyle change 
that is driving growth.” Increased 
exposure through media and over- 
seas travel facilitates the change and 
it manifests itself in the growing 
willingness to pay for convenience 
and comfort. 

Even traditionally product- 
driven businesses are focusing on 
service add-ons that can act as dif- 
ferentiators in these trying times 
and attract customers. “Whether 
you are selling groceries or a finan- 
cial product, you have to bundle it 
with a service today,” says Subra- 
monia Sharma, the director in 
charge of entrepreneurship devel- 
opment at the Indian School of 
Business, Hyderabad. 

Neither of these—the chang- 
ing lifestyles and the bundling of 
products and services—is a re- 
versible trend. Both are delinked, 
at least in the short-term, from 
macro-economic factors that de- 
termine the growth rate of an 
economy. And while some cus- 
tomer jocks quit to go out and 
get an education that will help 
better their career prospects, most 
are happy to continue. The US, 
for instance, has more shop assistants than invest- 
ment bankers or advertising execs, and that is the 
way it will be in India too. 

The number of customer jocks, then, will con- 
tinue to grow (See The Boom That Will Be). As will 
their contribution to the economy. So, why isn’t 
everyone smiling? 


All Dressed Up & Nowhere To Go 


Meet Mumbai-lad Chetan Sharma, 23, a market re- 





searcher by qualification and a call centre executive by - 


compulsion. À year ago, with no market research firm 
showing the slightest inclination to sign him on, he 
joined a call centre. The money was good: at 
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1HE COMPARISON. 








Just how well paid are India's customer jockeys? 


qe DOMINATE THE SERVICES SECTOR IN THE US, FILLING IN SECOND JOBS, 
even third ones for a few hours a day for that little extra. 
"Unemployment rates in India are so high that we don't need to do 
this," says Ravi Deol, the ceo of coffee chain Barista. Still, salaries 
in India are a fraction that in the US. ksa-Technopark estimates that 
a shop-floor assistant in India could earn between Rs 4,000- 
6,000 a month, much lower than the $1,500-2,000 (Rs 72,000- 
96,000) a similar position in the US would fetch. And Nasscom esti- 
mates that an entry-level call centre agent in the US earns about 
three times what an employee at a similar level in India would 
(around Rs 12,000 in India and Rs 36,000 in the US). The call 
centre and Business Process Outsourcing types, then, are better off 
than their American counterparts if purchasing power parity is taken 
into consideration (a rough and ready comparison can be effected 
by multiplying the Indian salary by 5). Organised retail is a differ- 
ent story altogether—even after factoring in purchasing power, 
Indians employed in the sector earn between a fourth and fifth what 
their counterparts in the US do. 


PRIYA SRINIVASAN AND MOINAK MITRA 
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Rs 10,000 a month it was more than double what he 
would have earned in market research. A year and a 
promotion later, Sharma now heads a team of 10 
agents and earns Rs 14,000. But he’s far from happy— 
for those interested in semantics, he is at best content 
in a very very unhappy sort of way. “I don’t see a future 
in the call centre business,” he rues, “and it is too late 
to start from scratch in any other profession.” Late, at 
23? Actually, it isn't but Sharma has reasons for staying 
stuck: “No other job will offer this kind of pay and the 
fixed hours, so I don’t want to leave; basically, I have 
stopped thinking long term.” 

With most sectors of the economy caught in the 
grip of a near-recession, there are few jobs going. 
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Ergo, everyone from chartered accountants to elec- 
tronics engineers competes with plain vanilla graduates 
for customer jock positions. And once they are there for 
a few years, they stay in the business—they can move 
companies yes, but few can switch careers without go- 
ing back to school. isB's Sharma believes that this 
could be because these jobs require few skills, “apart 
from being friendly all the time or learning to talk on 
the phone." K. Vijay Rao, the Chief Executive of 
Mumbai-based call centre Epicenter argues that agents 
in the US pick up cross-selling abilities across sectors 
but, without much pressing, concedes that “this kind 
of value-addition isn't happening in India today". 
That would appear to fit in very well with a growing 
school of thought that the frontline of the services 
boom creates many jobs but few careers. 

Not everyone is willing to go with that argument. 
Ravi Deol, the Managing Director of India's own 
Starbucks, Barista—it boasts 130 outlets and will 
add 100 more in the next year—believes the pace of 
growth in the food retailing business will offer sub- 
stantial growth opportunities to his employees. "Career 
progression is very important for these executives 
and the pace at which we are growing makes it pos- 
sible for them to grow with us." And Bala Bala- 
chandran, professor of accounting at Northwestern 
Univ's Kellogg Business School and a long-time India 
watcher believes the Indian services sector is set to 
boom. *In the US, the services sector accounts for over 
85 per cent of GDP today; 20 years ago, it accounted 
for less than 40; the statistics are clear as to where the 
bees are seeing the honey." 

Both Deol and Balachandran are right. With some 
service sectors growing at rates in excess of 60 per 
cent, there is no dearth of career-growth opportuni- 
ties. And high attrition rates have forced companies to 
focus on employee-retention strategies. These could 
range from creating *a fun at work atmosphere" as 
Atul Jhamb, the Chief Operating Officer of Airtel’s 
Mumbai operations, puts it, or helping call centre 
agents acquire additional educational qualifications 
while still on the job as several call centres are trying to 
do. Still, as Epicenter's Rao admits, “Real retention is 
possible only when people see this as a viable caréer op- 
tion." And that could take some time. 


It’s The Economy, Stupid 

If this is to be a happily-ever-after story then other sec- 
tors of the Indian economy, notably manufacturing will 
have to grow. That would result in the growth of 
the overall economy, enabling customer jocks to grow 
laterally within their chosen careers (at the least, it 
would mean more money), or move into relevant 
roles in other sectors. 


RITESH SHARMA 





SOCIAL COST 


India, detractors say, is encouraging the 
creation of a race of under-achievers. 





ME SAMIR DESAI, A 22-YEAR OLD WHO 


signed on at a multiplex last year. He 
was to function as its cashier, would earn Rs 
10,000 a month, and the hours were good. 
He maintains that he "basically wanted a job 
that would pay well, have fixed hours and 
that wouldn't require too much brainwork." 
Nothing wrong with that. Only, as 
Subramonia Sharma, the director of entre- 
preneurship development at Hyderabad's 
Indian School of Business, puts it, "Once 
into these jobs, the achievement goal un- 
dergoes a change; the kids stop aiming 
for specific. career goals and get caught 
up with the lifestyle trappings this money 
can bring—beer, bikes, and whatever else 
is in vogue with the peer group." In most 
jobs of this nature that have been created, 
says Purva Misra, a senior consultant at HR 
consulting firm Hewitt Associates, "there is 
no growth beyond three levels." The pres- 
ence of MBAs from second-tier B-schools, 
chartered accountants, engineers, even 
doctors in call centres, frontline sales, and 
customer-interface positions proves that 
Sharma isn't far off the mark in his as- 
sessment. Still, what's the option? 
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It would also keep employment 
opps at the frontline of the services 
boom going, creating openings for 
people who would otherwise end 
up in low-paying jobs elsewhere. 


1HE BOOM THAT WILL BE — 


India's services boom and the resultant explosion in 
employment-opps are here to stay. 





ee ee i 
e L- 


Most importantly, it would ensure 
that there is enough opportunity 
for employment in other sectors 
to prevent professionals such as 
engineers and chartered account- 
ants from turning to frontline cus- 
tomer service jobs. 

None of this is happening to- 
day. Pratham Sen is an electronics 
engineer who graduated in 2001. 
With few jobs going, he signed on 
at a call centre. He quit a few 


HE PAST TWO YEARS HAVEN'T EXACTLY BEEN GREAT ONES FOR THE 

Indian economy but you'd never know that if you looked at the 
services sector—it grew by 6.8 per cent in 2001-02 and by 7.1 per 
cent in 2002-03, as compared to the overall economic growth rate 
of 5.6 per cent and 4.4 per cent. That has meant jobs—manning 
counters at multiplexes or the aisles in supermarkets, serving cus- 
tomers at restaurants, fast food outlets, pubs, and coffee bars, inter- 
acting with customers, both local and international, over the 
phone, and selling a range of services from cellular connections to 
auto loans to mortgages. With the services sector estimated to grow 
at / per cent in 2003-04 and 7.2 per cent in 2004-05, this 


months later to prepare for his 
MBA entrance tests. Today, he has 
signed on with another call centre 
while he waits for the results. 
"Almost 40 per cent of the agents 
at my call centre are engineers," 
says Sen. “And there are some 
chartered accountants too." Sen 
couldn't find a job because, pre- 
sumably, the Indian manufacturing 
sector is in poor health. “Although 
these (services) sectors are growing, 
aggregate employment has stag- 
nated and the manufacturing sec- 
tor is laying off people," says 
CMIE's Vyas. "These sectors cannot 
make up for the loss of jobs in 
manufacturing—they can at best 
take the pressure off manufactur- 
ing for some time." 

That could be one reason why 
the Rs 1,00,000 crore customer 
jocks spend every year hasn't had 
the kind of impact it should have 
had on the larger economy (the 
number, after all, represents 
around 4.3 per cent of India's 
GDP). The exact mathematical relationship between 
the two isn't known, but in the recent past, for 
every few services job created, a manufacturing job 
has been lost (although there is no causal relationship 
between the two). 

The services sector will continue to grow in the 
short-term, and with it, the number of frontline jobs 
and the salaries on offer but over time, the absence of 
growth in other sectors of the economy will begin to 
take its toll. Salaries in services could stagnate, even 
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trend is likely to continue. Don't write this boom off yet. 


ASHISH GUPTA 





fall. New jobs could dry up. And those wishing to 
move out of frontline services jobs could find no way 
out—much like call centre agent Sharma who claims 
he is stuck. No one wants that to snowball into an en- 
demic sector-wide issue, but if the economy as a 
whole doesn't grow, that is exactly what could hap- 
pen. The smiles are still very much in evidence in the 
frontline but they could soon vanish. & 

(Names of some customer contact personnel bave 
been changed on request to protect identities.) 
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OWER gets top rating at internationally accredited lab. POWER, the petro! with special additives from Hindustan 
»troleum, was recently tested at an internationally accredited lab in Germany. It was concluded that usage of POWER 
duces intake valve deposits in an engine to 3 mg/valve. By international standards any petrol that reduces 
posits to less than 10 mg/valve, is considered a top performance petrol. No wonder POWER results in a healthier and 
saner engine, more mileage, easier acceleration and less emissions. No wonder, it has received a tremendous response 
ym the consumers. Get a tankful of POWER. It costs just marginally extra. But it saves you a lot in the long run. 


)WER is available at select Club HP outlets in Mumbai, Delhi, Kolkata, Chennai, Bangalore, Hyderabad, Ahmedabad, Pune and over 40 other cities 


POWER is among the world's best-performing fuels. 
And that's an international verdict. 
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Levi’s Jeans: 
Made in Bangalore 


ANGALORE, IT OF THE DRYING-UP-GARDENS, 
pubs-by-the-handfuls, and techies-you-may- 
trip-over fame, has a secret. And it's a big 
one—think of a business of some Rs 4,800 
crore and 300,000 people tripping along at 
a low 30s growth rate over the past three years. The 
growth rates match, but that's about all—300,000 is 
six times what the city's glam-biz, infotech, employs. 
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Observers used to 
spotting infotech and 
biotech fauna at 
coordinates of 
12*58'N and 77?35'E 
have a new trend to 
report—Bangalore is 
rapidly becoming 
India's apparel 


capital. 
BY VENKATESHA BABU 


This is Bangalore's booming ready-to-wear indus- 
try, an anachronism of sorts in a wannabe-metropo- 
lis (it may already be one, but the people who decide 
on such things in India seem reluctant to recognise the 
fact) that desperately wants to be the centre of grav- 
ity of India's knowledge businesses—education, in- 
fotech, rr-enabled services, healthcare, bioinfomatics, 
and biotechnology. 
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@ Bangalore accounted for almost 20 per cent of India’s 
Rs 25,200-crore apparel exports in 2002-03. As the growth rate will aver, this is one 


business that hasn’t slowed down in the 
early zeroes—Karnataka government data 
puts the number of garment exporting units 
that have come up in the state since 2000 at 
120. G.D. Agarwal’s is one of them. The 60- 
year old Agarwal, a soft-spoken, first-gen- 
: eration apparel export baron founded Sonal 
euntem aa oap a en Wa bangi Manaan, DN [ Garments in Mumbai in 1978. Today, with 

export sales of Rs 150 crore, the company is 





E Almost 14,000 of India's 30,000 factories making ready- ee ee 
to-wear garments are located in Bangalore. They employ Rarer o> NOI Rene) Cecio Bae 
pand Sonal’s operations he looked outside 

around 300,000 workers—10 per cent of the total number Mumbai. Costs were rising in the megapolis 

of people employed by the sector in the country. and he was sure there was a better option 

lI Most domestic softwear majors—Arvind Garments, Indus SS on ee ^is caduta 
League, Madura Garments, Personality (it owns the Weekender Industrial Area facility in Bangalore's indu- 
brand), Wearhouse—and multinational Levi Strauss are strial heartland turns out 25,000 garment 
located in Bangalore. pieces a day, compared to the Mumbai one 
does 6,000. Agarwal can’t stop talking about 

Bi Companies that source garments out of India—like Tommy the cluster-economics (several garment man- 
Hilfiger and Nike—have set up their buying units in the city. ufacturers are based in the city) that makes 

| Bangalore the number one destination for 

II Work is afoot on two apparel parks being created by the state apparel companies. “This enables the avail- 


government along the lines of its successful IT and Biotech parks. ability of the right talent at the right price,” 
he gushes and proceeds to rattle off the 
eee — other things the city has going for it: “a re- 


e 


e td ceptive state government and a peaceful 
and productive labour force." So there. 
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Wi Infrastructure costs associated The New New Fling 
with garment manufacturing are a The apparel business has been a fixture on 
third those in Mumbai and Delhi. Bangalore's business topography. Long be- 
The City's living conditions make ~ fore the city had its first pub—for the record, 
professionals amenable to relocat- Ramada, which emerged on the scene in 


1982—it, along with Chennai, Tiruppur, 
ing there. And the weather prevents Delhi, and Mumbai were the main centres 


soiling of garments and Saves between for garment production in India. Only, 
2 and 4 per cent of production costs. “most fresh investments happening in the 


sector are taking place in and around 
Bangalore,” explains Sriram Srinivasan, the 





Æ Bangalore is home to National Institute of Fashion Technology 


(NIFT), Apparel Training and Design Centre, and some six Managing Director of Indus League. 
other schools that offer courses in fashion technology. With Srinivasan, a professorial 48-year-old who 
six colleges affiliated to Bangalore University offering an helped Madura Garments establish base in 
under-grad degree in fashion tech, the city boasts a steady the city in the late 1980s—in the city’s head- 
supply of cutters, trimmers, finishers, even designers. hunting community Srinivisan was, arguably, 

the most sought after exec before he left 


^ India for a stint with Indonesia's Polysindo 


E The cosmopolitan in the mid-1990s—believes the presence of 


profile of the city | Sas every one of India's leading apparel com- 
companies claim, helps | : panies, with the exception of Raymond's 
them spot emerging fashion j adds to Bangalore’s softwear appeal. 

trends in the domestic market. M Still, that's an appeal built around the 
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With Arrow, Lee, and a clutch of home-grown brands such as Ruggers, Newport, 





ARVIND PRANPS and Flying M Machine, Arvind has ibd: been the lo apparo wA s bridesmaid f SEHE 

MADURA With revenues of Rs 360 crore in 2001-02 and a marketshare of more than 50 per cent in the 

GARMENTS premium branded ready-to-wear ar market, Madura is the big daddy of apparel companies MADURA GARMENTS 

PERSONALITY Its flagship brand Weekender hopes to touch Rs 45 crore in sales this year. WEEKENDER 
That's an agen 3 sorts for a brand with a oya pa eik on the rope sony? 

LEVI STRAUSS Levi's and Dockers are successes in their own n fight even in price conscious India. Still, the Indian 

(INDIA) — subsidiary of the MNC can afford to bet on India's large potential 





is now focussing on a big northern push 


The privately held company v won t give out numbers but claims itis is on course eto achieving the 
INDUS LEAGUE — targets promised to its venture capitalists. Still largely available in southern India, the company 
0 








cold calculus of business models. Courtesy the legacy of 
history, the garments industry in Mumbai and Delhi are 
still largely *piece-rate' driven as industry insiders refer 
to it. In manufacturing lingo that is the equivalent of 
unit-production as opposed to the efficient assembly line 
production process pioneered by a certain Henry 
Ford. The factory-style of garment production, in 
contrast, has always been popular in Bangalore. As 
in almost any other business, automated production 
equals better quality and inventory control, higher ef- 
ficiencies, and lower costs. That could explain why com- 
panies that were initially content to move their corpo- 
rate HQ to Bangalore are now doing the same with their 
production facilities. Srinivasan would also like to 
believe that “unlike most apparel companies in Mumbai 
or Delhi that are family-managed, those in Bangalore 
are run by professionals”. There could be some sub- 
stance to that. Arvind garments vet Govind 
Mirchandani now heads Personality, the company 
that owns the Weekender brand and which is, in 
turn, owned by Gokuldas Images, a family-owned ap- 
parel exporter. 


The Supply-Side Equation 

Four hours (203 kilometres) from Bangalore lies 
Salem. This Tamil Nadu city is famous for its man- 
goes—they are huge, retain their green colour when 
ripe, and boast a unique chalky-sweet flavour—steel 
and processed yarn and fabric. There's a strong geogra- 
phical case, then, for apparel manufacturers to put 
down roots in Bangalore. Personality's Mirchandani be- 
lieves the city will come into its own, not just as a na- 
tional, but a regional centre of garment manufacture 
once quota restrictions—countries have quotas on the 
volume of garments other countries can export to 
them—go in 2005 as stipulated by wro. Bangalore, he 
claims, has enough attractions as a centre of garment 
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manufacture to attract exporters who currently oper- 
ate out of Pakistan, Bangladesh and Sri Lanka. *This 
may sound far fetched now,” he admits, “but apart from 
labour differential, where countries like Bangladesh have 
a slight advantage, Bangalore scores high because of 
higher productivity and quality.” 

The S.M. Krishna-led Congress government in the 
state, an opportunist in prefixing a sector to the word 
capital and hard-selling Bangalore to potential in- 
vestors, domestic and global, has been quick to catch on 
to the trend. Today, says Satish Mahajan, the Chairman 





Govind Mirchandani, 
Head, Personality 


“Apart from labour differential, where 
countries like Bangladesh have a slight advan- 
tage, Bangalore scores high because of higher 
productivity and quality” 


of the Clothing Manufacturing Association (South), 
"the state government is aggressively wooing ex- 
porters." *The harassment from regulatory authorities 
is minimal and there is a special Green Card Scheme to 
facilitate movement of goods from organised ex- 
porters." That may seem inconsequential but as 
Mahajan adds, “all of us in the apparel business work 
to tight deadlines—5o, a scheme like this that speeds up 
the delivery-process helps." 

As for the government, it isn't the glory associated 
with being India's apparel capital it is after, although 
that is very much part of the equation. *The state 
government is clued into the employment-generation 
potential of this sector," says K. Thimmarayappa, the 
Managing Director of Visvesvaraya Industrial Trade 
Centre, the government arm that oversees exports. It 
isn't just employment that is on Thimmarayappa's 
mind; it is the other e-word, exports. Today, apparel 
is Karnataka's second highest export, after the elec- 
tronics and computer software segment. That number 
could be higher than the documented Rs 4,800 crore, 
says Mahajan. Several companies have corporate offices 
in Delhi and Mumbai, he explains, reeling off names 
such as Leela Apparels, Richa & Co, K. Mohan & Co 
(Exports), and Shahi Exports, but their manufacturing 
facilities are based in Bangalore. “In three years,” 
adds Mahajan, by which time exporters will have to 
show the point of manufacture, *Bangalore's apparel 
exports could touch Rs 10,000 crore." 

There will be other Indian cities that run Bangalore 
close but man-made factors apart, the city has just 
the kind of climate for apparel manufacture. Its more- 
temperate-than-temperate ambience, claims Suparna 
Mitra, the Head of Lee (part of Arvind Brands), is 
just right for some garment-types. *Chennai is a serious 
competitor," she agrees, *but because of climatic con- 
ditions there, some garments soil easily and have to be 
manufactured in Bangalore." 

The business of fashion is all about keeping pace 
with trends and Bangalore, swear apparel-execs, has 
what it takes to do that. By keeping an eye on the ex- 
port activity, explains Vasant Kumar, Vice President 
(Marketing), Madura Garments, “companies can pick 
up fashion trends”. “In most cases domestic trends 
trail international ones by a season.” And the city is a 
great place to test out new styles, adds C.S. Surya- 
narayanan, Country Manager, Levi Strauss (India). 
"Levi's is a trendy youthful brand; Bangalore represents 
this image; we test market our wares and try new in- 
troductions to the Indian market first in Bangalore as 
It gives us an accurate barometer of whether we need 
to fine tune our strategy." 

The usual complaints about power, rather the lack of 
it, linger (garment manufacture, especially that of bot- 
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C.S. Suryanarayanan, Country Manager, Levi Strauss (India 


"Levi's is a trendy youthful brand; Bangalore 


represents this image. We try new introductions in 


Bangalore as it gives us an accurate barometer ` 


toms, is a power-intensive process). The quality o! 
roads is another area of concern— Bangalore doesn't 
have a seaport and exports have to be routed through 
Chennai or Mangalore. And the presence of an inter- 
national airport—one has been in the works tor some 
time now—will help buyers from international fashion 
labels to wing into Bangalore direct. The state's industry 
minister R.V. Deshpande makes all the right noises. 
Everything that needs to be done to retain existing com- 
panies and attract new ones will be done, he promises. 
Roads will become better. The state's power infra- 
structure is being upgraded. And the international air- 
port project is on course to achieve financial closure. 
“We are committed to ensuring that Bangalore does be- 
come the apparel capital of not just India but the 
world," he promises. That may be typical politico 
speak, but India's Silicon Alley has shown that it is no 


minnow in the softwear business. 
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a trip with a story about the salesman he visited. 

Now in his late 50s, the fellow had been a 
proven performer since early in his career, hitting his 
numbers and accumulating bonuses at a prodigious 
clip. His sales approach was direct to the point of 
being confrontational, which he justified by saying 
that most clients were secretly relieved to be told 
what they needed to buy. “And if they don’t go 
along with me, that just proves they weren’t ready 
in the first place,” he liked to quip. 

A famous character in his company, to the point of 
being nicknamed The Hammer, his success was such 
that his techniques and tactics had long ago been 
codified and distributed to entry-level sales people. And 
yet, when our executive stopped by for a call, he was 
in for a surprise. The Hammer had traded in his 
trademark sportcoat and tie for a sweater, was hun- 
kered over a computer terminal with an earnest young 
employee from tech support, and had removed from 
his office walls and shelves all the plaques and framed 
photos chronicling his successes. What amazed the ex- 
ecutive most, however, was that the salesman spent the 
first 10 minutes chatting. No hardsell. No push. No im- 
patient checking of his watch. Spooked, the executive 
finally blurted out: “What’s happened? Where's the old 
hard sell? Did the company ask you to change?" 

The Hammer replied: *I just got tired of being 
good. Started to wonder what it would take to be great. 
Decided to go for it." 

The fact is, The Hammer had hit the nail on the 
head. Unfortunately, he's one of the few who have the 
ability to make what may be the hardest call in busi- 
ness: the decision to change what you do best in order 
to do it even better. 

Few companies or managers have the patience to 
trade short-term wins for long-term gains. Proven 
results trump projected improvements. “If it ain't 
broke, don’t fix it” is enshrined as a mantra in our cul- 
ture. In most cases, this conventional wisdom will 
prevail; many times, it should prevail. 

But not when you want to get to the next level, 
break out of a rut, or change the trajectory of a career 


Rss AN EXECUTIVE FRIEND RETURNED FROM 
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The Road To Greatness 


It's difficult, but sometimes you need to change what you do best to do it even better. 


or company. As a species that has succeeded by dint of 
our reliance on paradigms, we tend to grow overreliant 
on old formulas, old ways. 

Change, of course, drives us to abandon certain of 
our holdover habits. In the past century, human beings 
have proved extraordinarily flexible, regularly deny- 
ing predictions about our ability to adapt to tech- 
nologies and trends such as the enfranchisement of 
women and minorities, labour laws regarding children, 
the shift from individual businesses to corporations and 
back again. But when it comes to individual change, the 
resistance is greater—not least because, for many, 
our habits seem to “be” us. 

A few years back, we were treated to the spectacle 
of the world's best young golfer seemingly choosing to 
risk everything he'd achieved in an already legendary 
career to fix what wasn't broken. People today have al- 
ready forgotten that when Tiger Woods was at the top 
of his game, he stopped and made significant swing 
changes because he was dissatisfied with certain aspects 
of his game. There was a predictable outcry: Here he'd 
just won the US Open by 12 strokes and was con- 
tending in every tournament he entered. What business 
did he have dismantling his game and starting over? It 
was a flaw, a case of compulsive tinkering—something 
with which all too many golfers are acquainted. 

Tiger took the heat. He waited out the second- 
guessers through a sophomore season that was called 
disappointing (although for any other golfer it would 
have been a solid success). And when his changes 


. took effect, he dominated as never before. 


The thing was, Tiger understood the mechanics of 
his swing and saw where his habits fell short. He 
could anticipate the day when his shortcomings 
would interfere with his ability. He also, evidently, 
grasped the crucial fact that if he waited for his flaws 
to come to the surface, it would be much more dif- 
ficult to fix them on the fly. That's what we all have 
to do, because if we want to do our best, we have to 
accept that being good just isn't good enough. 


€ Mark H. McCormack. All rights of reproduction in any 
form are strictly reserved. 
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system innovations. 


We'll help you master the art of leaving the competition behind. 
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€ Process Management € And much more 
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| EN Her parents 


4M cursed the 
day she was born. 


So does she. 





Children without any life. Children without any future. 
Children without any reason to celebrate. You see them 
all around you. But while you are concerned, you may 
not know how to help them. You may also not be sure 
if your contribution will actually bring a change in the 


lives of these girls or it will go waste. 
To help you help these little girls, there is Amitasha 


A Foundation for the underprivileged girl child, Amitasha 


is one of the many concerns of Amity Humanity Foundation 


On its own, and through concerned individuals like you, 
we try to give these girls something more than just 
education, clothes and healthcare. We endeavour to give 
them love, confidence and a feeling of belonging. A life 


which is worth living. 
Yes, you can give her a reason to celebrate her life. 


You can 


Dr. Ashok K. Chauhan 

Founder, Amity Humanity Foundation & Amity Institutions 
Chairman, AKC Group of Companies 
drchauhan@akcgroup.com 





Nurturing the girl child 


A project of AMITY 


Call 011-24699700 or visit www.amity.edu 
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Interview With 


CEO and Managing Partner, 
PricewaterhouseCoopers 
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“We See A 
Trend Towards 


Fewer Risks” 


LOBAL CEOS VISIT INDIA FOR VARIOUS 
reasons. Some come to lobby the gov- 
ernment, others to meet customers, still 
others to review operations. Very few 
CEOs, however, come to India to rebuild 

the trust of the local market and their local employees. 
If Samuel A. DiPiazza Jr was in town to do just that, at- 
tribute it to the profession he belongs to—accounting. 
The 52-year-old global CEO and Managing Partner of au- 
dit firm PricewaterhouseCoopers (PwC) was in India re- 
cently. He spoke to Business Today on the aftermath of 
Enron and the new audit order. Excerpts: 


So, is it a better and safer audit world out there today? 

In the past five-to-ten years we found ourselves in an 
environment that was conditioned for a series of prob- 
lems. Especially in the US, where we had a stockmar- 
ket that was overpriced...and everybody knew it. We 
had an environment of proliferation of stock options. 
And when, all of a sudden, the economy became much 
tougher these issues came to the fore. 

Today, I think it is a better capital market bec- 
ause of some of the changes. But I do not think we 
are going to change this environment unless we 
deal with issues of disclosure and accountability. We 
still have the same accounting standards as we did 
before and I believe some of those are at the root of 
the problems we have seen. So, no I don’t believe it 
is perfect (out there). 


Thanks to all of 2002's scams people believe auditors are easy 
dupes or hand-in-glove with the management... 

There are two issues here. First, you have very complex 
accounting standards, especially in the US where they are 
heavily rule based. This creates a situation where financial 
engineers, investment bankers, people inside companies, 
even accountants would operate in a way to present the 





best picture. This is often not consistent with the eco- 
nomic transaction. So, in all these cases it is not that the 
accountant was being fooled but that the standards 
were so complex that they allowed reporting that was 
not so consistent with the economics of the transaction. 
Second, it is fair to say that if management decides to 
mislead the accountant, it will take time for the accou- 
ntant to find out. Audits are not designed to uncover 
fraud; they assume some level of honesty and integrity. 
Skeptical audits can find fraud, but not in every case. 


The scams seem to have been restricted to the US. Europe, 
with its principle-based accounting, has come out unscathed. 
(Piazza looks to Willem Brocker, the Global Managing 
Partner in charge of markets, who is present in the 
room and he responds.) | would not say all is perfect 
in Europe. They still have a fragmented approach to 
governance. But some of the things Sam referred 
to—the obsession with quarterly results and prolif- 
eration of proforma statements and stock options 
have been largely US-phenomena. There is no doubt 
that we have not seen major scandals in Europe. 
There have been business failures and audit failures but 
nothing of the scale in the US. 


Will all this be forgotten with the next boom and will com- 
panies get back to their not-so-good ways? 

You are right. Another market rise, and we run the risk 
of the same problems. We have Sarbanes-Oxley and 
other good pieces of regulation that will improve the 
landscape but we need to move away from our obses- 
sion with quarterly results. 


There is a school of thought that all these new regulations are 
overly stifling and that growth suffers as a result. 

We see a clear trend among boards and managements 
to take fewer risks today—to be more concerned 
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about processes because of the liability and regula- 
tion, and less focussed on opportunities to grow and do 
good business. And maybe that's because of the econ- 
omy but if it is because of over regulation then the re- 
covery will be much slower coming. You can already see 
this. I go to more board meetings than anyone else— 
boards are struggling to provide good business advice. 


What about the issue of the auditor being consultant too? 
Wasn't that one problem with the Andersen-Enron relationship? 
It was a tragedy to have Andersen destroyed. I am 
not trying to support what Andersen did or did not do. 
It was a proud and solid firm. Some people made 
some mistakes and they should have been held ac- 
countable, but to have destroyed Andersen through the 
indictment, I think, was an overreaction. Auditors 
should be held responsible but it was not right to des- 
troy the company. 


| Hasn’t that made consulting a four-letter word in the audit 
business? For instance, PwC recently hived off its consulting 
arm to IBM in what is being described by several analysts as 

a knee-jerk reaction. Won't growth suffer as a result. 

It (Consulting) has been a good business for years. But 
over the last five years our fastest growth business 
| was not management consulting. It was tax I 
= don't accept the argument, “you audit so 
= youcan consult”. Auditing is a very good 
— business for us. We separated it because 
we felt the public perceived a conflict 
and we wanted to remove that. 


9? “Our consulting is 
focussed around 
our competencies— 
accounting, risk 
transactions, tax, 
and controls.These 
are all businesses 
that add to a 
quality audit" 

















But you still do other stuff. Won't that be seen as a conflict? 
I believe we have to be careful with that. Audits are 
complex and require people with multiple skills. If 
you turn an audit firm into one that just uses acco- 
untants to audit you are not going to get the skills that 
are required for high quality auditing. Our audits are of 
a higher quality because of the other multi-compe- 
tency skills we bring to the table. 

But do understand we have dramatically reacted to 
this environment. We have disposed off almost 40 
per cent of our firm (in terms of employees) in the past 
months. This hasn't just been in management con- 
sulting. It has been in a number of businesses. However, 
tax has always been a part of the auditing compe- 
tency. We think we have the right balance now. Our 
consulting is focused around our competencies—ac- 
counting, tax, controls, risk transactions. These are 
all businesses that add to a quality audit. 


Did it have to take a scam for audit firms to realise that it was- 
n't right to mix audit and consulting? Surely, the debate on 
self-governance should have helped them come to this con- 
clusion long ago? 

If Andersen hadn't done consulting for Enron, would 
they have got themselves into this mess? Actually, you 
do not need a consulting project to corrupt you. The au- 
dit fee is large enough to corrupt you if you aren't a per- 
son of integrity. 

But who should do audits? You could get govern- 
ments to do them, but then I think you would get 
poorer results. In fact, I think the capital markets 
would pay a huge price. If you turn us into a business 
that does not have the competencies to do what it is 
supposed to, it will affect the quality of our work. 
Many of our people, when not working on audits, 
do risk consulting and tax consulting. This gives them 
(the kind of) experience that makes our audits better. 


Why did PwC develop cold feet over going it alone with a 
consulting arm, Monday? That, after spending a small for- 
tune on launching the brand. And why was the division 
with estimated revenues of $4.9 billion in 2002 sold to 
IBM for a mere $3.5 billion? 

(Laughs). Yes, Monday was sold on Tuesday. But, 
l've heard these comments. We are still very pleased 
with the transaction. 


Despite the price? 

Last year, it was very important to separate this business. 
Yes, if we had sold out a few years earlier, to Cap 
Gemini or HP for stock, and you look at the value of 
the stock today, we would have got a great deal. But we 
sold for cash. And our consultants are happy. They now 
work with world-class people. Ef 
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ORE THAN EIGHT DECADES AGO, TO BE PRECISE, 

in 1919, a year after the end of World 

War I, the then President of the US 
Thomas Woodrow Wilson had raised a rhetorical 
question that has become more valid than ever be- 
fore. He had asked: “‘Is there any man, is there 
any woman, let me say, any child here, that does not 
know that the seed of war in the modern world is in- 
dustrial and commercial rivalry?" 

Only the most gullible supporters of the Bush ad- 
ministration believe that the US-led war on Iraq is 
aimed at destroying the so-called weapons of mass 
destruction with the Saddam Hussein regime. Who 
does not know that first, the attack on Afghanistan 
and now, the invasion of Iraq, have been moti- 
vated by America’s desire to control the world’s 
reserves of oil and gas—especially the hydrocar- 
bon reserves of the Middle East and Central Asia? 

The US currently guzzles as much as one-fourth 
of the world’s total consumption of petroleum 
products while possessing barely 5 per cent of the 
planet’s proven reserves of fossil fuels and an 
equal proportion of the earth’s population. A 
University of Wisconsin academic Rob Nixon went 
as far as to argue in The New York Times that 
over the last 70 years, oil had been responsible for 
more of America’s “international entanglements and 
anxieties than any other industry" and that oil 
"continues to be a major source of America’s 
strategic vulnerability and of its reputation as a 
bully, in the Islamic world and beyond". He argued 
that the insatiable US appetite for foreign oil—more 
than half the oil used in the US is currently im- 
ported—“‘has created a long history of unsavoury 
marriages of convenience with petro-despots, gen- 
eralissimos and fomenters of terrorism". 

More pithy is novelist John Le Carre’s remark: 
"What is at stake is not an axis of evil, but oil, 
money and people's lives." In an article titled 
The United States of Oil in the online magazine 
Salon, staff writer Damien Cave argued that it 
was common knowledge that the Bush adminis- 
tration's ties to the oil industry “are as deep as an 
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Bush's Dirty War 


The US-Iraq war is all about controlling the world's second-largest oil reserves. 


offshore well". The article pointed out that three 
generations of the Bush family have run oil com- 
panies since 1950, that Vice President Dick Cheney 
used to head Halliburton, the world's largest 
provider of services and equipment to oil-ex- 
tracting companies, that National Security Advisor 
Condoleezza Rice sat on the board of directors of 
oil multinational Chevron—a tanker was even 
graced with her name—while Commerce Secretary 
Donald Evans used to head Tom Brown Inc., 
owner of natural gas fields. 

What's not so well known is that Osama bin 
Laden's family members as well as others belonging 
to Saudi Arabia's oil-rich elite have contributed 
generously to several Bush family ventures. As Cave 
wrote: “The fusion of oil and politics is a Bush 
family tradition." Moreover, Halliburton under 
Cheney had conducted sales worth over $23 million 
with Iraq in 1998 and 1999 through the company's 
European subsidiaries “to avoid straining relations 
with Washington”, according to a November 2000 
report in the Financial Times, London. 

In early-September 2001, a few days before the 
attack on the World Trade Centre and the Pentagon, 
a report prepared by the American Energy Infor- 
mation Administration stated: ‘‘Afghanistan’s sig- 
nificance from an energy standpoint stems from its 
geographical position as a potential transit route 
for oil and natural gas exports from Central Asia to 
the Arabian Sea." This statement is perhaps even 
more valid for Iraq, which has the world’s second- 
highest hydrocarbon reserves after Saudi Arabia. 
Iraq's production costs are among the lowest in 
the world at $1 per barrel against $2.5 in Saudi 
Arabia and around $4 in the US. Nearly 80 per 
cent of the oil from the Gulf region moves through 
the narrow Straits of Hormuz, making this area 
strategically crucial for American interests. 

Do you still have any doubts about the real rea- 
sons for the war on Iraq? 





The author is Director, School of Convergence at IMI, New Delhi, and a 
journalist. He can be contacted at paranjoy@yahoo.com. 
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Millionaires 


Ever wondered who's responsible for bringing those 
imported foods, toys, cosmetics, et a/ to your friendly- 
neighbourhood store? BT tracks down nine such 
importers, who've been raking it in. 


EMEMBER THOSE DAYS WHEN FAMILY, FRIENDS, AND OTHER 
irritants around you would get close to orgasmic at the sight 
of a Toblerone bar or other such “imported” stuff? The 


BY SHAILESH DOBHAL, NITYA VARADARAJAN & DIPAYAN BAISHYA 
vividness of those images would of course vary depending 
on how young or old you were then, but these days it's dif- 


Rz to catch similar expressions of ecstasy on the faces of 


those near ones when such goodies are chucked at them. Reason? Unlike 
when the wait for a pack of foreign chocolates was a bit like waiting for 
Halley's Comet to show up, today they're all over the marketplace. 

If you're one of those who've found their reason for existing, thanks to 
the easy availability of these imported products, you've got to thank two sets 
of people. The first group is the wise men at the World Trade Organisation 

(WTO), who're responsible for pushing of lifting quantitative restrictions 

(QRs) on the import of 2,714 consumer products. You'd find it 

a bit easier to thank the second set of people responsible for 

bringing home the “phoren” goodies: The importers them- 

—. selves, who in the process of providing you with the 

— . manna from the foreign heavens have become millionaires 
themselves. To know more about them, read on: 











| Ros umor oe dur 

| OWNER: Laxman Rai, Director 
BACKGROUND: Diesel Engine Importer 
sALES*: Rs 10 crore 


| BRANDS: Ferrero (chocolates & 


confectionery), 

The Laughing Cow (cheese), 
Hero (jams/fruit juice/jelly), 
Ricola (herbal lozenges) and 
Movenpick (ice cream) 


DISTRIBUTION: 1,20,000 retail 
outlets (for Ferrero tic tac 























confectionery); 
3,000 for all other brands 


HEY'VE BEEN IMPORTERS OF 

Skoda diesel engines for the 
past 45 years, but clearly it's 
food that fuels the Rai family. 
The late Ranjit Rai, father of 
Laxman Rai, was a gourmet food 
cook and writer, with two 
Penguin titles, Curry 
Curry Curry and 
Tandoor, under 
his belt. Way back 
in 1963, the com- 
pany even tried its 
hand at manufacturing 
Sun Sip, a canned-fruit 
juice brand, but it was an idea 
ahead of its time. By 1999, 
though, the time was ripe, and 
Rai plumped for Swiss food 
brand Ricola. The dismantling 
of QRs gave Rai just the shot in 
the arm he needed to leverage 
his relationships with European 
marketers. 








Laxman Rai: 
Moving with the times 





Beauty Concepts 2 


Cosmetics & Toiletries 
OWNER: Rajiv Bahety 


BACKGROUND: Diversified manufac- 
turing group 


sALES*: Rs 4 crore 


BRANDS: YSL, Davidoff, Intimate, 
Adidas, Jovan, Esprit, and Diesel 


DISTRIBUTION: 100 top-of-the-line 
lifestyle stores across the country 
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A: IN THE CASE OF MOST OF THE 
importers profiled here, the 
FMCG removal of quantitative restrictions 
owner: Atul Khanna, Director was just the opportunity that Bahety 
was looking for to find his place in 
the sun. Bahety flagged off his im- 
porting operations in 1998 by 
bringing in cosmetics and toiletries 











BACKGROUND: Service Apartment Owner 
sALES*: Rs 8 crore 


BRANDS: Clorox (household cleaner), Crayola (stationery), Hershey’s, 
Mars and Ritter Sport (chocolate), Master Food (packaged processed 


food) and Kikkoman (sauce) brands from Europe, a market he 
DISTRIBUTION: 20,000 retail outlets was not totally unfamiliar with 
since he would export software to 
HAT DO YOU DO WHEN YOU CRAVE FOR BRANDS LIKE MARS AND that continent. Bahety’s focus has 
Hershey’s and Ritter Sport but there’s not enough of them go- always been top-of-the-line prod- 
ing around in the country? Simple, you start importing them. That’s ucts, and select outlets only, and 
what Atul Khanna, a small-time service apartment owner, decided two he’s refused to spread himself too 
years ago. Of course, there was the small matter of getting those man- thin by getting into other prod- 
ufacturers to agree or, to begin with, even condescend to speak to him. ucts. Consumers who just can’t wait 
But Khanna persisted—and got the go-ahead—steadfastly resisting the to lap up his exotic product range 
temptation of shipping in stuff from free ports such as Singapore and wouldn’t be complaining too much 
Dubai. It’s clearly paying off: Today the Mars and Hershey’s managers about that strategy. 


come to India twice a year to meet Khanna! 


— —LComps & Impex ___ TE EIS SEA 


BACKGROUND: À foreign-trade graduate 
SALES*: Rs 7 crore 


BRANDS: Berri (fruit juice), Pascual (yogurt), Betty Crocker (cake mix), 
Pasta Jarra (pasta), Edgell (tinned food), Freeman (cosmetics), Remia 
(salad dressing) and Arcor (biscuits) 


DISTRIBUTION: 25,000 retail shops for biscuits; 7,000 for other brands 





FTER POCKETING A FOREIGN TRADE QUALIFICATION FROM THE INDIAN 

Institute of Foreign Trade (IFT) in 1996, Puneet Gupta had two 
straightforward options: Either land a plum corporate job or slip into 
his father’s cooking gas cylinder-making venture. Instead he chose to 
introduce Berri fruit juice in PET bottles for the first time in the 
country in 1997. By 2002, there were as many as 25 competing 
foreign juice brands on Indian shelves. But Gupta, wiser by five 
years, is riding on the headstart, and the experience: He’s flagged off 
complementary brands, which give him an edge on the shipments front 
as well as when leveraging with the retail trade. 


Puneet Gupta: First-mover advantage 
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Cosmetics & Toiletries 


OWNER: Ajay Agarwal, President 
BACKGROUND: A former duty-free 
manager 

saLES*: Rs 11 crore 


BRANDS: Julien d'Irvy (deodorant), 
Vidal (skin cream and shampoo), 
Tromphy (baby care), Arrixaca 
(room fresheners), Tabac, and 
Pupa (toiletries) 


DISTRIBUTION: 25,000 retail outlets 


OR 20 YEARS HE HELPED 

build resorts, duty-free 
shops, in-flight kitchens, even 
luxury airport lounges for his 
Singapore-based employer, the 
$500-million NG Chye Mong. 
Then in 1998, Ajay Agarwal 
decided to head home and 
start up on his own. Trade 
barriers were slowly but surely 
coming down, but Agarwal 
didn't chase the big brands 
right away as he felt the Indian 
consumer wouldn't be ready 
for them. Instead, he seeded 
the market with middle-of- 
the-road brands, and offered 
huge retail margins in a bid 
to wean consumers away from 
domestic toiletries. That's one 
good explanation for the Rs 
1 1-crore sales. 
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R. Parthasarathy: Like father like son 
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OWNER: R. Parthasarathy 

BACKGROUND: Second-generation importer 

sALES*: Rs 4 crore 

BRANDS: Bilgimogle, Berio and Musa (cosmetic olive oil) 

DISTRIBUTION: Pharma and retail stores across Tamil Nadu, Kerala and Karnataka 


I A WAY, HE IS FOLLOWING IN HIS FATHER'S FOOTSTEPS, WHOSE COMPANY 
(Ravi & Company) was once the country's biggest importer of branded 
milk powder, 9 to 3, from Holland. And this during the infamous Quota 
Raj, when most quota holders were largely into rent-seeking on their quo- 
tas, rather than any serious trading activity per se. Few took Parthasarathy 
seriously when he decided to import a little-known cosmetic aid in olive 
oil, and that too from Turkey, when whatever little was coming in was from 
either France or Italy. When Unilever and Nestlé caught on with their own 
European olive oil brands, Parthasarathy just added on an Italian (Berio) 
and Spanish (Musa) brand to his portfolio. He's taken seriously for now, 
for sure. 








SOI JUI 
Toys, Crockery, Stationery 








OWNER: Bharat Gala, MD 


BACKGROUND: Third generation retail 
store owner 


sALES*. Rs 13 crore 


BRANDS: Silverline (crockery), Flying 
Dragon and TCV (toys) 


DISTRIBUTION: All over metros and 
smaller cities such as Chandigarh, 
Pune, Cochin and Ludhiana 


See JUST TWO-AND-HALF 
years ago as a “backward-inte- 
gration” (in his own words) to his 
retail store operation in up-mar- 
ket Breach Candy in Mumbai, Gala 
has reaped a quick windfall. He 
began with crockery, mainly from 
Thailand, and quickly moved to 
toys and stationery, with fruit juices 
being the latest addition. That’s 





helped him maintain a break-neck 30 per cent plus growth rate, on the 
back of a nationwide 55 distributor-strong network. What has helped 
tremendously is the fall in import duties from around 50 per cent 
when he started to around 20-25 per cent now. Trust Gala to think dif- 
ferent: He is now planning to launch his own brand, Gulp, a long-life 
(two years) fruit juice. 


1i Lite Expor 
Toys 


OWNER: Ashim Saraf 
Managing Director 


BACKGROUND: Scion of a 
manufacturing group 


SALES*: Rs 4 crore 


BRANDS: Intex (inflatable toys), Creative, 
Diamont and Egmont (activity games) 


DISTRIBUTION: Bulk sales to five 
wholesale distributors 





E'S AN IMPORTER ALL RIGHT, SO 

don't get taken in by his com- 
pany's name. It's just that Ashim 
Saraf was in too much of a hurry to 
change the company name (from ex- 
ports to imports) when he acquired it. 
He kicked off by importing Walt 
Disney toys in 1998, and then went 
on to buy 20,000 different toys 
from 20 different manufacturers 
spread across China, Turkey, Israel, 
and Italy. When smuggled imports 
from Dubai started eating into his 
big brand legal imports, he changed 
his modus operandi to concentrate 
on just a few product lines—inflat- 
able and activity toys for three- 
year-olds plus—and moved his en- 
tire business to selling in bulk. 
Business has since trebled. Ashim Saraf: All play no work 
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Foods 


OWNER: Riyad R. Oomerbhoy | 1991, RIYAD R. OOMERBHOY 
BACKGROUND: Fdible Oil Business, set up a JV to import and 
Fifth Generation Parsee businessman distribute soaps and toi- 


saLES*: Rs 30 crore (from just imports) — letries. By 1997, he exited it. 
BRANDS: Bertolli (olive oil), Barilla That was the end of Cussons 
(pasta), Lee Kum Kee (chinese India, but the beginning of 


sauces) O ATANT ae ne 
DISTRIBUTION; 100,000 stores, ell ds “ed! ERROR TS 
1100 distributors nilever's Bartolli was his 

first choice. He hasn't 

looked back since, claiming 
that his company will hit sales of Rs 100 crore by 2004. Not all of 
that will come from imports. Oomerbhoy has expanded into 
production of edible oil with brands like Postiano, RRO, Mastman 
and Tildil, with an installed capacity of 300 tonnes a day. He's got 
60 brands in his quiver, 40 of which are imported. And he's 


inning still got miles to go. Œ 
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Riyad R. Oomerbhoy: It's a beg 
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It's got an all-new A-team and big plans 
of a revamp. But with its parent in dire 
straits, does Fiat India run the risk of 
going the Daewoo way? BY SWATI PRASAD 


T A FIAT AUTO DEALERSHIP IN and Ravi Bharadwaj (ex-Orix, a financial services JV be- 
Goregaon, Mumbai, the staff is tween IL&Fs and Orix Corp. Japan) is the new man in 
busy with customer-orientation charge of marketing and sales. 
programmes. Unlike in the past, The item right on top of Montanari's to-do list is 
the dealership today sends re- rather obvious. He must change popular perception 
minders to its customers on eS... that Fiat is on its way to winding up India opera- 
M. service due. Another deal- BA. tions. And that's some task. With accumulated 
ership (Fort Point) in south Mumbai has even | | losses of Rs 1,280 crore for the year ended Dece- 
started a service club, whose members get a / mber 31, 2001 (Fiat did not make its 2002 bal- 
discount on car servicing. The scene is not very NS ^ ance sheet available to BT, although a spokesper- 
different at the company's plant in Kurla, where an son said that the accumulated losses have come 
all-new A-team is putting together a blueprint for the down substantially), and a parent that’s saddled with 
battle ahead. MD & CEO Alberto Montanari is less than — $6.6 billion (Rs 31,680 crore) of debt and in dire need of 
three months into the job. A new Director (Commercial, a government bail-out, Fiat India’s outlook is bleak. 
Ananda Mohan Gupta, has come in from Honda Siel, Even as the 46-year-old Montanari makes over the 
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~ Palio Diesel 





brand, he must address a far more fundamental issue: G ETTI NG SI DETRACKED 


Of the falling marketshare of Fiat's flagship B-seg- — Palio's share in the B-segment is fast shrinking. 
ment car, the Palio. Launched in September 2001, sep. M 1,100 


the Palio was supposed to turn things around at the — 2901 [p c MEME 593 5.6175 EEEMMMM 
, bs 3: 


company. And for the first eight months, it did seem 


that it would. Unit sales climbed from 1,100 in the first Apr 3,985 à 
20.89% p 
19,078 


Es ~. 


^» 


month to a record 3,985 in April 2002, claiming more — 2902 
than a fifth of the B-segment market. 

Then, almost suddenly, Palio’s sales began to drop. — 2,106 

E x i Sw P. ^ 

By August 2002, Fiat was selling a little over 2,100 2002 
Palios a month, and in December it was down to 550. 
While the calendar fag-end is typically bad for all car- — peg BM 1,109 
makers (a lot of buyers put off purchase until the new 2003 
Ce UU c forse. ‘or ne c lO Jas D “ceived 
year), Fiat had it worse For one, Pali WAS percelyed . Erk sas WAE segnertsaes be Palt’s mariatshan 
as a fuel-guzzler. For another, the news of trouble at the Numbers are unit sales 





be gi d 





28 13 n. J 





bt automotive 


headquarters in Turin may have begun to unsettle 
some car buyers in India. Today, a lot of them who oth- 
erwise would prefer a Palio are opting for other brands 
simply because of the question mark over the company's 
future in the country. *Since its balance sheet is weak, 
it would be difficult to sustain such a business over the 
long term," reckons a Mumbai-based analyst. 


New CEO, New Plans 

Unsurprisingly, Montanari isn't fazed by the dire pre- 
dictions of his critics. *We are not concerned about the 
accumulated losses," says he. “But, yes, we haven't been 
aggressive enough." In retrospect, that's proved to be 
a costly mistake. Fiat's association with Premier Auto 
iron-cast its (untrue) image as a maker of stodgy vehi- 
cles. Then, when the Fiat Uno was launched by the 
then joint venture, Ind Auto, more than 50,000 book- 
ings were accepted but deliveries were marred by 
delays. “As a result,” says the analyst, “Fiat’s brand im- 
age took a beating, even though it launched contem- 
porary products." 

. The lack of aggression is something that Montanari 
may have changed already. When he arrived in Mum- 
bai to take up his new job, Montanari spent the first 
four weeks travelling the length and breadth of India, 
meeting dealers, suppliers, and customers. The idea, of 
course, was to get a first-hand feel of the issues facing 
the company. As a result, Fiat plans to increase in 
2003 its dealer base from 67 to 78, add 20 service sta- 
. tions to the existing 100, improve availability of spare 
parts, and target corporates and fleet-owners for new 
sales. And in the three months to March, Fiat had 
tied up with 11 banks and financial institutions to 
help finance its cars. 

Although the company launched a 1,900-cc diesel 
variant of the Palio early March, it is in no hurry to 
launch more models. Montanari says there are two 


Heave-Ho 


CEO Montanari has a new strategy. But there are problems. 
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n Increase dealership from 67 to 78 and 
- sales from n32 000 to 42,000 in 2003 
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PROBLEM 
A lot of it will depend on Palio NA 
launched in mid-March, doing Wolk: 


ter appeal to the saria ES 


The Premier hangover on the Fiat brand - 
is, unfortunately, still very strong — 


the21 Unless volumes pick up, new modi 
end up adding to the company’s losses - 
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^We did not have the requisite 
infrastructure, equipment and 
manpower to cope with the 
increased demand for Palio" 


Ananda Mohan Gupta/ Director (Commercial)/ Fiat 


reasons for that. One, rolling out a new vehicle requires 
a lot of investment both in terms of plant equipment 
and marketing. With nearly Rs 2,000 crore invested in 
India operations, Montanari says his priority is to make 
that money pay. Two, Fiat believes that Palio's sales fell 
not because of any product-related issues, but due to 
support shortcomings. Says Mohan Gupta: “We did not 
have the requisite infra- 
structure, equipment, and 
manpower to cope with 
the increased demand." 
A stronger servicing 
network, Mohan Gupta 
is hoping, will help push 
Palio sales back up. Last 
year, Fiat sold about 
32,000-odd units, of 
which around 28,535 
were Palio (the others were 
1,146 Unos, and 2,677 
Sienas). This year, the 
overall target is 42,000, 
with 80 per cent being 
Palios. As for the diesel 
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variant, targets are modest. In the first week of the 
launch, Fiat sold 500 diesel Palios. Gupta’s target for 
2003: a modest 8,000-10,000 units. Part of the reason 
is that the diesel segment is a relatively small part of the 
overall B-market. For instance, of the 299,000-odd B- 
cars sold last year, only 67,000 were diesel. 


The GM Connection 

Going by Montanari’s plans, it's obvious that he first 
wants to stabilise things at Fiat, without making any ex- 
pensive capital commitment. This is where Fiat’s global 
alliance with General Motors could come in handy. GM, 
which owns a 20 per cent stake in Fiat, is stepping on 
the gas in India. After it launched luxury, D-segment 
Opel Vectra, it quickly rolled out the Subaru Forester 
under the Chevrolet brand. Globally too, GM is in a 
much better shape than traditional rival Ford Motor, 
and that could be critical to succeeding in the fiercely 
competitive market that is India. 

There have been reports of Fiat and GM striking a 
strategic alliance (along with Suzuki, which is also 20 
per cent owned by GM) for investing $100 million (or Rs 
480 crore) in a facility in Ranjangaon, near Pune. The 
facility, currently being used as training centre for 
dealers and suppliers, is owned by Fiat. According to 
Montanari, the two companies are globally working on 
a new platform that would be used in the Fiat Punto 
and Opel Corsa, both due for launch in 2005. Fiat of 
Italy alone plans to launch 21 new models by the end 
of 2005. Says Hormazd Sorabjee, Editor, 
AutoCar India: “It’s important to see how 
quickly Fiat India is able to revamp its 
dealer network and marketing team.” 

Yet, Fiat’s growing problems may 
soon become GM’s own. As per its $2.4- 
billion deal with Fiat in early 2000, 
GM is liable to buy the rest of Fiat in 
January 2004—at the then market 
value. But Fiat’s losses have forced GM to write off 
more than $2 billion of its initial investment. Even if 
GM manages to convince Fiat to sell its better brands 
such as Alfa Romeo, the Detroit giant may have to pay 
millions of dollars to get Fiat to drop its put option. In 
any case, as far as India is concerned, Fiat brings little 
to the table. 

By putting a freeze on new launches, Montanari may 
be making it easier for competitors like Hyundai 
Motor and Suzuki to consolidate their positions in 
the B-segment. The Korean car-maker, for instance, is 
lining up another car, the Getz, in mid-2004. Maruti 
Udyog, now with Suzuki firmly in the driver’s seat, has 
lined up a Zen upgrade and may also launch the Ignis. 
Coupled with the two companies’ superior distribution 
and servicing network, the new cars could make Fiat’s 







Will Fiat Follow Daewoo? 
EVE pront gets a bail-out. — 


HE PARALLEL IS UNCANNY. A DEBT-RIDDEN PARENT, 
_ mounting losses, and wary consumers. Not so 
x b ago, Daewoo Motors India was putting up a 
à brave front even as its parent in Korea was collapsing 
. under a mountain-load of debt. Now, Fiat India is 
-doing the same. But what are the chances of Fiat 
. ending up like Daewoo Motors India? At the moment, 
low. Sure, Fiat Auto has $6.6 billion (Rs 31,680 
crore) in debt and 1.5 billion Euros (Rs 7,116 
crore) in estimated operating losses (2002). But un- 
like Daewoo, it has a strong backer in Italian 
- Prime Minister Silvio Berlusconi. Not only is Fiat the 
biggest conglomerate in Italy, it’s a symbol of 
-Italian pride. Therefore, chances of a government 
bail-out are high. Besides, at Rs 2,000 crore, 
_ Fiat's investments in India are less than half of 
Daewoo's. It also has a better product portfolio. 
 .. But what will continue to dog Fiat—and hence 
its Indian subsidiary—is its poor competitive- 
. ness. In an increasingly competitive industry, Fiat 
is losing share to bigger and better players like 
. Toyota. In Q2 2002, Fiat’s marketshare in Italy fell 
- to 30 per cent from 34 per cent in the same 
- quarter in 2001. Although Fiat has plans of 
PERE new models by the end of 2005, its - 
m . precarious financial position means 
E. product development funds will be 
. slashed. And unless the parent com- 
 pany itself turns around, the going 
- may get a lot tougher for Fiat India. 


Daewoo's Matiz: Cute but dead. 


Palio look like a dated option. 

Besides, with its parent bleeding, Fiat India is no posi- 
tion to enter a price war, should a bigger player decide 
to trigger one. How likely is that? Hard to say, but the 
conditions seem ripe. At 28,138, February sales of B- 
cars were marginally lower than that of January. A pro- 
longed war in the Gulf is bound to create a fresh 
round of uncertainty in the market. 

For Fiat, a downturn could prove disastrous. As 
noted by its auditor Farokh Balsara, Partner, Arthur 
Andersen, in its 2001 annual report, poor sales of its 
178 series cars (including the Siena, Siena Weekend, 
Palio, and Palio Adventure) could “raise substantial 
doubts about Fiat India’s ability to continue as a going 
concern”. In other words, unfortunately for Fiat 
India—and its newly enthusiast dealers—Montanari’s 
aggression may have come a little too late. 
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Counting 
ox Cancun 


The upcoming trade talks in Cancun, Mexico, are 
supposed to consolidate India's gains from the 
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previous round at Doha. But a divided world now 
makes that near impossible. BY ASHISH GUPTA 


OME SEPTEMBER, AND COMMERCE AND 
Industry Minister Arun Jaitley will, 
along with around 10 of his bureaucrat 
colleagues, wing his way to Cancun, 
Mexico. But it's unlikely that the young minister 
will get the time to catch any wave on the famed 
beach resort. Surfing, though, he will be—the 
treacherous waters of international trade. That's 
because between the 10th and 14th of the 
month, an estimated 2,000 negotiators from all 
of the 145 member countries of the World 
Trade Organisation, will descend on Cancun 
(pronounced can'coon) to participate in the 
most wide-ranging—and, hence, also the most 
ambitious—trade negotiations jamboree. 
What happens here will determine the 
course of the world's $6 trillion (Rs 288,00,000 
crore) annual trade. And, of course, India's 
own minuscule trade of $46 billion (Rs 220,800 
crore) a year. Ergo, there's lots riding on the 
back of Jaitley & Co. Two years ago, at the last 
big WTO summit in Doha (Qatar), India—and 
some developing countries like it—had won 
assurances that trade rules and terms would be 
modified to give them greater access to lucrative 
markets in developed countries, besides giv- 
ing them leeway in some areas. For example, 
the assurances on Trade-Related Intellectual 
Property Rights (TRIPS) and public health assured 
easy access to critical drugs at affordable prices. 
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New Agreement 
on Agriculture 


Imposition of Special 
& Differential Treatment 


Reduction of 
industrial tariffs 


TRIPS and Public 
Health 


General Agreement | 
on Trade in Services 


Singapore issues 
investment/competition 
policy/trade facilitation 


Implementation 
issues 


Restrict growth of 
regional trading 
arrangements 
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IMPACT 


Reduction of domestic subsidies, 


greater access to developed markets, 


elimination of export subsidies 
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Greater market access for its 
agricultural products, ensure 


greater food security 





Allows greater leeway to developing 


countries to limit agricultural imports 


Greater market access for 
goods in developed countries 





Allows export of generic drugs 
to poor counties in case of an 
epidemic 


Allows movement of professionals to 
different countries as service providers 


Will link trade with investment 
and competition policy issues 


Provide greater protection to 
poor farmers 


Against any drastic reduction, 
to protect its domestic industries | 





Will help Indian pharma 
companies to export to 
poor countries 


Will help the cause of IT and other 
professionals as service providers 


Puts further restrictions on 
market access/ overloads the 
WTO agenda 





Will implement the decision 
taken at the Uruguay round 


Allows non-members to get 
benefits similar those of 
regional trade blocs 


access to Indian products 


Will provide greater market 


Will greatly help exports, 
as it creates newer markets 


y» 





Then, a new agreement on “Special and Diffe- 
rential Treatment" offered developing countries 
the option to limit agriculture imports more 
than what is currently allowed under the 
Agreement on Agriculture. 

At Cancun, India will push for implemen- 
tation of these assurances, but more impor- 
tantly seek a level playing field for its agriculture 
sector. Specifically, India will ask for three 
things: one, speedy elimination of market dis- 
tortions, arising from huge domestic support and 
export subsidies (countries like the US and 
Canada are the biggest culprits); two, greater ac- 
cess to developed markets for Indian agri-prod- 
ucts through lowering of tariff and non-tariff 
barriers; and three, protection of small farmers 
in the country by asking for greater flexibility as 
far as agricultural tariffs are concerned. 

Worryingly for Jaitley, though, the two mini- 
ministerial WTO meetings in Sydney (November, 
2002) and Tokyo (February, 2003) that were 
supposed to help consolidate the progress made 
in Doha, ended in failure. That means the 
Cancun meet could possibly end up as just *a 
nice holiday by the sea", as described by Rafidah 
Aziz, the Malaysian Trade Minister. Worse, 
some western analysts fear that the meet could 
turn into a repeat of WTO's Seattle conclave 
three years ago, when negotiations collapsed 
amidst bitter recriminations, as protesters battled 
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police in the city's streets. 

This time around, it could be the war in Iraq that 
proves the WTO's nemesis. Not only are the European 
Union (except the UK) and the United States bitterly 
divided over the war in Gulf, they are looking separate 
ways over agricultural reforms and industrial tariffs. And 
the fact that the global economy is caught in a slump, 
with growing unemployment in major economies, isn't 
helping the situation either. In fact, on his visit to 
India in March, 2003, Pascal Lamy, the Eu Trade 
Commissioner, was categorical in rejecting America's 
proposal for zero tariff for all industrial goods. “I 
think (zero tariff) is counter-productive because (the very 
notion) is frightening to many countries," Lamy said at 





SHIVAY BHANDARI 


“Indefinite delays in the settlement of key issues have 
caused serious concern for developing countries" 


ARUN JAITLEY/ UNION MINISTER FOR COMMERCE & INDUSTRY 


a CII meet in New Delhi. 

Some Indian trade analysts too, aren't very optimistic 
about the summit. Says B. Bhattacharyya, Dean, Indian 
Institute of Foreign Trade (FT): “The entire effort at 
multilateral rule-making has been disrupted by the 
Iraq issue. There are no signs of even a possible work- 
able meeting of minds between the US and EU— 
something that’s vitally important to carry forward 
the free trade movement.” 


Getting What’s Due 
On his part, Jaitley is digging in 


POOR TRACKRECORD 


under radically new circumstances. The division bet- 
ween the US and key European countries has never 
been sharper in recent history. Already, the bickering 
has made the WTO countries miss some important 
deadlines. Take the case of the Doha Declaration on 
TRIPS and public health. The declaration was touted as 
a victory for developing nations, since it allowed export 
of patented (typically expensive) medicines to poor 
countries in times of public health 
emergency like epidemic. All that 
would be required is an amend- 
ment to the TRIPS agreement. 


his heels. At the Tokyo mini- Except for the one in Doha, But even after a year of the 
summit, he made it clear that — the recent rounds of trade declaration, it has not been im- 
India would not accept any dil- — talks have yielded little. | plemented because the US and 
ution of the Doha developmen- a Canada are opposing the move 
tal agenda—the round was os- 6 Doha Ministerial Round): on the grounds that it goes far 


tensibly sold as a “development 
round”—or its implementation 
within the time frame agreed at 


December 2001: India manages 
to get a new round of negotiations - 
on agriculture, industrial tariffs, 


beyond providing poor coun- 
tries with cheap medicines for 
problems like AIDS, malaria, and 


the meet. “Indefinite delays in and Biodiversity, among others. tuberculosis. They fear it would 
the settlement of Special and allow generic manufacturers, like 
Differential Treatment issues, . 6 Sydney Mini-Ministerial found; the ones in India, to produce 
the TRIPS and public health issues, ^ November 2002: Talks fail because and export more profitable, 
and the implementation issues no agreement could be reached on patented drugs. 

have caused serious concern in key agriculture issues. What many experts consider 


the minds of developing coun- 
tries," pointed out Jaitley, adding 
that the resolution of these issues 


€ Tokyo Mini-Ministerial Round, 
February 2003: Talks fail again 


the double standards of devel- 
oped countries is apparent in 
other areas too, especially 


would be a sine qua non for the 

success of the Cancun meet. 
Just the same, the global 

community will meet at Cancun 


agriculture. To break the ongoing 
deadlock, Stuart Harbinson, 
Chairman of the Farms 
Committee on Agriculture at 


because no agreement. could be 
reached on the issues of TRIPS - 
and public health. 
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labour market. Currently, different countries use dif- 
ferent methods to strike this tricky balance. 

On what are called the Singapore issues—WTO's new 
thrust areas of trade and investment, trade and com- 
petition policy, government procurement and trade faci- 
litation—India is likely to join hands with other deve- 
loping countries to pre-empt the launch of any new 
trade liberalisation talks at Cancun. As a senior 
Commerce Ministry official points out: “We are not 
convinced of the need for binding rules on these issues 
and that too in a trade negotiation forum like the 
WTO." Indeed. With 170-odd unresolved implemen- 
tation issues from the Uruguay Round, what Cancun 
needs the least is more items on the to-do list. 


"^| think zero tariff is counter-productive because 
the very notion is frightening to many countries" 


the WTO, had drafted an ambitious plan that would have 
phased out export subsidies within the next 10 years 
and cut import duties on agri-items steeply. Japan 
and the EU, however, would have none of it. As 
America's chief negotiator, Allen Johnson, cryptically 
remarked in The Guardian newspaper, the problems 


were caused by “the European Union's inability to | 


engage and Japan's unwillingness to engage". 

India also is seen as being obdurate on the 
agriculture issues. Some trade experts think that 
the country should be focusing more on services. Says 
Manoj Pant, Professor, School of International 
Studies, Jawaharlal Nehru University: *It makes lit- 
tle sense to ask for market access or talk about 
competitiveness of Indian agricultural production 
when there is hardly any marketable surplus or de- 
mand for Indian food stocks." Instead, Pant says, 
India should focus on areas where it really has the 
competitive edge—such as negotiating aggressively 
in GATS (General Agreement on Trade and Services) 
for pushing India's case in IT exports, rr-enabled serv- 
ices, and movement of Indian professionals. 

To be fair to India's previous negotiators (partic- 
ularly ailing Murasoli Maran), the country has been 
quite proactive in seeking greater freedom of move- 
ment for skilled labour in architectural, audio-vi- 
sual, IT and other related services, and maritime and 
tourism—it has already written request letters to as 
many as 60 countries. But there's been little headway, 
although the negotiations are scheduled to end by 
2005. The major reason for that is the *economics 
needs test”, which measures the need for foreign 
professional skills with that of its impact on the local 


PASCAL LAMY/ EU TRADE COMMISSIONER 


Some amount of flexibility on India's part may be 
necessary to earn the country its due. Otherwise it 
risks getting marginalised. Here's why: India is not part 
of any of the major regional trade blocs like the North 
American Free Trade Arrangement, European Union, 
or even the Association of South East Asian Nations. 
And a staggering 60 per cent of global trade is estimated 
to be channelled through the regional trade blocs. A 
study conducted by Siddartha Rajagopal, Executive 
Director, Cotton Textiles Export Promotion Council, 
shows how member countries used the Preferential 
Rules of Origin clause in the regional trade arrange- 
ments to increase their exports. Mexico, for example, 
had 2.43 per cent share of the US market for clothing 
and textiles in 1990, when NAFTA did not exist. By 
2000, its share had soared to 13.52 per cent—courtesy 
NAFTA. In contrast, India's share in the segment has 
grown just a percentage point to 3.82 per cent. Says 
T.K. Bhaumick, Chief of wro Cell in cit and an advisor 
to the government: ^We will no longer determine the 
direction of the wind, but go with it." 

Therefore, if India is to do well in international 
trade, WTO must do well. Else, regional and bilateral 
deals will increasingly skew the pitch for the country. 
Rajesh Chadha, Chief Economist, NCAER, points out that 
the number of regional trading arrangements is likely 
to go up from 255 in October 2002 to 300 by the end 
of 2005. *The proliferation of such arrangements," 
notes Chadha, “threatens the primacy of WTO, fore- 
shadows a world of greater fragmentation, and mar- 
ginalisation of the weakest and poorest countries.” 
For the sake of the underdogs, then, let’s hope that Can- 
cun doesn’t turn out to be a vacation by the sea. El 
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June 9, 2003 
Mumbai 


Once again, Business Today rises above news and views to create a quality platform 
for India Inc.'s decision makers. In partnership with Microsoft India, Business Today is 


pleased to announce the first edition of its Strategy Summit. 


What is it? 

The inaugural Business Today Strategy Summit in partnership with Microsoft will 
present unique opportunities to evolve strategies to build value. It will be interactive 
in nature and participants can discuss key issues, share cutting-edge insights, examine 
case histories, and learn best practices. There will be three round table discussions 
during the day on the themes: Empowering Managers in the Knowledge 
Economy, Using IT as a Tool for Transparency in Managing, and The 21st Century 


Organization: The New Paradigm. 


Who is it for? 


India Inc.'s top brass comprising Chairpersons, CEOs, MDs, Presidents and Directors. 


Special Highlight 


Launch of Business Today's Special issue on ‘India's Best Managed companies’, 


based on a survey by A.T Kearney. The finale: 'India's Best Managed Company' Awards 


function, presented by Microsoft. 


Marte nmm tm ree rares res EEEE IA YA 


Entry by invitation only. For more details, please e-mail us at: bt@intoday.com į 


Grey Worldwide BT 387 02 
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some 13 Indian states claim to have e-governance initiatives 
on the ground. Our writers get up close and personal with six 
of them with some surprising results. Read on. 


OMPUTERS ARE FAST, CAN’T BE CORRUPTED, ARE IMMUNE 

to nepotistic tendencies, and treat all users the same. 

That’s a chorus India’s e-governance brigade has 

adopted as its own. It is also a fairly accurate statement: 

the efficiency and transparency promised by 
e-governance present a sharp contrast to the bureaucratic morass 
governance in India has come to be. 

Not all e-governance initiatives have worked. Many remain on 
paper. India’s politicos, it would appear, are no different from 
entrepreneurs who believed merely appending dotcom to the names 
of their businesses would make their fortunes. Some initiatives 
work, but with key modules offline, the purpose of the exercise is lost. 
And still others work and live up to the promised levels of efficiency 
and transparency, but the objective is inconsequential enough to be 
dismissed outright. 

This isn’t a survey of India’s best e-governed state. Nor is it one of 
those touchy-feely articles on e-governance one has come to expect 
to see in the country’s magazines and newspapers—compositions writ- 
ten in the expectation of things to come, in the hope that ambitious blue- 
prints drafted by laptop-toting chief ministers and their willing cor- 
porate advisors will, one day, result in some real activity on the ground. 

This article is a compilation of experiences. Our correspondents 
sampled, first hand, the e-governance efforts of six states: Andhra 
Pradesh, Tamil Nadu, Karnataka, Gurgaon, Delhi, and Maha- 
rashtra. In each case, they tried to accomplish something online—even 
if it were something as mundane as renewing a driving licence or ac- 
quiring a certificate of domicile. Maybe, just maybe, e-governance is 
actually about such things than lofty vision statements and loaded- 
with-irrelevant-information government websites. 
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The Box Rules 


E-GOVERNANCE SNAPSHOT: The I-SETU 
project; the Koshwahini project linking 
33 government treasuries and 292 
sub-treasuries to handle annual 
transactions of around Rs 70,000 
crore; computerisation of land records 
and municipal corporations 


FIRST E-GOVERNANCE INITIATIVE: | 
sARITA(Stamp Duty and Registration 
with IT Application) in August 2000 


MEET A SURPRISED-LOOKING MUKESH 

M. Barve at the Thane District Collec- 
torate's SETU (Society for Promotion of 
Excellence and Transparency in Public 
Administration for Better Understanding 
of Requirements of Citizens in Their 
Interface With Government—phew!) 
centre. He is clutching a domicile cer- 
tificate in his son's name—the boy is ap- 
pearing for an entrance test to the state's 
medical colleges and he needs the docu- 
ment. Barve is a doctor himself, and still 
remembers the day in 1976 he visited a 


A SETU touch-screen: Watch your files 


government office to obtain a similar certificate. It 
had taken him a month and a bribe of the then 
princely amount of Rs 10 to effect the transaction. 
Now, it had taken him a little over two hours—the 
required data had been keyed in earlier that morn- 
ing after he filled out a form, the tehsildar had 
cleared the file online, he had been able to moni- 
tor the progress of his document online through a 
touch-screen, and here he was, 135 minutes later, 
with the certificate in his hands. *Check out the 
other Tehsildar's office near by," whispers Barve. 
I do; it isn't computerised, and there is no one 
there. But in most districts of Maharashtra, it is pos- 
sible to obtain basic certificates related to birth, 
death, marriage, domicile, solvency, and income 
from SETU centres. The Thane Collector's office has 
issued some 30,000 such certificates in the past 18 
months. Watch out for the I-SETU network, linking 
individual centres, the state's rr Secretary Mukesh 
Kulla tells me, and watch out for the 50 centres that 
Mumbai itself will soon have. *The intent," he says, 
“is to enable delivery of services to citizens anytime, 
anywhere, and anyhow." 

DIPAYAN BAISHYA 
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Not Just Yet 


E-GOVERNANCE SNAPSHOT: Downloading forms for 
the issue of ration cards, certificates and licences; 
online grievance submission facility 


FIRST E-GOVERNANCE INITIATIVE: Computerisation of 
the issue of driving licences in 1994 


AM LOOKING FORWARD TO EXPERIENCING DELHI'S 

e-governance efforts from the air-conditioned 
comfort of our office. Colleagues in Hyderabad and 
Bangalore had been forced to visit e-kiosks to expe- 
rience their state's e-efforts, but surely, I think, 
www.delhigovt.nic.in will save me a similar fate. The 
site is replete with information of the how-to sort con- 
cerning applications for certificates (birth, death, 
marriage), and the forms can be downloaded, but 1 
find out that I have to present myself at the specified 
office to complete the transaction. Concerned, I 
speak to a government executive and he tells me 
that by visiting dcwestrev.delhigovt.nic.in, I can sub- 
mit a request for marriage registration online (now, 
how will the average citizen get to this page?). “Don’t 
worry," my informant tells me, *you can submit 
other forms online in a fortnight.” Being single, | 
decide to speak to someone who has recently done the 
registration thing online—five marriages have been reg- 
istered online thus far. I manage to meet with Rajesh 
Khanna, a social scientist who managed a marriage reg- 
istration certificate on March 31, four days after his ap- 
plication. Only, he had to lug along a gazetted officer 
and a ton of documents to the centre. At the centre, a 
tout tells me he can have a certificate home-delivered 
for Rs 5,000, no questions asked. 


VANDANA GOMBAR 





The Khannas: Real-world match, online registration 
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The Bhoomi Story 


E-GOVERNANCE SNAPSHOT: Computerising admission to colleges; the 
Khajane project linking treasuries of 27 districts; and computerisation 
of rural land records (Bhoomi) 


FIRST E-GOVERNANCE INITIATIVE: CET (Common Entrance Test) 
computerisation in 1994 


» 
y 


A Bhoomi beneficiary: Look, Mom, my own land record 


A SUDDEN SHOWER ENSURES THAT MY COLLEAGUE, THE PHOTOGRAPHER, 
and I reach the Karnataka government’s land records office in the cen- 
tral Kempe Gowda Road a little wet. This is the setting for Bhoomi, the 
computerised land records project of the S.M. Krishna government that 
won a Commonwealth award in 2002 and serves as the Union Govern- 
ment’s template for similar projects. For the record, Bhoomi kiosks have 
mushroomed in 177 administrative blocks of the state and records of 6.7 
million farmers have been digitised. At this kiosk, I run into a disorderly 
queue of farmers, landlords, and the ubiquitous hangers-on. As my col- 
league whips out his camera, we are recognised as journalists. The 
counter clerk wants to know which publication we represent, but bef- 
ore Í car answer we are mobbed by farmers wishing to be heard. “By 
computerising these records, the government has helped us obtain 
land records easily,” says Doddathogur Raja (actually, he says, “by put- 
ting the computer here”, but this is what he must mean) who is here to 
collect title documents for land he has just divided with his brother. He 
goes on to describe how the computerised process is quicker and cor- 
ruption-free. “The Tehsildar and revenue officers used to act like 
kings,” pipes in another farmer. “Now, no one even serves them coffee 
when they visit our villages.” It is clear that Bhoomi has its glitches. 
Chikkathima, a farmer from Uttarhalli Hobli says his record has a mis- 
take. The clerk says there are some errors that have crept in while tran- 
scribing hundreds of thousands of written records and expresses his will- 
ingness to rectify this specific mistake. The Krishna government has been 
accused of focusing on urban issues; it must be hoping the farmer-ori- 
ented Bhoomi can ensure some returns at next year's elections. 
VENKATESHA BABU 


86 BUSINESS TODAY APRIL 27 2003 








SHOME BASU 


Promises 


E-GOVERNANCE SNAPSHOT: 
Computerisation of land 
records; web-enabled electoral 
rolls; online passport enquiry 


FIRST E-GOVERNANCE INITIATIVE: 
HARIS (Haryana Registration 
Information System) in 2000 


WAS TAKEN IN WITH HARYANA'S 
website, www.haryana.nic.in. 
Its land records site, www.jama- 
bandi.nic.in, for instance infor- 
med me that I could obtain a RoR 
(Record of Rights aka Jamabandi 
in the vernacular) easily. So, here 
I was at a land record office in 
Gurgaon only to find out that 
the records are being updated. 
“Don’t worry,” I was told, “the 
process will be completed in the 
next 15 days and free RoRs issued ` 
to residents of 10 villages." There 
are 734 villages in all in the 
Gurgaon district, and this prom- 
ise of free, and in the future, set 
my spider senses tingling. True, 
several of the Haryana govern- 
ment's departments are ‘com- 
puterised', but few are linked to 
each other, and web-enablement 
seems a distant dream. Still, I 
found out that I could obtain 
computer-generated certificates 
for everything from birth to death 
to vehicle registration. And yes, I 
could post my grievances onl- 
ine—perhaps the only thing that 
can be accomplished without visi- 
ting a government office. 
VANDANA GOMBAR 


Haryana's e: Mere printouts? 
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Andhra Pradesh o0 


Over The Counter Heaven 


E-GOVERNANCE SNAPSHOT: eSeva centres offering a wide range of 
services to citizens in parts of Hyderabad and Secunderabad; CARD 
offering computer-aided registration services; Saukaryam offering 
online civic services in Vishakhapatnam 


FIRST E-GOVERNANCE INITIATIVE: CARD in 1998 


AM IN THE ESEVA CENTRE AT 

Greenlands, Hyderabad’s cen- 
tral business district. In the room 
abutting the hall I am in are seven 
counters symbolising Andhra Pra- 
desh Chief Minister Chandrababu 
Naidu’s e-governance efforts. Since 
its launch three years ago, the servi- 
ces offered by the 30 eSeva centres 
in Hyderabad and Secunderabad 
have become reasonably popular. 


I have two tasks on hand: to 
renew a driving licence and pay 
my electricity bill. The second is 
easy, but my expectations regarding 
the licence—after all, one was is- 
sued within minutes to then US 
President Bill Clinton during his 
visit to a eSeva centre in 2000— 
are soon shattered. *You will have 
to go to the Banjara Hills centre,” | 
am told. BH, for those who don't 


B.K. RAMESH 





Now 
eSeva: Serving citizens Naidu-style 


know, is the city's most posh bor- 
ough. I needn't have bothered. *Go 
to the Khairatabad centre,” | am 
told at BH. Still, is that reason enough 
for the Comptroller and Auditor 
General of India's just-released rep- 
ort for 2001-02 that finds the proj- 
ect "suffering from lack of trans- 
parency, inefficiency, and ineffective 
implementation"? 

E. KUMAR SHARMA 





Tamil Nad 
After April 10th 


E-GOVERNANCE SNAPSHOT: Computerisation of land 
records, small-scale industries department for the 
issue of SSI registration certificates, and Tamil Nadu 


Medical Services Corporation for e-procurement of drugs 


FIRST E-GOVERNANCE INITIATIVE: Computerisation of 
Thanjavur district administration in 1997 


HE IT SECRETARY OF A STATE THAT BOASTS INDIA’S 

first e-district—Thanjavur in 1997—must be 
plagued with work. He has no time to meet with me, 
can’t speak on the phone, and when I send him an 
e-mail (at his request), there is no response. 

Thanks to the information-loaded website of the 
Electronics Corporation of Tamil Nadu (ELCOT), I find 
out the two most promising subjects for my experiment: 
the office of the Inspector General of Registration, 
the oldest department in the state (it was created in 
1875); and the Road Transport Office. 

I hit the sub-registrar's office at Santhome having 
decided to try and obtain an encumberance certifi- 
cate for a property owned by a relative; the office 
also issues marriage certificates, offers valuation guide- 
lines for property, and registers documents. A clerk 
takes my filled out form, keys it into a PC and tells me, 
*You can do this online at your convenience and then 
follow up with a visit to any sub-registrar's office—all 








b 
e-gov in Chennai: Registering transactions online 


B ol, 


offices are networked." Exactly 24 hours later, a cou- 
rier hands me the certificate and takes Rs 125 in return. 
It's efficient, but there don't seem to be too many tak- 
ers—in the last six months, a mere 306 of the 7,474 
certificates handed out in Chennai had their origin 

online. Maybe that's because of a lack of awareness. 
Emboldened by my first experience, I call che RTO in 
East Coast Road (that's the area I live in) to find out how 
to renew my driving licence. *Renewals only after the 
10th,” says a voice at the other end, “but if you want more 
advice, please come to the office after 4.00 p.m." I go. At 
the office, confusion reigns supreme. Three of the four 
computers are not being used. The RTO (Road Transport 
Officer) steps in to assist; I will need to fill in a couple of 
forms. And nothing can be done online. “Form-filling and 
submission has to be done as usual madam,” he smiles 
pityingly at me. “But you will get a printout of your lic- 
ence from the computer.” April 10th, I await thee. 
NITYA VARADARAJAN 
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A 50-country A.C. Nielsen survey finds out 
which brands have been successfully extended 
across categories across the globe. BT presents 
an exclusive cross-section of the findings 

with a slant on India. 


EIERSDORF ANYONE? 
Never heard of it? 
Actually, few people 
outside Germany 
would have heard of 
the consumer prod- 
ucts company that traces its history 
back to the late 19th century. You 
can't say the same thing about its 
flagship brand Nivea that is present 
in some 19 product categories in 
the 50 countries that were sur- 
veyed by A.C. Nielsen. That puts 
the personal care and cosmetics 
brand on top of the firm's list of 
global mega brand franchises. 
Global mega brand what? And 
why are there some obvious omis- 
sions from the lists that dot the 
next few pages? There's no Coca- 
Cola. No Pepsi. No Microsoft. 
And what about Mercedes-Benz? 
The answers to all those questions 
lie in definitions. A.C. Nielsen res- 


earched over 200 consumer pack- — 


aged goods brands—now you 
know why Mercedes and 
Microsoft don't figure—from over 
50 global companies. And to be 
classified a global mega brand 
franchise the firm laid down two 
criteria. One, “ to be a mega brand 
franchise, a brand had to have 
products that were marketed un- 
der the same brand name in at 
least three different categories." 
(That ruled out the cola guys). 
Two, “to be a global mega brand 
franchise, a brand had to meet 
the brand franchise criteria above 


in at least three of the five geogra- 
phical regions; in addition the brand 
had to be sold in at least 15 of the 
50 countries studied." And oh yes, 
a brand was “considered to be in a 
category only if three or more coun- 
tries identified it as being so". Tough 


The Top F&B Brands 


criteria all, but who said it was easy 
being a global mega brand? 


Who's Global? Who's Not? 
And Why 
Of the 62 brands that met A.C. 


Nielsen's criteria, 32 were from the 


This was the second-biggest group to make it to the global mega brands list. 





Brand Owner Brand 
Franchise 


adbury Schweppes. 


ershey Foods Hershey 


Cadbury's 


Brand Presence 
Number Of Number Of Number Of 


Regions Countries Categories 
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The Top Personal Care Brands 


Personal care segment topped the list of 62 global mega brands. 


Brand 
Franchise 


Brand Owner 
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personal care and cosmetics cate- 
gories. Food, beverages and con- 
fectionery accounted for 23; home 
care, three; and healthcare and pet 
care, one each. While no two global 
mega brand franchises have taken 
the same route to universality, there 
are some common strategic mar- 
keting threads across all. 

Reinforcing the brand as expert: 
Some brands have strong associa- 
tions with the categories in which 
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Brand Presence 
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OR THE FIRST 19 YEARS OF ITS 
F- aüsienie- ine skin cream was 
launched in 1911—Nivea was 
present in only one category. Today, 
it is present in 19 globally, all in the 
personal care domain—from skin 
care to facial care to hair care to 
shaving to bathing to baby care to 
sun care. 






they are present. Consumers per- 
ceive these brands to possess exp- 
ertise relevant to these categories. 
By extending the brand to other 
categories that can benefit from 
this expertise, companies can 
reinforce the consumer's brand 
perception. 

Gerber, for instance, has a 
strong association with babies, 
which it has leveraged to great 
effect—today, a wide variety of 
products targeting babies and tod- 
dlers are branded Gerber 
Maximising consumer trust in 
the corporate name: 22 of the 
62. global mega brand franchises 
use the company's name or some 
form of it. Evidently, companies 
use the equity surrounding their 
brand to extend it to other prod- 


. uct categories 


Extending brands representing 
lifestyles: Some brands reflect 
consumers' lifestyle needs. Com- 
panies can successfully extend 
these across categories that bene- 
fit from this lifestyle image. 

Licensing the brand name: Some 
companies license their brand 
names to manufacturers outside 
their own industries and areas of 
expertise. This enables them to 
extend their brand name into 
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While the brand's early exten- 
sions were logical (Nivea sun care 
lotion was launched in the 1930s), 
by the 1990s, the company that 
owns Nivea, Beiersdorf, was confi- 
dent that the brand's appeal would 
work in categories such as hair- 
styling and cosmetics. The com- 
pany was right. 






















Nestle 


I: ANYONE IN THE KNOW WILL 
undoubtedly tell you, trust mat- 
ters in the foods business. Expectedly, 
15 of the 23 global mega brand 
franchises in this segment boast de- 
rivatives of the manufacturer's name, 
if not the exact name itself. Nestle is 
the best known of them all and is 
present in 15 categories globally — 
from baby formula to chocolate to 
milk products to desserts to ice 
cream. Indeed, the company is so 
confident of its brand that when 

acquisitions have brought new 
brands into the corpor- 
ate portfolio—Carna- 
tion and Rowntree, for 
instance —it has 
wasted no time in 
adding the corporate 
brand name as a sort 
? of umbrella tag. 














alternative product categories. 

Interestingly, the A.C. Nielsen 
survey found that most companies 
began their brand franchise expan- 
sion campaigns at home. However, 
there have been cases where com- 
panies have successfully grown the 
brand into new categories outside 
the home country. 


The India Angle 

When A.C. Nielsen ORG-MARG com- 
piled a list of brands available in 
the Indian market, owned by both 


Indian companies and multination- 
als, we were in for a few surprises. 

Nivea, the global #1 in the sur- 
vey, came in at # 19, although if 
only multinational brands were con- 
cerned its position was a more re- 
spectable #5. On top of the list of 
global brands was multinational- 
owned local brand Lakme that is 
present across 12 categories. For 
the record, the multinational brand 
present across most categories in 
India is Revlon (10). 

The presence of more-Indian- 


The Top Home Care Brands 
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Across Product Areas 


gg: GLOBAL MEGA BRAND FRANCHISES ARE POWERFUL 
enough to transcend entire product-families. 
Colgate-Palmolive's Palmolive is present in personal 
care categories such as bath and shower, shave, toi- 
let soap, shampoo, and deodorant, and in home 
care categories such as auto and hand dishwashing 
products. A.C. Nielsen says the company extended the 


benefits of Palmolive—it benefits and cleans your skin—to the other cat- 
egories. Its dishwashing detergent, for instance, sells on the premise that 
it benefits your skin even as it cleans your dishes. P&G leveraged the "gen- 
tle and pure" attributes of its toilet soap lvory to extend the brand into 
homecare products with the launch of laundry detergents and dishwashing 

. products. And Novartis has leveraged Gerber's expertise in baby care to 
extend the brand across personal care, food and beverages, confectionery, 


even healthcare. 


Brand Owner Brand 
. Franchise 
Novartis | Gerber 


Brand Presence 
Number Of Number Of Number Of 
Regions" Countries" ^ Categories* 


5 28 — 6 


# Out of 5, * Out of 50, @ Includes only those categories active in three or more countries 


Only three home care brands could make it to the global listing. 


Brand Presence 
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than-Indian brands such as 

Ayurvedic Concepts, Biotique, 

Amul, Baidyanath, and Hipolin in 

the listing (See India’s Mega Brand 
Franchise (Local) on page 93) is 
probably an indication of how well 
some Indian companies have been 
able to leverage the corporate brand 
across categories. 

Equally, it could well be a meas- 
ure of the financial and other costs 
involved in building new brands in 
India—something that encourages 
companies to be more pre-disposed 
to extending their corporate brands 
across categories. 

The strangest absence of them all 
in the Indian survey is that of Nestle. 
The company has several big brands 
in India (Maggi, Sunrise, Nescafe) 
but none of these, other than 
Nescafe, which is a derivative of 
Nestle, have anything to do with 
the corporate name. Still, the non- 
corporate approach has worked for 
the company in India. Last word: 
Global mega brand franchises mat- 
ter, but there is life beyond them. 
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What's In A Name? 


Sujit Das Munshi, Executive Director and Vice President 





A.C. Nielsen ORG-MARG 


HE INTENT OF THE GLOBAL 
| mega brand franchises 
study is to identify those 
brands that have used the same 
brandname across a wide range 
of categories and countries. If, 
for instance, sales dollars and 
rupees were used as a criterion, a 
brand that was big in one cate- 
gory, and small in 10 other cate- 
gories, could overshadow a brand 
that was equally spread out across 
11 categories. 

Our intent was not to iden- 
tify which brand is the biggest 
from a sales standpoint but those 
brands that have developed their 
brandname across geographies 
(domestically and globally) and 
categories. 

In order to qualify as a global 
mega brand franchise, the brand 
name had to be used in a consistent 
way across at least three categories 
and three regions at a global level. A 
brand would only be considered act- 
ive in a category if at least three coun- 
tries identified it as being so. As 
you will see from the final list of 62. 
brands that the global mega brand 
franchises identified are some of 
the biggest names in fast-moving 
consumer packaged goods. 

Brands within the Indian sub- 
continent span diverse categories 
across a country fragmented by lan- 
guage and culture. This in itself is 
testament to the power of these 
brands and the marketing acumen 
of their owners. 

The category that is the most 
symptomatic of the power of mega 
brand franchises is personal care. 
Within personal care, there are rela- 
ted, "natural" groupings of products. 


92 BUSINESS TODAY APRIL 27 2003 








For example, if a consumer is to 
buy a toothbrush, he or she is also 
likely to buy toothpaste, mouth- 
wash and dental floss; if a consumer 
is to buy a razor, shaving foam/gel 
and after shave are also likely to 
be purchased. 

Manufacturers seem to build 

their product ranges based on these 
related “natural” groupings. In the 
food category, there are some re- 
lated “natural” groupings, cookies 
and crackers, for example, but you 
would not expect milk and cookies 
to be marketed under the same 
brandname. 
_ Food brands too can be ascribed 
similar traits. Locally, Amul stands 
as a clear example where a related 
'natural' grouping does occur bec- 
ause the brand stands for a larger 
concept—i.e., dairy products (from 
bread spreads to ice creams, span- 
ning an entire range of products). 

This grouping facilitates a 
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‘bundling of complementary 
products’ into product area-spe- 
cific ‘kits’ like ‘childcare kits’ by 
Johnson and Johnson or ‘shaving 
kits’ by Gillette. Not only does 
this offer the brand visibility 
across categories but it also helps 
marketers derive distribution 
synergies that can be leveraged to 
make brands more profitable. 

Within A.C. Nielsen’s survey 
of global mega brand franchise, 
expansion of the corporate name 
across categories was seen to be 
considerable (22 of 62 brands 
were derivatives of the corpo- 
rate name). A manufacturer like 
Coca-Cola is unlikely to use its 
corporate name across other 
food and beverages categories 
since it has all along focused its 
brandname on one particular car- 
bonated beverage. 

The consumer links the Coca- 
Cola name to cola-based products 
and this has been a successful strat- 
egy for Coca-Cola. The Coca-Cola 
brandname has, however, been used 
to sell non-beverage products— 
clothing, glasses, phones, clocks, 
bags.... all categories outside of A.C. 
Nielsen’s global coverage. The 
Coca-Cola Company has other 
brands that have been extended 
across the food and beverages cate- 
gory. For example, Minute Maid in 
North. America is found within 
juices, concentrated drinks and ice 
cream/novelties. 


VAGONVd AVÍNVS 


Home And Away 

The 31 manufacturers, which own 
the 62 global mega brand franchises 
identified in the A.C. Nielsen study, 


are some of the most global manu- 


facturers in the fast-moving con- 
sumer goods (FMCG) arena. 

It is important to remember that 
the globalisation of many FMCG 
companies began with these com- 
panies using those brands that made 
them successful at home and ex- 
panding it to other countries. But 
once this global expansion occurs, 
manufacturers are constantly eval- 
uating new brands as they are in- 
troduced in local markets around 
the world and expanding 
those that are successful 
and have widespread cul- 
tural appeal. Successful 
` ideas don't always begin at 
home as in the case of 
Unilever/Dove. 

The criteria set by A.C. 
Nielsen’s study of global 
mega brand franchise was 
based on breadth in both 
geography and categories. - 
Launching a brand across 
multiple categories usu- 
ally begins with success- 
fully establishing the 
brandname and image 
within one category and 
then expanding to related 
categories over time. 

Geographical expan- 
sion is based on a similar 
premise...if a brand is suc- 
cessful in one part of the 
world; it is then expanded | 
to other geographies. 
Most brands are generally 
not launched across mul- 


remaining focused, consumers are 
then able to clearly relate the brand 
to the category. 

If consumers think “cola” when 
they think Coca-Cola, then an ex- 
tension into orange drink or milk 
would probably not be appropri- 
ate. What image the brand has in 
the minds of the consumer is a 
link to the brand potential for ex- 
tension. A number of the home 
care categories are quite distinct 
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tiple categories (or coun- Nirma 


tries). Establishing success 

in a category or a geography is usu- 
ally the beginning. A global mega 
brand franchise is then developed 
over time. 

Not all successful brandnames, 
even if they have considerable geo- 
graphical presence, are destined for 
expansion into new categories. 
Some manufacturers have taken a 
more focused branding approach. 
For example, the Coca-Cola brand 
in carbonated cola beverages. By 





from each other—for example, 
fresheners vs pest control. With 
such different applications, con- 
sumers could become confused if a 
brandname were extended across 
these categories. Language also plays 
a part in this situation. If a brand- 
name is developed because it stands 
for *clean" or *fresh", for instance, 
the extendibility to another lan- 
guage may not exist. 

Global players such as S.C. 


} 
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Johnson, for example, have 
launched exactly the same prod- 
ucts around the world with local 
brandnames; Glade, for example, is 
known as Brise in some countries 
like France and Spain. 

Gerber seems a very interesting 
phenomenon in how it cuts across 
broad product areas—this may have 
something to do with the universal 
appeal of nurturing babies. 

The study identified Gerber as 
crossing six categories 
and three product ar- 
eas—personal care, food, 
beverages and confec- 
tionery and healthcare. 
The Gerber brandname 
has been developed to 
stand for products that 
meet the needs of babies 
and toddlers. Although 
a very successful brand 
franchise, the Gerber 
brand was not one of the 
most global brands 
within the study as it was 
only found in 28 of the 
50 countries studied. 


Steady, But Costly 

It takes considerable 
investment, in time and 
money, for brands to meet 
the geographical and cat- 
egory criteria set by the 
study. Manufacturers in- 
vest a great deal of money 
in building a brand image, 
and as globalisation con- 
tinues, we believe that we 
will see more global mega 
brand franchises develop whether in 
India or abroad. 

Finally, the survey identified the 
L'Oréal brandname as only one of 
the many brand franchises owned 
by the L'Oréal company. Other 
brands include Garnier, Maybelline 
and Vichy. All references in the 
charts make a clear distinction be- 
tween the brand owner and product 
brand, even if the corporate name is 
used in both cases. 


cip IRGEND 
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Business Today presents a special coverage of its first Corporate Governance 
Summit, held in Mumbai on March 28, 2003 in partnership with the Tata Group. 
A panel of speakers, including Joel Stern, Adi Godrej and K V Kamath provided 
their viewpoints and shared their experiences on the theme — 'Corporate Governance: 
Managing Responsibilities, Risks and Remuneration’. Top-level executives from 
India Inc. participated in the interactive session that followed the panel discussion. 
The event also saw the launch of Business Today's Special Issue — 'India's 
Biggest Wealth Creators'. Dr. Bimal Jalan, Governor of the Reserve Bank of India, 


who also delivered the keynote address, released the issue. 


Turn the page to read more about it. 
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rate governance: (L to R) Godrej Industries' Adi Godrej, Stern Stewart's Joel Stern, Business Today's 


R. Sukumar and ICICI Bank's K.V. Kamath at the Business Today-Tata Group Corporate Governance Summit in Mumbai 








Taking 


. Responsibility. 


Corporate governance has never quite been under the glare as it is now, 
globally. But what, in the Indian context, does it entail? 


F EVER THERE'S A TIME TO STEP BACK AND REFLECT ; 
this is it—after a harrowing year for corporates 
worldwide. To reflect on business. On the *fine 
art of balancing responsibilities, risks and remu- 
neration in such a way as to optimise returns to 
the shareholders, managerial performance and trans- 
parent working practices", as BT's Editor Sanjoy 
Narayan put it that evening at the Taj, Mumbai, to 
throw open the summit on Corporate Governance 
under the joint aegis of BT and the Tata Group. 
American malpractices may have hogged the past 
year's headlines, but RBI Governor Bimal Jalan put 
the issue squarely into the Indian context straight- 
away, in his keynote address. It's an issue of even greater 
urgency in India, he said, because of the transition the 
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country is undergoing. It's good that corporate struc- 
tures are under debate, he added, as also America's new 
Sarbanes-Oxley provisions, but more attention needs to 
be paid to good old ethics—in spirit as much as the let- 
ter, EVA as in ‘ethical value added’. “It’s not an emotional 
thing or a sentimental thing," the governor cautioned, 
"it is in the interest of the corporation." And that still 
needs to be imbibed. Capitalism may have triumphed, 
but "this is not the *end of history". 

Certainly not, and the ensuing panel discussion 
would, in its own way, see to that. *Money makes won- 
derful music," observed the debate's moderator and 
BT's Deputy Editor, R. Sukumar. As for what value 
addition is all about, Stern Stewart's Joel Stern directed 
the audience's attention to his firm's Economic Value 
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Bimal Jalan 


GOVERNOR, LN 


"Ethics represent the res- 
pect not only for the law 
as it's written, not only for 
accounting rules as they 
are published but what is 
behind it—that is the 
sanctity of contracts, of 
Lu sed 


| CHAIRMAN, iin INDUSTRIES 
“Creating a truly lesa 


ndent board adds 
tremendous value to the - 


corporate governance of 
a company, and, in fact, 
the performance. We 
have independent direc- 
tors who are profession- 
als and experts, not ind- 
ustrialist friends” 


Joel Stern 


MANAGING PARTNER, STERN STEWART. 


“Ethics are important, but 
the question is not the 
occasional violation of 
those ethics. We cannot 
prevent people from steal- 
ing. We have to put a 
system in place that's de- 
signed to make honest 
people even more suc- 
cessful at what lee do” 


KN. Kamath — 


, MD & CEO, ICICI BANK 





“When you talk of per- 
formance measurement, 
what do you really meas- 


ure? Do you measure 


short term, or do you 
measure long term? How 
do you really allocate 


weightages for the two?” 


Added (EVA) programme, which he described as a 
way to “inculcate a culture of excellence, of 
world class best practices in the allocation of 
capital”. This is precisely what India’s to-be-pri- 
vatised public sector units need to adopt, he 
added, just as Australia’s Telstra had—to help 
get the best value. “I don’t want India selling 
assets on the cheap,” he explained. 

To Godrej Industries’ Adi Godrej, though, 
corporate governance was an expansive matter of 
“doing the right thing for the company and doing 
things right”. And that means paying attention 
to values, performance and the independence of 
the board. His own company’s board, he said, 
“has added tremendous value not only to the 
governance but also the strategy, human resource 
development and other aspects of the business.” 
Speaking next, icici Bank's K.V. Kamath reported 
a “deep sense of confusion and consternation” 
amongst the world’s top CEOs at Davos. How 
come? There’s no clear evidence on what corpo- 
rate structure could be ideal, and even performance 
can be measured in myriad ways (short-term ver- 
sus long-term, for example). “And in India, we 
have complexities that are unique to us, in gov- 
ernance and in remuneration,” he added, referring 
in part to the ‘family way’ of running businesses. 

But would CEOs cede power to boards? 
Unlikely. For the most part, “It’s business as 
usual,” in Kamath’s words. It'll happen, said 
Godrej, “If the market rewards companies with 
good corporate governance.” For it’s the “one 
universal language that attracts the big institutional 
investors”, as Stern added, wondering all the same 
if Oxley-like “generic rule-making” was the solu- 
tion. Godrej, too, wanted accounting practices 
to be flexible in a sensible way—allowing for cap- 
italisation of brand-building expenses, for example. 
So long as it’s EVA-sound, of course. A need that 
Stern’s addressing too. Next-gen EVA, he announ- 
ced, would focus on brand value. “The firms that 
sell at the highest price-to-earnings ratios consis- 
tently, are the ones that have the largest investment 
in intangible assets,” he pointed out. 

The Q&A session threw up some more inde- 
pendent thoughts. Incentivising independent 
directors was one idea, in response to a ques- 
tion on the lack of guts to challenge the boss. 
Another tricky question was on how to distinguish 
between honest errors and rogue intentions. 
“This is a very very qualitative issue,” replied 
Kamath. Indeed. Nobody said corporate gover- 
nance could be reduced to a set of templates and 
algorithms. Sorry, Fukuyama. 
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The price of war: Gulf War II sent stockmarkets 
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The last quarter 

of the fiscal year 
2002-03 has been 
something of a 
nightmare for the 
Indian mutual funds 
industry, with most 
schemes struggling 
just to post positive 
returns. But then, 
investor expectations 
have probably fallen 
as well. 

A BT-MUTUALFUNDSINDIA 
STUDY 
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worldwide into a tailspin 


Turbulent 


IZZY YET? THE ROLLER-COASTER CONTINUES. MUTUAL 

funds (MFs), as permanent seat holders, are sup- 

posed to have constitutions that are hardy enough 

to handle the worst. But even they, it turns out, 

have not been able to escape the turbulence of 
2002-03’s last quarter. The entire MF industry seems to have 
got a severe case of nausea. 

The prime culprit takes no guessing: the war in West Asia, with 
all its twists, loops and turns. Stockmarkets had initially welcomed 
the prospect of an end to uncertainty. But by the end of the first 
week, hopes of a clean quick regime change lay shattered, along- 
side a whole set of optimistic pre-war assumptions. By the end of 
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Prudential ICICI Child Care Plan -Study Plan -0.26 





For 3 months ending March 31, 2003 SCENE SL Motes 


Liquid Schemes | 


Absolute Returns (26) 
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Zurich India Liquidity Investment Plan -Growth ^ 1.57 





IL&FS Liquid Account -Growth =i ast 1.51 





For3 months ending March 3l, 2003 bj 


the second week, while current oil prices hadn't quite 
flared up and the dollar had retained its composure, 
worries arose that the long-term price the world econ- 
omy would have to pay for the war would be higher 
than America's rosy estimates. No wonder most world 
stockmarkets reacted to the papain spectacle in 
West Asia with dismay. 

Domestically, indices were depressed by the 4.4 per 
cent GDP growth figure for the fiscal year and the lack 
of movement on the disinvestment front. Add to this the 
traditional ‘sell’ pressure that afflicts MFs every March, 
and you have all the conditions for gloom. 


Numerical Nightmare 

It was a quarter everyone would like to forget. The 
Nifty shed 10.5 per cent and the Bombay Stock 
Exchange Sensex slid 9.7 per cent. Had it not been for 
the PSU sector, things would have been worse. The 
BSE public sector index actually gained 0.3 per cent. The 
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For 3 months ending March 31, 2003 
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. For 3 months ending March 31, 2003 


information technology sector was hit the hardest, 
with the BSE IT shedding a nerve-wrecking 21.9 per cent. 
* -.430-odd equity schemes, merely two delivered a pos- 
cent. The foremost trend-bucker 


on PSU banks and petro stocks. Yet, 
_ Alliance MF almost made an exit from the Indian mar- 


of its takeover. Zurich Asset Management Company, 





mm Schemes 1 


— Retiras (%) 


“Scheme 


Ult Schemes 


| Absolute Returns (%) 





2.6 





IDBI-PRINCIPAL Government Securities Savings -Growth 1.83 
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Funds with high IT exposures had to scurry for cover. 
In general, all equity funds got a drubbing. Of the 


itive return. The category’s average re- 
turn? A disappointing minus 7.8 per 





was Alliance Basic Industries- 
Growth Fund, which managed to 
post a heroic gain of 2.7 per cent for 
the quarter, largely thanks to its bets 


ket, before doing a volte face, putting to rest rumours 


though, did get taken over by HDFC MF, thus making the 
latter a member of the Rs 10,000-crore-plus assets 
. league, together with Franklin Templeton MF and 
Prudential ICICI MF. | 
Debt Debacle ; 


Indian debt markets were also hit, putting upward 





pressure on interest rates (which had been falling oth- ; 
erwise). The average returns of debt Mrs were low. Of 
the 124 schemes, the average return was a meagre 
0.46 per cent, down from the 3.5 per cent posted in the 
previous quarter, though more than two-thirds ended 
- the quarter in positive territory. Just about. 


Of the 58 gilt schemes, only a handful did well. The 
best performer was Birla Gilt Plus (Liquid option), 


APRIL 27 2003 BUSINESS TODAY 99 


- 


y 


Ss. ee 


a “ pas F ~ = 
deg MES - 
vi "c 


"GARD a ela oT eee Pe Pe” CN ae a Le aF d 
© ‘ M $ fes < 


"1 = "NL Y = LET i w = 
^- É ^ <- - wu. 


ET to DECEM Sy 
ee IT ET 


tr 
e 


w 


VE TTT CUCNESC"u ee eee ee EUREN 
re E : 


bt personal finance 


Equity Funds Balanced Funds 


Scheme Risk Adjusted Ranking By Risk 













M Basic Fund 2 
Alliance Basic Industries -Growth | 
Income Funds 


Scheme Risk Adjusted Ranking By Risk 
Rank 











Grindlays SSIF Short Term -Growth | 2 


Birla MIP -Growth 4 
For 2 years ending March 31, 2003 


Liquid Funds 


Scheme Risk Adjusted Ranking By Risk 
Rank 










ILBES Liquid Account -Growth -Z 






KMK Liquid -Growth — — 
Far year anda March 3l 2003 LAND 


which managed a handsome 3.9 per cent return—on its 
investment in treasury bills and call money plays. 

Liquid funds did better. The best returns were 
given by LIC MF Liquid Fund at 1.6 per cent. The av- 
erage return in this category was 1.3 per cent. Which 
isn't bad, considering all the turbulence. 


. Risk Adjusted Returns 


In times of risk, it doesn't really make much sense 
evaluating the performance of funds from a short- 
term perspective of absolute returns. Which is why 
we have risk adjusted measures, which gives analysts 
an idea of the risks taken and returns delivered 
over a longer span of time. 

So, which schemes have done well? By our risk 
adjusted reckoning, Uri Growth Sector Fund-Petro 
continues to outperform all other equity-based funds, 
and has delivered an absolute return of 80.6 per 
cent in the last three years. It is followed by JM 
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Scheme Risk Adjusted Ranking By Risk 
Rank Avg. Returns Category 
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Gilt Funds 


Scheme Risk Adjusted Ranking By Risk 
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SBI Magnum Gilt STP -Growth 2 20 Low 






Alliance Govt Securities Fund LT -Growth 4 5 Medium 
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Basic Fund, another fund which is highly skewed 
towards petro stocks. Alliance Basic Industries, which 
has been a consistent performer and invests largely in 
companies that are sensitive to economic cycles (and 
therefore less volatile in day-to-day trading), is in 
the fourth position. 

In the balanced category, there 
has been no change in the top per- 
forming schemes from the previ- 
ous quarter, except that Unit Trust 
of India's Us-95 has slipped from the 
third position to the fifth place. Tem- 
pleton India Pension Plan continues to 
perform consistently, and has generally moved in tan- 
dem with the benchmark. It has invested close to 40 
per cent of its corpus in equity and about 15 per cent 
in cash (and equivalents). The portfolio is well-diver- 
sified, and has no concentrated holding in any single 
stock. Zurich Prudence is also a rather well-managed 
fund, and has always been among the top performers 
in the category. It invests close to 60 per cent in equi- 
ties, the highest exposure being in banking and petro 
stocks. 

Ranked by risk adjusted performance, income 
funds which have taken very low risks have done the 
best. Escorts Income Plan replaces Grindlays ssir- 
Short Term plan at the top of this chart. 

On the whole, the expectations of Indian investors 
have probably declined over the past quarter, and this 
could spell surprisingly good returns the next time 
round. Given the circumstances, of course. E 
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Invest in the right 
MBA now and reap 
the benefits forever 


An MBA opens up new opportunities and paves the way for accelerated promotion. To find a 
the right MBA it is essential to select a degree that is capable of providing a long term benefit 
— one that exceeds the initial investment. Manchester 

: Business School 
The best way to ensure this is to choose a world class MBA that is internationally recognised Forward thinking 


and is highly valued by executives and employers all over the world - a Manchester Business 
School MBA. 


Now, thanks to two unique MBAs delivered worldwide by Manchester Business School's 
Distance Learning arm, IFM, in association with The Administrative Staff College of India, you 
can complete your MBA in India with a study programme that fits your business 
commitments and your lifestyle, and without loss of income. 


MBA for Engineering Business Managers 
MBA for Financial Managers and Finance Professionals 


For details please contact Dr.Anil K Sood at the Administrative Staff College of India, Bella 
Vista Hyderabad 500 082, India. Telephone (9140) 2339 2320, fax (9140) 2331 2954, email 
anil@asci.org.in 


www.mbs.ifm.ac.uk Gui 


WWNW.aSCI.Org.in 
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ashion is no longer just about clothes, 
ramps and gorgeous models. It is also 
but attitude and personality. So, is lifestyle 
about fashion or is fashion about lifestyle? 
The fact is that marketers of branded ap- 
parel, accessories and everything else that falls into 
the category of personal wear have to run harder 
and faster to keep pace with constantly changing 
tastes and attitudes of consumers. There are a 
number of factors at play here. For one, rapid 
globalisation has ensured that fashion trends 
cross national borders at the speed of light. But 
more importantly a growing segment of con- 
sumers are demanding that the brands they sport 
match up to the ever-increasing pressures that 
they have to meet in their corporate lives. 
"Today's corporate executive wants to look 
and feel good at all times. We wants to pamper 
himself and feels that he deserves the best, " 
says Manoj Kumar, regional business director, 
Gillette India. " At another level, he is experienc- 
ing performance anxiety. This drives him to spend 
on products that he considers essential in confi- 
dence-building." As a result, spends on clothes 
and accessories are growing. According to a 
study of trends in male accessories, titled mAccess, 
conducted by the market research agency, Market 
Pulse, working men in the SEC A group spend Rs 
5,880 on apparel and shoes. The 25-34 year 
olds spend the most—about Rs 8,690—and 45- 
54 year olds, the least—Rs 6,198. 35-44 year 
old executives spend roughly about Rs 6,729 on 
clothes and accessories. 
Ergo, the Rs 750-crore premium end of the men's 
personal grooming products is today the fastest 
growing segment. Consequently, marketers like 
Gillette are targeting consumers with products 
such as the New Gillette Series shaving preparations 
which have five variants for different skin types. 
Appearances count and this is evident from the 
emergence of health and fitness centres in the 
major metros. Says F.J. Singh, President, Taj 
Resorts, who has designed and set up the two 
month old Ozone Fitness n' Spa in New Delhi: 














"Ours is not a fitness centre or gym. Ours is a lifestyle club. " 
The three-storeyed Ozone is completely kitted out with 
spas, a health café and the latest in health equipment 
where members can work out and relax after a gruell ng 
day at the office—all at a cost of Rs 66,0 )0 a year. 


A New Ethic 

Fashion trends are changing with each pas sing day. Tak» a 
look at what is happening in the world of denims. Says 
Arvind Brands' B. Hyma, head of business, Wrangler end 
Ruggers, Bangalore: "Earlier denim was ust a weekend 
wear. Today execs don't mind wearing it to: he boardrooi ns. 
Internationally too, officewear has moved towards der im 
jeans, formal shirts and ties. Adds Hyma: The new trend 
is that people want a five pocket, jean-looking non-denim 
trouser." It's a new twist to the Friday-dressing tale. 
Power lunches are passe and the cool, confident and in- 
dividualistic look has found takers in the corporate world. 
The new-age workplace embodies inspiration, harmony, 
initiative and collaboration, replacing the old-world cor- 
porate culture of hierarchy and power. 

Says Atul Chand,cm, marketing and retail, rc Lifestyle: 
“Business leaders are starting to break the stereotypes and 
our Classic collection of new-age formals embodies that 
very spirit. " 





The Complete Man 

Being different counts. And the 
trick lies in creating a look that is 
tailormade to suit an individual's 
persona. Says Prem Dewan, store 
manager at one of Delhi's exclu- 
sive menswear outlet, The Blues: 
"The complete look is not just 
about buying an expensive suit, but 
also the accessories that go with it— 
shoes, socks, wallets, belts, fra- 
grances, etc." These days a middle- 

















Fa: level executive could end up spending 
= anything between Rs 20,000 to Rs 
= , 35,000 on an outfit. 
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What has given this trend a 
further fillip is the emergence 
of exclusive retailing outlets, 
shopping malls and centres that 
focus on providing the perfect 
shopping ambience. Says 
Biswajeet Ghoshal, Branch 
Manager at Shoppers' Stop, 





Denim used to be viewed just 
but now it is taking the boardrooms by storm 


EXECUTIVE LIFESTYLE 





Delhi: "Our shop assistants are encouraged to suggest entire 
wardrobes to shoppers. And that's why more and more mar- 
keters are today selling accessories. Earlier a shirtmaker 
was just that but now he offers the complete portfolio. " 


Mood-shopping 

Nowadays, there is a growing segment of consumers who 
sport different brands, depending on the occasion and the 
mood. Take for instance, watches. They have progressed from 
being mere functional time-keepers to fashion statements. 
Says G. Kannan, Country Manager, Swatch Group: "Watches 


as weekend wear 


have become an extension of an individual's personality. 
So he might wear a Swatch when he is partying and an 
Omega when he is going for a business meeting." 
Similarly with sunglasses, the trendy thing to do is to 
own at least two to three different styles to suit specific 
occasions. So, while an Aviator or Sidestreat is conser- 
vative enough for officewear, sporty and adventurous 
models such as the Predator and Fugitives are better 
suited for a party. A trend that fits in perfectly with the 
RayBan punchline: "One for the office, one for the 
picnic and one for the beach! " 


Global is Local 

In today's context, global is local. So even while in- 
ternational brands have their appeal, many of the 
Indian brands have been enormously successful by ful- 
filling consumers' aspirations to be in-sync with global 
trends, fashions and technology. The success of Color 
Plus in casualwear and civo—in premium suits—are 
just two instances. Executives are looking for styles that 
are in vogue. And they prefer premium brands. What 
an executive wears is a reflection of where he is 
reached in his corporate life. " 











"The understated look 
of natural fabric — * 
fires my imagination" 


Linen is a fabric that 
understands the human body. ^ , 


Allowing designers to turn 
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Only genuine quality Linen 
comes with this logo. 
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100% Pure Linen, Linen Cotton, Linen Modal, Linen Wool, Linen Silk, Linen Lycra & Dyed Wovens, all of French & Belgian origin. 


Mill's Studio de designe : Linen Club-The Ramp : New Delhi : 31B, Linen Arcade, Mohammadpur, Near Bhikaji Cama Place, New Delhi 110 066, Telefax : (011) 2616 7128, Ph. : (011) 2616 4529 
98100 86666, Email : ashokaag@mantraonline.com; Bangalore : 51, Infantry Road, Near Medinova 560 001, Ph. : 2286 7767, 2221 0370 / 9248, 98440 83678, Email : linenfab@vsni.net.in 


Creative Associates : Balance Clothing Pvt. Ltd.; 1 M.G.Road, New Delhi, Phone : (011) 2680 5986, 2680 4488; Carma; Qutab Complex, H-5/11, Mehrauli Road, 
New Delhi, Phone : (011) 2664 5092 


Ask for Linen Club Fabrics at all leading fashion outlets 
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Linen Cluh 


Linen was first brought to India in 1949, by Jaya Shree Textiles, an Aditya 
Birla Group Company. From its age-old acquaintance as a coveted fabric 
for royalty, linen has transcended generations to still retain a brand loyal 
cult following. Linen from Linen Club has its origins in French and Belgian 
Fibre which is rated very highly internationally and finds acceptance on 
the ramps from Milan to New York. 


In india, Rohit Bal, a designer of international repute, is endorsing 
the brand. He says, ‘The very look of linen inspires me to create 
fashion statements all around the world." Rohit is all praise for Linen 
Cluh Fahric. Says Rohit "...it fires my imagination. It is fire, water, 
earth..... and all the elements that are part of nature rolled into one. 


It is a different high working with Linen from Linen Cluh Fahrics." 


Rohit Bal 





With the heritage of the first vegetable fiber woven on earth, Linen Club 
Fabrics are going places. Linen Club naturally commands a place for itself 
with the créme-de-la-créme of the fashion designing circuit internationally. 
World-renowned brands like Stacy Adams, Mango, JC Penny, Ralph Lauren, 
TG Mart, Next, Louis Phillipe, Allen Solly, Benetton, Colour Plus, Black 
Berry's, Wills Sport etc, are all sourced from Linen Club. 


Its stunning range varies from Linen rich with cotton, Linen rich with 
rayon, dyed, woven, Linen Lycra, Linen Wool, Linen Modal and Linen Silk, 
making it a hot favourite amongst designers of ethnic and western wears. 
Its eternal trend crops from the fact that it being custom made, the 
essence lies on comfort and easy fall. Soft curves, softer falls, easy cuts 


and its high moisture absorbance, coupled with its eco friendly 100% 
natural vegetable features, make Linen Club fabrics the most sought after 
wear on the fashion circuit. 





Genuine since 1937 
Ray-Ban. First developed in the early thirties for the US Army Air Corps 


fliers to overcome the brutal glare of the sun, Ray-Ban soon became a 
fashion statement. Fitted in metal frame and called ‘Anti-Glare’ glasses 
they were instant success. Soon they were named Ray-Ban Aviators, a 
classic shape that for simple form and function has never been bettered. 

Recognizing the potential for sunglasses, Ray-Ban has been offering a 
large number of styles each year since 1937. 

Timelessly designed, cleanly styled and never overpowering, Ray-Bans 
have always been - and will always be - the heart and soul of sunglasses. 
Ray-Ban is oriented towards a target, who pays close attention to quality 
and to those products in tune with their own way of being. People who 
choose Ray-Ban posses personality and charisma. 

Ray-Ban as a brand has been able to connect well with the Indian consumer 
psyche from the very beginning when it came to India in 1992. 
Sunglasses were traditionally known for their aesthetic purposes in India 
and not much from the utility point of view. 

RAY-BAN WAS THE FIRST TO LAUNCH THE AWARENESS CAMPAIGN 
AND SUNGLASSES STARTED TO BE LOOKED UPON AS AN ITEM OF 
SERIOUS PURCHASE AND THAT SPURIOUS PRODUCTS DO MORE HARM 
TO THE EYES THAN PROTECTING THEM. Ray-Ban gives protection from 
UV rays while making a fashion statement. The precision optical quality 
makes the lenses distortion free and keeps the eyes comfortable. The 
quality is maintained by numerous quality inspections and continuous 
product innovation. 

Ray-Ban has always been synonymous with premium personal protection. 
Setting the standards for sunglasses excellence, Ray-Ban constantly 
combines great style, exceptional quality and comfort to deliver legendry 
sun performance. THE TAKEOVER OF RAY-BAN BY LUXOTTICA IN 
SEPTEMBER 1999, THE WORLD LEADER IN EYEWEAR BUSINESS HAS 
PUT AT IT’S DISPOSAL, THE VAST TECHNOLOGICAL AND DESIGN 
EXPERTISE OF LUXOTTICA TO CONTINUOUSLY UPGRADE ITS QUALITY 
AND STYLING. 

More than 250 designs of Ray Ban sunglasses are available in 1000 
outlets across the country mostly in the optical outlets. It is also available 
in selected lifestyle stores. 
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Halliburton has just been awarded a contract 
worth over $1 billion (Rs 4,800 crore) to rebuild 
some part of destroyed Iraq. 

A few curiosities, though. One, that Halliburton is 
awarded the job even though it's teetering on the edge 
of bankruptcy. Two, that it gets chosen in a ‘secret’ 
process, where no other bidders are even asked to pres- 
ent proposals. And three, curiouser and curiouser, as 
Alice would say, Halliburton is still paying annual 
compensation to its former chief executive officer 
Dick Cheney, the current Vice President of the US. 
When everyone's talking about the ‘conflict’, should- 
n't we also talk of ‘interest’? 

All this from an administration that recently made 
-. loud, sobbing noises about ethics and corporate gover- 
nance. A few more dots become visible, I connect 
them. I read of a Senator from Southern California who 
tables a bill mandating that when Iraq's mobile telecom 
services are re-built, they should not use the GsM plat- 
form that Iraq and the rest of the Asian world have 
been using till now, but pick instead a less-popular tech- 
nology called CDMA. 

There’s not really much to choose between these two 
technologies, except that an overwhelming majority 
of the world uses the GSM standard. Orders for CDMA 
will result in royalties accruing to Qualcomm, which just 
happens to be located in southern California. Qual- 
comm, in a fit of reluctant honesty, concedes that it has 
been paying lobbyists to promote its cause with cash- 
hungry US politicians. 

Is there something in CDMA that requires skull-dug- 
gery to sell it? Back in India, its biggest backer, Reliance 
got permission to provide local services, and then went 
ahead and announced mobile roaming services that it 
never paid licence fees for, unlike the other GSM oper- 
ators in the country. 

Such deviousness often backfires. Qualcomm and 
Halliburton can learn from the UK experience. In the 
weeks before Hong Kong was handed over to the 
Chinese authorities in 1997, the British handed over 
the construction contracts for airport and bridges to lit- 
tle-known UK construction companies, in preference to 


A S I WRITE THIS, A LITTLE-KNOWN US FIRM CALLED 


NOTES FROM THE TROUGH HB Mahesh Murthy 


Law And Orders 


It's not just small businesses who flout the law to promote their causes. 


larger, more experienced firms who bid lower. The 
Chinese protested—and gritted their teeth. Sure 
enough, post-takeover, those firms found themselves 
almost completely sidelined when it came to the bigger 
business inside China. Does Qualcomm really think 
it's gaining brownie points with its ham-handed efforts 
to buy its way into the spoils of the Iraq war? Do you 
think the rest of the Arab world will welcome 
Qualcomm with open arms? 

It isn't just the technology-driven businesses that are 


playing this game. Take the case of broadcasting major 


NBC, which is owned by General Electric. They go 
and fire their anchor Peter Arnett because he, to 
quote, “offers an opinion” in an interview to Iraq 
television. I wasn't aware that US media people were 
not supposed to have opinions. Even opinions as 
harmless as thinking that the US is finding the Iraq ope- 
ration more difficult than it originally thought it would 
be. Something even a cerebral amputee would agree 
with today—though, not, in this case, the scared old 
men at NBC who begged and asked *How high?" 
when the Pentagon said “Jump!” 

The ease of buying off news organisations surprises 
me. Virtually 100 per cent of the western world’s jour- 
nalists are now, to use that word reminiscent of para- 
sitism, ‘embedded’ into US and UK armed forces, and 
hence report the US and UK point of view. Which 
includes showing Iraqi prisoners of war and generally 
furthering the propaganda that the good guys aren’t 
suffering casualties, while the bad guys are on the run. 

So when non-Western journalists (gosh, you mean 
they can report? Handle a camera? How did they learn 
that??) show American prisoners of war, it’s suddenly 
wrong and a breach of the particular Geneva conven- 
tion that the US didn't want to sign. ` 

I’m waiting for the time when newspapers forget 
journalism, ask you what events you want to have 
covered, and charge you to write it up and print it. 

Oh wait, hasn't The Times of India already gotten 
to tha? E 


Mahesh Murthy heads Passionfund, a firm that invests in and advises 
companies. You can reach him at mahesh@passionfund.com. 
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Manager 


Job disillusionment is a big reason for many a midlife crisis. Here’s a 
look at why it happens, and how to cope. BY ANKUR SABHARWAL 



























ARCH 14, 1998, 8.00 AM. VINOD SAXENA 
swerves his new Esteem through the 
gates of one of India’s largest cement 
factories in central India. He responds 
to the gatekeeper’s salute with an exaggerated 
gesture of the hand. It is his 35th birthday, he 
has just become the logistics and commercial mana- 
ger of the company, and is looking to make senior 
manager in three years, general manager in another 
three, and who knows, maybe director after that. 

March 14, 2003, 8.00 am. Vinod Saxena 
takes a rather cautious turn in his sputtering 
Esteem to enter the same gates. He fails to ac- 
knowledge the gatekeeper’s salute. His mind is 
preoccupied with the thought that on his 40th 
birthday, the only bright part of his life is that he 
still has a job. The de-layering exercise undertaken 
by the company in 2000 eliminated the senior 
manager position, and as for the general manager 
post, well, the signals he gets are that a young gee- 
whiz MBA would get it. It’s all part of the ‘re- 
structuring’—which requires ‘risk-taking ability’ 
and other hot credentials that he’s deemed too old 
to possess. A father of two with a home loan to 
pay off, he’s not their man. He is just another dis- 
illusioned manager. A member of a tribe “that has 
been growing in numbers over the last three or 
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four years”, according to Ronesh Puri, Managing 
Director, Executive Access. 


Stagnation Rut 
It's happening to more people than they'd publicly ad- 


mit. The mid-life stagnation crisis. The kind that takes 
hold once the haughty exuberance of youthful ambitions 
give way to a sombre reality check—and the realisation 
that one is nowhere close to the corner office, and will 
never be. In fact, as the pyramid tapers upwards, one may 
even be closer to—shudder, shudder—'deadwood'. 
"Managers sometimes have aspirations that are 
disproportionate to their capabilities," sighs Satish 
Pradhan, Executive Vice President, Group HR, Tata 
Group. But that's not the whole story. Capable man- 
agers, after all, are also victims of job disillusionment. 
Their only problem is that they're 
too old for young jobs and too 
young to call the shots. You may 
blame it, in part, on the last 
decade's wave of ‘lean operations’. 
The theory? Modern corporations 
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MANAGERS... 





of, particularly in the use of IT. Plus, they are far more 
global in their orientation—and a whole lot more am- 
bitious, ready to snap at middle managers’ heels. “Not 
too long ago, managers at the entry: level would wait 
patiently for two-to-three years for a promotion. 
Today, they have an appetite for faster success,” obs- 
erves K. Pandiarajan, Managing Director, Ma Foi 
Management Consultants. For many greying man- 
agers, that’s scary. “There was a time I used to laugh 
when sprightly young recruits told me they wanted my 
chair in three years,” says a disillusioned manager, 
“but now I start wondering where Ill go. The sad 
part is that turning entrepreneur is the only real option, 
and with a family to support, that’s too risky.” 

Just recently, the supply-chain general manager 
of a Delhi-based multinational consumer durables 
company, met with a head-hunter. 
“Get me out of here,” he groaned. 
Later the same day, the same head- 
hunter was visited by the general 
manager (marketing), the general 
manager (finance) and a vice pres- 


need strategy makers on top, and e Are stagnating in their jobs : ident from the same company. All 
nimble execution armies on the  & Feel unwanted by the firm. four hitting 40, all four seeking 
ground, and the two layers are ES Often need a new skill-set , an immediate job shift. What 


linked by rr systems. This leaves the 
role of middle managers hazy. Or 
worse, clear. Clearly redundant. 
"Organisational hierarchies 
have crashed,” says Ajit Isaac, CEO, 








. Often lose their touch | 


„BUT THEY MUST. if 





prompted the exodus? The com- 
pany had taken aboard a new 
CEO—younger than them—with a 
clear mandate to ‘trim the flab’, 


People One Consulting. What e Stay alert no matter what. All’s Not Lost 

happened in the US in the after- new S n o - . Of course, there are plenty of train- 
math of its 1991-92 recession has 9 vd k " ps keep as ing-obsessed firms that ensure that 
been happening in India. The e Thin al lead present ro no manager stagnates in his job. 


Indian mid-level manager is under 
pressure. Explains R. Sankar, 
Country Head, Mercer: “You’re 
pounced on from above (by the senior management), 
and you're pounced on from below (by the younger 
generation of managers)." 

Often, the middle manager neither gets to direct the 
strategy, nor swell his chest for achieving ground-level 
micro-targets. As one manager put it, “They don't 
need my brains, and they don't need my limbs." Worse, 
the accumulated years of greying around the temples wit- 
hout any direct action have dulled the senses, and this 
makes it all the more frustrating once given the chance to 
perform a top or even ground-level task. “I can't say they 
never tested me,” says a 43-year-old executive who quit 
a mid-sized firm, *but I found I had wasted away what- 
ever feel I did have of the market's dynamics once upon 
a time, so I just couldn't get anything right." 

The younger recruits, meanwhile, have entirely 
new skill sets that the olas lot never bad the privilege 
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® Consider entrepreneurship | 


In fact, several firms believe that 
middle management remains vital, 
not merely as a repository of non- 
database information, but also as à perspective-feeding 
group for senior management. Moreover, there's suc- 
cession to think of. These managers may not be calling 
the shots now, but at least a few ought to be thinking 
of themselves as CEOs-in-waiting. They outght to be 
watching the top's strategies carefully enough to gain 
indirect experience, just in case. 

But if that's no more than wistful thinking, and the 
reality is a lot more sobering, striking out on one's 
own may be the best option. It's something any busi- 
ness person worth his salt ought to get excited by. 
After all, the world of business ought to be populated 
by risk-takers, not paycheck-takers. *Most of us value 
our careers more than anything else," rues Sankar, *So 
even if we are dissatisfied with our jobs, it is incon- 
ceivable for us to do anything else." That's the sort of 
inertia that needs to be smashed. 
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SHOPPERS’ STOP STOP 
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Forget real time. At Shoppers’ Stop, technology 
iS geared to seize that one moment in which a 
customer decides to buy Or NOT. svswari PRASAD 


T’S 9.30 ON A THURSDAY MORNING, AND SANJAY 
Bindra is at his 800-square feet Kemps Corner 
office in Mumbai, surfing the Shoppers' Stop 
intranet on his laptop. It's a daily ritual for the 
Executive Director of Biba Apparels—one 
that allows him to track the status of the salwar 
kameez that his Rs 25-crore company supplies to 
Shoppers’. On this particular occasion, the 35-year-old 
Bindra finds that sleeveless salwar kameez aren't selling 
at the Hyderabad outlet, which is also Shoppers’ 
biggest of the 13 stores. With any of his other buyers, 
including Sheetal and Crossroads in Mumbai, this 
would have been a serious problem. Bindra would 
have had to go from one store to another in order to 
know the stock position, or make phone calls 
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periodically. But with his largest customer, shuffling skUs 
is as simple as moving the cursor on Bindra’s laptop. 
Literally. Result: the trendy sleeveless sets are moved 
from the conservative Hyderabad to the more fashion- 
able Delhi, where—again, Bindra’s computer tells 
him—the variety is selling like hot cakes. 

Welcome to Shoppers’ Stop. India’s biggest and the 
most wired retailer, where approximately 15 per cent 
of the company’s net worth is invested in information 
technology. Why? It’s not just because Shoppers’ has 13 
stores with approximately 400,000 sq ft of retail space, 
or 38,000 options on offer, or 300 suppliers to handle. 
Rather, it’s because the chain has 30,000 demanding 
customers walking in every day and selling to them 
isn’t easy. “The paradigm for us,” explains B.S. Nagesh, 





Ew tuf? 


B.S. Nagesh, CEO, Shoppers' Stop: Leveraging tech for growth WH AT POWERS 


THE SHOP 


Shoppers’ Managing Director and CEO, “is 1x1x1x1. | 
One customer in one moment, to sell one product from Different software work seamlessly 


one sq ft. There is no alternative.” In other words, the to integrate the retail chain. 
retail business hinges on just one thing: availability. If OR 2 
the customer doesn't get what she wants when she 

wants it, then it's not just loss of sale, but potentially 

a customer—and often for good. 


Wired for Growth 

On that count, Nagesh hasn't done badly. Although the 
chain was started out of a defunct movie theatre in 
Mumbai in 1991, Shoppers’ remained a three-store ent- 
ity until 1998, with revenues of Rs 80 crore. Thereafter, 
it went on an expansion spree, and today boasts of a Rs 
300-crore topline. And rr has been a key—if not the 





bt 


only—driver of its growth. 

A clutch of software goes 
into wiring up Shoppers' 
(See What Drives The Shop). 
Sourcing and selling have 
been integrated via a JD 
Armstrong software. An 
Arthur Enterprise Suite takes 
care of stock planning. And 
Siemens BconnectB hooks 
up one hundred of the 
chain’s 350 suppliers. There 
are three parts to the chain’s 
supply chain management. 
The first part is handled by 
the B2B module of JDA. Its 
uniqueness: the partnership 
with suppliers allows them to 
actually control their prod- 
ucts. Not only do the ven- 
dors tell Shoppers’ when 
their supply is reaching rep- 
lenish level, but they also 
shift stocks from one store to 
another to maximise sale 
(that’s what Bindra was do- 
ing that Thursday morning). 

The second part deals 
with warehousing, which 
again is part of the JDA mod- 
ule. The system actually tells 
the store staff where to put 
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CLIPPING 


The Chain Has Grown... 
1998 88 3 

1999 RN 5 
2000 ] 
2001 9 
2002. 
2003 | 
2007 


Figures are number of stores for year end 


...same-Store Sales Are Reviving... 
2001-02 | 076 


10 
15 





32* 


*Projected figure 


2002-03 iain neem 10°. 


„And Overall Revenues Are Climbing 





1998-99 125.30 ; 
1999-00. 146.20 : 
2000-01 216.60 z 
2001-02 24850 =: 
2002-03. 300 £ 





Figures in Rs crore 





Wiring up Shoppers’ Stop: The much-criticised investments in IT in the late nineties are now paying rich dividends 


what. If it were to be done 
manually, the process would 
take Shoppers’ an extra 
week for an SKU of 5,000. 
The third part of the sup- 
ply chain is taken care of by 
a bar-code system. It logs 
every sale and deducts the 
appropriate number from 
the inventory column. 
Therefore, at any point, 
Nagesh and his suppliers 
can find out exactly how 
many units of one product 
have been sold. And they 
can get this information 
across their stores. 

The result: Shoppers’ 
supply chain cost, which 
used to be between 1.5 and 
2 per cent, is a mere 1 per 
cent of its sales, versus an 
industry average of about 
1.5 per cent. And its stock 
turn ratio has risen from 4 
per cent two years ago to 
about 5.5 per cent now, 
significantly higher than 
the industry average of 
around 4 to 4.5. A ratio of 
between five and six is 
considered to be an inter- 
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national benchmark. And 
shrinkage (industry euphe- 
mism for pilferage) is just 
0.6 per cent compared to a 
world average of 1.5 per 
cent. Says Arvind Singhal of 
KSA-Technopak, a retail con- 
sultancy: “Since the begin- 
ning, Shoppers' Stop was 
clear that it wanted to be a 
national player. They could 
not go national until they 
had data. And for data, they 
were required to invest in 
information technology." 

Keeping track of in- 
ventory and sales is just 
part of the game. An 
equally important task is 
of finding out why, when 
sales fall short of target. 
The Arthur Enterprise 
Suite, the stock planning, 
does that job. How? It sim- 
ply puts focus on SKUs that 
didn't move. It could be 
sleeveless salwar kameez, 
a particular style of 
footwear, a denim line, or 
even jewellery. Through 
this software, the SKUs get 
linked to financial plans as well, thereby allowing the 
chain to stock better when the next season comes 
along. A vendor like Bindra, for instance, can analyse 
the top five styles and the least popular styles, and 
suggest discounts to incentivise purchase. “This 
software is also very useful for interpreting fashion 
trends," points out Nagesh. In fact, using the plan- 
ning software, Shoppers' has even revamped its 
store layout to put more popular and impulse items 
at strategic access points. 

An in-house software, called the src 400, runs the 
customer loyalty programme. Through src 400, which 
is part of the JDA module, the chain tracks the purchases 
of its First Citizen customer. Once all the data on the 
purchasing patterns of a customer is put together, the 
chain can actually make customised offers and provide 
special privileges. That's 1.4 lakh members to woo 
individually. A co-branded card, with Citibank, of- 
fers customers reward points every time they use it. 
However, there's no data-mining software, which 
means the chain cannot make a more intelligent analy- 
sis of the tonnes of data it collects every day. Nagesh 
says there are plans of buying one soon. 
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MANAGING MARGINS 


Units returns are consistently improving. 
Return on Inventory 
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Finally, Justified 


Today, investing Rs 40 crore 
in IT may seem like a smart 
move. But back in 1999, it 
was IT that brought 
Shoppers’ almost to its 
knees. In his bid to create 
global best practices at the 
chain, Nagesh bought the 
best software in the market 
then—]DA. (In fact, the first 
time Nagesh approached the 
company to buy the soft- 
ware, it refused because it 
didn't believe in doing busi- 
ness with companies with 
turnover less than $30 mil- 
lion or Rs 144 crore). *We 
had to really persuade 
them," recalls Nagesh. The 
implementation, handled by 
an India-based rr multina- 
tional, turned out to be har- 
der than expected. Soon af- 
ter the trials began, the sys- 
tem crashed . Sourcing and 
inventory management were 
in disarray. It took seven 
months to fix the bug. 

Because of expansion 
and poor sales, Shoppers' 
logged losses of Rs 23 crore on revenues of Rs 217 
crore in 2000-01. But with the system fully in flow, the 
chain has made a turnaround, with a marginal net 
profit of Rs 14 lakh. *It's our philosophy (of free 
flow of information, apart from open office) that 
worked to our advantage." Since most of its IT system 
is in place, Shoppers' will now slow down on invest- 
ment but still spend between Rs 1.5 crore and Rs 2 
crore on technology. In the near future, in the wireless 
environment that it is creating in its stores, Shoppers' 
will be able to take the cash register to customers any- 
where in the store, instead of making the customer find 
one and then stand in a queue to check out. 

By 2007, Shoppers' plans to be present in 13 
cities, with a total of 32 stores. Nagesh says that he has 
already shortlisted some cities including Ahmedabad, 
Cochin, and Noida, where stores are to be opened 
shortly. “Today, the company runs pretty much on its 
own," says Nagesh. “And if B.S. Nagesh leaves, there 
will only be an emotional blip in the company. It 
will not affect the functioning of the organisation." If 
only Nagesh could go shop for a software that could 
take care of the emotional blip, too. 
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Fairshow's admakers face an ethical dilemma. Is there a way out? R. Balakrishnan of 
Lowe, S. Seth of Equus, M. Sabnavis of O&M and S. Sarkar of TBWA discuss. 


LICK-SHHHHH-CLICK, 
and on it came again, 
on the big screen in 


the agency's conference room, 
where many an ad had been 
dissected frame-by-frame be- 
fore being either spiked or 
forwarded to the client. This 
TV commercial was different. 
It was already on air, and the 


formance—a double-digit 
bounce in sales of Fairshow, a 
complexion lightening cream. 
Just that sundry NGOs were 
up in protest against it, and 
the agency's CEO, Rajkamal 
Tripathi, wanted to decide 
whether to recommend yank- 
ing it off air before it could 
hurt the client in any way. 
Opening shot: nurse with 
newborn announces, ‘It’s a 
girl'. Parents exchange mo- 
rose glances. Father cont- 
orts his face to a near gri- 
mace. Mother looks down, 
sheepishly. Cut to the fu- 
ture: daughter, now grown up, overhears father 
tell mother, ‘Old age wouldn't be an issue, if only...’ 
Voice trails off, as camera pans across the modest 
family's living room, to rest on the Tv screen, which 
shows a dashing young armyman placing his medal 
around his father's proud neck, and then bending 
down to touch his feet in gratitude. Cut to daughter's 
shadowy face, suitably sulky. Solution time. Sulky 
daughter discovers Fairshow, lightens up her com- 
plexion, and the next thing you see, she's a corporate 
highflier—complete with doting parents. 


RAJAT BARAN 
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“And they have a prob- 
lem with her success?" asked 
J. Ramamurthy, or Ramu, 
Creative Director on the cam- 
paign, “what would they 
rather have—the girl-finds- 
groom-at-last cliche?” 

“This is not about ‘rather 
have’, Ramu, and you know 
it,” said Tripathi, firmly, 
"We're not seated here as 
some sort of censor board. 
We've got a business situa- 
tion here. A small but vocal 
segment of the audience has 
taken a grave view of the spot, 
and if the negative reaction 
outweighs the potential ben- 
efits to the client, we have to 
take it off the airwaves." 

Ramu nodded, as the chief 
gestured to Katrina Kumari 
Rajavat, the 30-something 
Associate Client Services Vice 
President who had just re- 
turned from a field trip to 
gauge public reaction to the 
advertisement. “What’s your 
take, Katrina?" asked Tripathi. 

"Recall is very high, I must say," she began, *and 
consumers from amongst the target audience don't 
have much to say beyond that, either positive 
or negative." 

“Fact is,” interjected Ramu, “the ad is doing its job.” 

“It’s the NGOs who’re objecting the loudest,” con- 
tinued Rajavat, “and their primary objection is to the 
first part of the ad—the depiction of gender preference.” 

“That’s the prevailing reality, my friend,” shot 
back Ramu, shrugging. 
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“Reality whatever it may be,” said Tripathi, “but our 
critics are very uncomfortable with the way we've 
shown it, and it's in our client's best interest to ensure 
that we do something. Either make amends or dispel 
their misgivings by explaining our position." 

“Ah—so they acknowledge the power of advertis- 
ing," said Ramu, *I thought people were saying ad- 
vertising is a spent force, nobody cares for it anymore 
etcetera etcetera." 

“No—that’s only the opinion of half-wits who do 


not understand advertising but still want to write 


books and become marketing consultants. Advertising 
is a huge influence. That’s why all the fuss.” 

“A fuss over showing it the way it is,” fumed Ramu. 

“As I see it,” said Rajavat, “their problem is with the 
message being sent out.” 

“Oh great—so now they’re telling me that reality is 
for arty film-maker types to show to a 
select highbrow audience? We lowbrow 
ad people should stick to the rose-tinted — 
view of the world." 

*Wait a minute," said Rajavat, 
"there's a difference. Cinema tries to 
reform attitudes by holding up a mirror 
to social folly. Here, we stand to gain 
commercially from the reinforcement 
of these social stereotypes." 

*C'mon... look at the ad again, and for goodness’ 
sake, look at it from the eyes of the target consumer. 
Are we reinforcing stereotypes? We're giving the girl 
hope. She can't change society, but she can adapt to 
society. If she plays her cards right, she can overcome 
anything—that’s a fairly inspirational message." 

“Critics still find the ad regressive,” said Rajavat, un- 
moved, “also, the correlation between skin complexion 
and corporate progress has been taken very badly.” 

“I have no idea what charmed circles these people 
move in. Most of India's Tv-watching population 
would connect with this ad, let me tell you, and they 
know the brand is talking straight. Why can’t we all 
accept life for what it is?” 

“It’s not that simple, Ramu,” intervened Tripathi, “It’s 
not about this 30-second clip. Like it or not, this issue 
is becoming symbolic of a larger fight over social values. 
A fight over things like equality under the law.” 


3) 


“Are we reinforcing 
stereotypes? We're 
giving the girl 


hope. She can't 
change society, but 
she can adapt 
to society" 








"What?!" 

"Let's put it this way," said Rajavat, by way of 
elaboration, *The law is against discrimination in any 
form...gender, complexion and so on. But discrimi- 
nation exists, and is widespread. That's bad enough. 
Now, do we want to accept and institutionalise it—hey, 
change your face and be accepted—or do we want to 
take society closer to the enlightened ideal?" 

"So, you think advertising can change the world?" 

“Ooof, I did not say that, but the NGOs certainly 
think that we can—if people like us in positions of in- 
fluence and responsibility stop the tacit acceptance of 
regressive social practices." 

“What? So you want us to show a young girl as a 
rebellious little thing who snaps our heads back the right 
way around?" 

^No," replied Rajavat, *preachiness doesn't work, 
but female empowerment is growing 
slowly, and Hindi cinema has already 
made some complexion breakthroughs 
over the 1990s. Maybe we should move 
with this trend." 

“And miss the larger audience I need 
to target?" 

Rajavat fell silent for a while. And 
then spoke, slowly, *Perhaps the prob- 
lem, at its root, is the very public glori- 
fication of the ideal female form—the Barbie sort of 
idealised archetype that gets inserted into human con- 
sciousness. That's the phenomenon these NGOs are 
against. They also oppose beauty contests because they 
say it is nothing but mental slavery to an arbitrary set of 
conceptions of what is desirable and what is not." 

“These NGOs are probably against business itself,” 
sighed Ramu. 

“That’s not the issue here,” cut in Tripathi. 

“Okay,” said Ramu, “so let's go by the law. There 
is no law against this Barbification they find so offen- 
sive. Every society upholds models for the rest to 
emulate, physically or otherwise. Also, let me state upf- 
ront that the ad is only speaking for a product that is 
legal. Besides, what happened to freedom of expres- 
sion? As a brand, we ought to be free to say what we 


want, period." 
What should the agency do? 


Is there a management genius latent in you? Take a crack at the twenty-fourth Interactive BT Case Game. 


Should the agency go ahead with its ad? 


Send “BTCS Y” if yes is your answer, to the number 2424 on your mobile. 
Send “BTCS N” if no is your answer, to the number 2424 on your mobile. 


Send BTCS followed by your comment (not exceeding 160 
characters) to the number 2424. 





To know the final poll results send “BTCS F" to the number 2424 after April 27, 2003 


Note: Not available with all cellular operators. Regular SMS charges apply. 


Powered by ActiveMedia Technology, UK. www.activemediatech.com 
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R. BALAKRISHNAN 


Executive Creative Director, 
Lowe 





role of any ad is to connect with its key target 

audience in the most compelling manner, the- 
reby resulting in higher sales of the brand. The entire 
issue should be seen from the consumer's point of 
view—if she has no problems with the ad, then fun- 
damentally the ad is neither wrong for business nor for 
society. His views come from a desire to not patronise 
the consumer and paint her as a ‘poor and illiterate 
woman' in need of guidance. His view is borne out by 
data that suggests the bulk of consumers of this category 
are, in fact, literate middle-class women who exercise 
their choices carefully in all FMCG categories. 

In the skin care category, most consumers con- 
sider fairness as a surrogate for a bundle of benefits— 
oil-control, blemish-reduction, clear and fresh face, 

sun protection and so on. So 

“Ifthe consumerhas when they express a desire for 

no problem with the fairness, it is this entire bundle 

ad, then itisn't of benefits that they are actu- 

wrong for either ally looking for. Unlike in the 

business or society. US and Europe, in Asia the 

However, the NGOs' predominant beauty need is 

concerns need to be not anti-ageing or blonde hair, 

addressed too" but lighter and clearer look- 

ing skin. In India, 93 per cent 

of women would like their complexion to be two 

shades lighter as they believe it makes them more att- 
ractive and confident. 

The Fair & Lovely ads, for example, showcase 
stories where the woman challenges the unhealthy 
societal realities of status quo and discrimination, and 
empowers herself to carve out her own future. They 
carry the brand's message of hope and self-confidence, 
which in turn is echoed by consumers who identify with 
the protagonist and have developed a high degree of 
emotional bonding with the brand. The positive mes- 
sage of the brand is underlined by this summary from 
Quantum Research: “Fair & Lovely's fairness is a 
transformative state that is linked to creating a com- 
petitive advantage for oneself and gaining control over 
one's destiny at the personal and social level." 


R IS RIGHT IN BELIEVING THAT THE PRIMARY 
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Drawing The Line 


At the same time, Tripathi’s concerns about adver- 
tising not offending any section of people, however 
small, need to be borne in mind. The agency, therefore, 
should meet the NGOs and explain the basic premise of 
Fairshow ad. The precise executional elements that irk 
the NGOs need to be identified, and changes made in 
such a way that the controversial parts are eliminated, 
yet the key brand message of positive change and 
empowerment is not compromised. 


SUHEL SETH 


Chief Executive Officer, 
Equus Redcell Advertising 





hand: his agency could become the subject of such 

severe controversy that may put the corporate for 
whom he is working at some level of corporate-image 
risk— and for that cost, no 30-seconder is worth it. The 
creative director's logic of the ad doing its job is equally 
facetious since there is a certain primitiveness about it, 
which a brand such as Fairshow could well do without. 
Brands are not built by exclusion; they are built by inc- 
lusion. So, for Fairshow to position itself as a fairness 
cream for dark women is different from positioning 
it as a fairness cream, period. You don't have to 
mock darkness of complexion and lace it with social 
conditioning only to esta- 
blish your brand as a fair- “The communication 
ness cream. challenge for the 

Tripathi would also agency is to get 
need to worry about two marketshare and not 
other people in his agency— a share of 
the kind of people who, controversy. It would 
through their recklessness be best if the ad were 


and inexperience, can derail to be withdrawn" 
the agency at least in image 


terms. I do not believe Ramu is a capable creative 
director if the only solution he finds for positioning 
Fairshow is to look at a trite manner of depicting a soci- 
ally dangerous trend, which in itself will make the 
brand look antiquated and of poor character. And add 
to that the damage that the agency would have unwit- 
tingly caused to the company that owns the Fairshow 
brand. This myth about controversy leading to recall is 
one that can create permanent damage, and here, the 


[ines RAJKAMAL TRIPATHI HAS A BIGGER JOB AT 
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agency cannot take that decision on behalf of the client. 

The other concern, about censorship and its impact, 
Is a silly one. Advertising is about self-regulation; ad- 
vertising does impact consumers, so just as we object to 
banal programmes on television, there is every possibility 
that this advertisement for Fairshow may cause anguish 
to certain groups. No brand communication is de- 
vised to detract from communicating the key brand ben- 
efit and in the case of Fairshow, it will be remem- 
bered more for the controversy it creates rather than its 
benefits. The communication challenge for Tripathi's 
agency is to enable the brand to get marketshare and not 
share of controversy. It would be best if the advertise- 
ment were withdrawn. The protestations of Ramu 


. notwithstanding, especially when Ramu does not have 


a stake, either as the head of the agency or as the 
owner of the brand. 










* Country Manager (Discovery), 
- Ogilvy & Mather 


RIPATHI, RAMU AND RAJAVAT NEED TO STEP BACK 

and identify the real issues relevant to the TV 
commercial under discussion. ‘Fairness to pro- 

mote fairness’ and ‘Glorification of the ideal female 
form’ are extraneous to the subject on the table. The 
principle is clear—if a category can be marketed and 
there is no restriction on its advertising, you are break- 
ing no legal or industry 


“There’s no need to code. The only issue germ- 
take the ad off air. ane to the problem is ‘gen- 
The agency should der bias’ and the ‘social res- 
instead showcase ponsibility of advertising’. 

real customer Clearly, the team that 
reactions to created the advertisement 
demonstrate the saw no social irresponsibil- 
ad’s harmlessness” ity in its release. The com- 


mercial has worked—the 
double-digit growth reflects it—showing it has made 
some positive connection with the target audience. 

It builds on a reality but actually promotes the em- 
powerment and emancipation of the woman. It provides 
hope and tells the woman that she can make it, albeit 
with a little help from a friend—Fairshow. It in no way 
says it’s better to have a male child, nor does it say life 
is hopeless for a girl. Clearly, the NGOs have failed to 
understand the commercial. 

Is bringing reality to the forefront socially irrespon- 
sible? Not really. Few people take advertising so literally 
as to believe that Fairshow is the only reason that the 
girl made it—that it is the panacea of all social evils. 

There is no need to yank the advertisement off 






SOP FS BE Pe aa c€-3 poc 
- » 


the air. The agency should instead attempt a media 
relationship exercise, getting real consumer reactions to 
the advertisement to demonstrate its ‘harmlessness’. 

It is good to be the conscience-keeper of the people 
but better still to let them judge for themselves. Years 
ago, MR Coffee ran an ‘explicit sex ad’ on ‘Real pleas- 
ure doesn’t come in an instant’. Housewives didn’t 
buy the product and the advertisement proved inef- 
fective. On the other hand, Subhash Ghai’s Choli Ke 
Peeche Kya Hai song was a resounding success des- 
pite controversy. 


y SHUBHABRATA SARKAR 


Creative Director, 
TBWA 





HE COMMERCIAL UNDER FIRE STRETCHES THE 

limits of acceptability on two counts—gender 

preference, and colour-of-skin bias, which is a 
‘cream-a-theid’ that creams and soaps seem to have hit 
upon of late as the ultimate promise to make a sale. 

I say limits of acceptability, and not morals, ethics 
or laws, since most such discussions typically degenerate 
into a debate on one of these, and further into who the 
guardian of such lofty ideals should be. The issue here 
is not of any of these, but one of responsibility. 

Yes, as advertising folks, we are a potent force. 
No, there are no laws aga- 


inst such advertising. Yes, “Advertisers can 

the situations mirror real. and do mould 

ity. No, the ad has not been public opinion. That's 
rejected by consumers. what brings in 

Yes, the communication huge responsibility. 
has worked. But finally, On this count, the 
there is no denying that ad certainly is 

we can, and do, mould  backward-looking" 


public opinion. That's what 
brings in a huge responsibility. On this count, the ad cer- 
tainly is backward-looking, and transgresses this limit. 

Interestingly, though, the context in which the 
message has been delivered is avoidable. l'm sure the 
mind that came up with this one can certainly come 
up with an alternative situation, just as ‘involving’ to 
give out the same brand message. Individually and 
collectively, we can easily ensure that we do not dab- 
ble in such storylines. 

We are an intelligent bunch of guys, prone to get- 
ting carried away at times, but mostly capable of ensu- 
ring that we stay within those sacrosanct 'limits of 
acceptability’. There are more grave issues—communal 
disharmony, Kargilesque encounters, street children— 
facing humanity that we need to address. This ad is too 
trivial in comparison, to merit such attention. Ell 
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Amartya Sen on the hot stuff that 
needs universal thought, and 
Britannica on the cool stuff that 
needs universal appreciation. 


S TEA HAD IN WEST ASIA? IS 

Coca-Cola an option? And? 

For, freedom as a concept 
makes sense only in relation 
to the alternatives a person 
values, and has reason to value. 
Freedom, thus, depends on 
rationality. And rationality, 
interpreted as the discipline of 
subjecting one's choices to rea- 
soned scrutiny, depends on 
freedom. Of choice. “We need 


Rationality 


i .Freedor 
Stem 


Rationality & 


Freedom both rationality and freedom," 
says Amartya Sen, “and they 

By Amartya Sen — need each other.” In logic terms, 

OUP it’s an ‘andgate’. 

Rs 795 Sure, gate-clenchers may pre- 

PP: 736 fer to see the free-willed exer- 


cising of choice as human folly, 
an execrable presumption (of power), to begin with. 
But even they, one may argue, have unwitting reason 
to reject their fatalistic hypothesis, if only because to 
shirk the responsibility of self-destiny-control would also 
amount to a clumsy human attempt at second-guessing 
the truth, ultimately. To shirk is to shirk. 

Sen uses first principles to uplifting effect, arguing 
that one may actually have good reason to be large- 
hearted. With his Occam-sharp reasoning, he pro- 
ceeds to raze all the “arbitrarily narrow formulations 
of the demands of rationality” that so obsess econo- 
mists: “internal consistency of choice’, ‘pursuit of self- 
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Nobel laureate Amartya Sen: He revived welfare economics 


interest’ and ‘maximising behaviour’. 

What about, say, Gandhian self-denial as a rat- 
ional way to attain a rational goal? One may well be 
reasonably motivated by some collective ideal. Granted, 
a person may be striving towards a ‘maximand’, but 
even this cannot be assumed to mean simple self-interest 
maximisation. So? If we, as free-choice advocates, 
are to accommodate choices based on “social, moral or 
politically integrative reasons”, valid as they are, an 


open-ended view of rationality (‘reasoned scrutiny of 
choices’) is the only one that works. 

Self-evident? Good, exclaims Sen. Having 
widened the concept of rationality, he presents a 
spellbinding case for broadbasing the informational 
inputs a society deems sufficient to make collec- 
tive decisions on welfare. Yes, the Social Choice 
Theory breakthrough that won him his Nobel (for 
Welfare Economics, technically). 

Now, Welfare Economics had lost its fizz ever 
since this subject’s 20th century exponent, Kenneth 
Arrow, came up with his Impossibility Theorem that 
most academics took to spell the doom of social ide- 
alism. Not statist Socialism, mind you; in fact, some 
saw in Arrow’s theorem a challenge to the laissez faire 
notion that the individual rationality of market par- 
ticipants results in optimal outcomes for the economy 
per se. Somewhat like the ‘Prisoners’ Confession 
Dilemma’ in Game Theory, where acting in exclusive 
self-interest delivers a sub-optimal result overall. 

So, what did Arrow prove? That no Social Choice 
System was possible that could simultaneously satisfy 
even a handful of socially-desirable conditions— 
such as independence, non-dictatorship, compatibility 
with everyone’s preferences and Pareto efficiency (if 
one guy wants something done that nobody ob- 
jects to, it happens). Something—or somebody’s 
interests—simply had to give way. QED. 

That was that. Welfare academics sighed and 
gave up. Dictators gloated and waved Arrow in the 
air. Market advocates shrugged and developed an oh- 
well attitude to welfare (which started sounding 
like charity). But Sen re-examined Arrow's model, 
and had his eureka moment in the information that 
society was assumed to need in making group deci- 
sions. A little math (a helluva lot, actually), and Sen 
found that the impossible could be made possible by 
incorporating *the systematic use of interpersonal 
comparisons of individual well-being". 

.. A masterstroke. Not only did Sen rescue Welfare 
Economics, he put the fizz back into the dream of a 
Social Choice System that's both efficient and equi- 
table. What's more, the internet makes it easier to use 
the sort of information Sen proposes (here again, he 
gives ‘well-being’ a broad meaning). Imagine that. 

This book certainly wracks the grey cells, but is 
gratifying not just for the value of the proposition 
made by one of the foremost thinkers of our times, 
but also for the warm compassion that makes itself 
felt so uniquely—without letting it hobble the left- 
brained rigour demanded by the concepts of ratio- 
nality and freedom, linked as they are by their mut- 
ually assured destiny. Viva la difference! 

ARESH SHIRALI 
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-Hindi movies. Just in time, too, as this pan-sub- 
. continental medium sheds its kitschy vestiges to 


OLLYWOOD IS DIFFERENT. 

Not because it has a 
‘B’, nor because it outsells 
Hollywood 3:2. Rather, 
because it has so many 
more thoughts swirling aro- 
und. And if you've ever 
wondered why it doesn't 
get the "critical gaze" it 
so obviously deserves, 
well... Britannica has 
made a nice start with one of 
two just-released books on 
Indian art (the other being 
a volume that could've 
done with some more atten- 
tion to Chandela architec- 
ture). A ready-reference on 


morph into a more sublime form of art. 
Structured as a series of essays, Tbe Encyclopae- 


dia of Hindi Cinema can serve as an invaluable 
nostalgia trip, all the way 
from Dadasaheb Phalke — 
through the separated- 
— brothers formula of Kis- ~ 
met, the heartbreak of 
_ Mother India, the rebel- 
- lion of Sholay and team- 
spirit of Lagaan, to the 
. blurring of genres curren- 
_ tly underway. It delves into 
traditional storytelling devi- — 


ces ('nautanki', “navras’), 


evolving narrative forms 
-and the like. The essays 
on musical relevance— 
train-top choreography et 
al—are refreshing, though 
there’s not enough on more 
«contemporary passions. 
The bit on the business 
_ of cinema, and the amaz- 
| ing debt-equity hybrid 
model that Bollywood operates on, is fairly in- 
formative. But it would've also been nice to have 


Encrciepaedia 


Cinema 

Ed. Gulzar, Govind 
Nihalani, & Saibal 
Chatterjee 
Encyclopaedia 
Britannica 
Price: Rs 2,700 
PP: 669 


something on the influence of advertising, now that 
the Khandala man is selling Coca-Cola and Ash is 


selling diamonds. Or the influence of globalisation, 


now that overarching appeals are not uncommon, 
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and even Godel finds musical expression. 
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Glow golf is back. Brought to you by Business Today and Hero Global Design, this 
exclusive event is being held for the second consecutive year. This time, however, it will 
be held at three venues across India. Played by the cream of the Indian corporate world, with 


glowing golf equipment. It's going to be a memorable event for many moons to com 


S 


HERO GLOBAL DESIGN FOR MANAGING TOMORROW 


Play schedule: Delhi - April 19, Bangalore - April 26, Mumbai - May 3. Entry by invitation only. 





COUNSELLING 


Help, Tarun! 


| am a workaholic. | am among the first to arrive at the office 
and usually the last to leave. | like my work and can never get 
enough of it. | work as a programmer with a leading software 
company in Bangalore. | am 26, single, hardly find any time 
for a social life and wouldn’t have it any other way. Recently, 
| seem to have annoyed my boss a little when | asked to be 
given more responsibility. | am already a team leader and have 
only recently been promoted to that position. | am not seek- 
ing a promotion or even a raise. | just constantly seek a greater 
challenge. Do you think | come across as too aggressive? 
There is never any harm in asking your boss for more 
work as long as you are not doing it just to impress him. 
All bosses like motivated workers and you will cer- 
tainly be handed more challenging assignments as and 
when they arise. On the other band, workabolism is not 
a very healthy habit. Not only can it lead to occa- 
sional bouts of frustration during lean periods, it can also 
harm your relations with co-workers who might not love 
their jobs as dearly as you do. Besides, if due to any un- 
foreseen circumstances, you are forced to quit this job, 
you are likely to have a huge problem adjusting to a dif- 
ferent work environment. I would recommend that 
you take out some time from your work and get on with 
other things in life. 





| am a MBA with a degree in telecommunications engineering 
and am working for a major Indian telco as a sales 
account manager. Previously, | was an operations and 
production manager. | have been with this company for 
the last five years. | aspire to become the chief operating offi- 
cer of the company some day and manage the operations side 
of the business. What career path do | need to follow to re- 
alise my ambition? 

You seem to be on the right track to achieving your 
goal. You have already gained experience in both op- 
erations and marketing, which is what a company’s 
chief operating officer needs to have. For now, you just 
need to be more patient, work harder and prove your- 
self in your current position. Target the opportunity to 
manage an entire division or profit centre in the com- 
pany after this. That would be the ideal next step in the 
path. to becoming the coo. 








| am a senior-level executive with 20 years' work experience 
in multinational beverage companies both in India and 
abroad. A year ago, | decided to quit my job and switch over 
to the consumer goods sector. | have been very selective in 
my search so far, focusing only on the top consumer 
goods companies in the country as | am not willing to com- 
promise on the size of the company | work with. Although 
some companies have shown interest in my qualifica- 
tions, | haven't received a job offer yet. Do you think 
there is something wrong with my approach? 

The pyramid always narrows at the top—in any 
company, the number of positions are inversely 
proportional to the level of seniority. Moreover, you seem 
to be operating within a very narrow field, which 
makes your task of finding a job even more difficult. It 
appears that though companies acknowledge your rich 
experience, they just don't have a suitable slot for you 
at the moment. In case you haven't explored this option 
yet, you would do well to consult a head-hunter. If that 
doesn't work either, you need to widen your field of 
search to include other industries. 


Being a medical representative with a pharma major, | 
mostly work outdoors—meeting with doctors and chemists, 
fraternising with them from nine in the morning to late in the 
evening. Though I like this line of work, | have been, of late, 
facing some problems at work. Whenever | visit my office (say, 
four times a week for three hours a day, on an average), | get 
a yelling from my superior—complete with the choicest ex- 
pletives. For example, just the other day, he used the F-word 
seven times in one sentence. Is my absence from office rea- 
son enough for this abusive behaviour? 

No—it does not have anything to do with you or your 
absence from office since your job requires you to stay 
outdoors . These days it is considered fashionable to use 
expletives in the workplace. And, of course, some peo- 
ple have the habit of using expletives even in the course 
of a polite conversation. If it offends you, you need to 
talk to your superior. I must warn you though that this 
step involves a certain degree of risk. You may also 
face a lot of pressure from colleagues who might say that 
you are making a big fuss about nothing. W 


Answers to your career concerns are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to He/p, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jnandewalan Extn., New Delhi—1 10055. 
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SECTOR WATCH 


Jobs Today 








Beating The Blues 


The semiconductor industry has not only survived the tech slump that’s left deep scars 
on the job market, it is aggressively hiring for positions both in India and abroad. 


HESE MAY NOT BE THE BEST OF TIMES 

to be looking for a job in the infor- 

mation technology sector but if 
what’s happening in the closely related 
semiconductor industry is any indicator, 
things can’t stay that way for long. Clearly, 
the recession in the allied sectors has done 
little to slow down the semiconductor 
industry’s growth. A host of companies, 
including global majors such as sT Micro- 
electronics, Intel, and Cadence have anno- 
unced plans to hire more people as part of 


hub. sr Microelectronics will be hiring 
500 more engineers by the end of this year. 
The semiconductor industry's journey in India can 


be broken up into three phases. In the first phase, the . 


focus was on the design and manufacture of compo- 
nents for the electronics industry, albeit on a modest 
scale. This soon gave way to the second phase begin- 
ning in the late eighties with companies realising that 
design services could be done independently of the 
manufacturing process. Ergo, many global compa- 
nies saw a value proposition in setting up extensions for 
their engineering groups in India. The third phase 
that began in the late nineties, when Indian design eng- 
ineers proved their mettle not only in digital and 
analog design, but also in the field of embedded software. 
Encouraged by low costs and high quality output, 





Praneet Mehrish 
Country HR Manager, 


their plans to develop India as a chip design ST Microelectronics 


many global companies set up new centres, 
or expanded their existing ones, in India to 
tap the designing talent here. 

What's been giving the semiconduc- 
tor industry this seemingly unstoppable 
momentum is a rapid acceleration in the 
recent years of convergence. There is a 
sharp focus now on recruiting people 
who specialise in embedded systems soft- 
ware. Embedded systems software is es- 
sentially software that resides on the chip, 
as distinct from application software run- 
ning on PCs or workstations. The applica- 
tions of embedded software range from 
small, stand-alone systems such as those found in 
appliances, to the real-time, networked systems res- 
ponsible for the control and performance of cars, 
aircraft, and production plants. 

Electronics and computer science engineers having 
expertise in C, C++, telecom, Bluetooth, Wireless 
Wide Area Networks, communication protocols, 
multimedia applications and MPEG software are being 
sought after, especially by companies involved in chip 
design, embedded systems, and multimedia. Bangalore- 
based C-DAC is already offering a six-month course in 
chip design with others likely to follow suit. 

With the leading semiconductor companies deter- 
mined to put India on the global map, the recruiting 
binge in this sector seems to have just begun. 
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the person for a job position. A de- 


O, THIS IS NOT ABOUT A BUNCH OF 

scraggy rockers from Down Under 
who've scorched the charts with hits 
like ‘Ballbreaker’ and ‘Stiff Upper Lip’. 
In HR parlance, Ac would read as 
Assessment Centre and DC, as 
Development Centre. acs have been 
consistently shown to be one of the 
most reliable of all selection tech- 
niques, and can be used for all levels 


of employment—from shop-floor to 
board-level. Here, the employee is 
assessed against a set of competen- 
cies, which are required for doing a job 
well. The assessment centre is nor- 
mally run over a period of one day and 
the participants are taken through 
business games, case studies, and 
fact-finding exercises. The objective of 
the assessment centre is to evaluate 


velopment centre adheres to similar 
structure and design of an Ac. 
However, here the objective is to as- 
sess a person against a set of com- 
petencies so that development areas 
can be identified. The idea is to assess 
an individual's capabilities and chart 
out a development path. 
MOINAK MITRA 
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The excellent. 
the bad, the ugly. 


LESSONS 


— IN —— 


EXCELLENCE 


THE INDIAN STORY 


Sat. & Sun. at 10 pm 
Mon. & Tue. at 10.30 pm (R) 


CNBC presents ‘Lessons in Excellence: The Indian Story’, an exclusive series that will showcase the 
strategies and people that created India’s world-class companies. In the chair will be management 
guru, Sumantra Ghoshal with Dr. Gita Piramal and Raghav Bahl. They will share with you the insights 
and analysis that created success stories like HLL, Reliance & Bajaj. Tune into 'Lessons in Excellence: 


The Indian Story' on CNBC India and know what it takes to build a world-class Indian company. 
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Where a World Heritage 
Site fails to attract winter 
visitors from the colder 
north, a corporation's 
environmental manage- 
ment initiative gives 
migratory birds a place 
tO roost. sy ANANDA BANERJEE 


CAN SEE THE REFINERY S GAS-FLARE 

while we are still 10 kilometres 

away from Mathura. This is no 

ordinary refinery. The Indian 

Oil Corporation’s 8.8 million 
metric tonnes a year refinery at 
Mathura, one hour from Agra, and 
located in the sensitive Taj Trapezium 
Zone on National Highway 2 processes 
low sulphur crude oils from Bombay 
High and Nigeria and high sulphur 
crude from West Asia. Oil refineries 
bring out the worst in green activists. 
This one has been accused of having 
played a large part in effecting a change 
in the colour of the Taj—from milky 
white to yellowish-white. But it isn’t the 
refinery, or the Taj, or its colour I am 
interested in—it is in the much-studied 
concept of migration. 

The Book of Jeremiab has a line that 
says “The stork in the heavens knoweth 
her appointed time; and the turtle- 
dove, and the crane, and the swallow, 
observe the time of their coming”. And 


bt back of the book 


the flight of quail that saved the Israelites from starvation 
during their march through the Sinai is now accepted 
to be a fallout of the mass migration of birds from their 
breeding grounds in eastern Europe and Western Asia, 
and their winter home in Africa. The trip to Mathura has 
everything to do with migration and little to do with re- 
ligion, although the city encompasses all of ancient day 
Brindavan, where the Hindu God Krishna once frolicked. 

Not too long ago, I would have had to travel a fur- 
ther 100 kilometres by road to experience the pheno- 
menon of migration first-hand. Keoladeo National 
Park, popularly referred to as Bharatpur Bird Sanctuary 
is a world heritage site and usually the destination of 
thousands of migratory birds. But birds need water and 
Keoladeo is reeling under the effects of a drought that 
has hit the state of Rajasthan. 

At least some of the birds have found an alternate 
home—the five 1,800 square metre polishing ponds att- 
ached to the effluent treatment plant at the Mathura refi- 
nery. The ponds are located in the 18,000 square metre 
ecological park at the refinery—a park where the Bom- 
bay Natural History Society has recorded a total of 96 
winged species, including 30 migratory ones. I’m not 
favourably inclined to oil companies but have to admit 
that the park is G-R-E-E-N; and the presence of the birds, 
and their nests in the polishing ponds clearly reflects the 
low level of pollution at the refinery. There are northern 
shovellers, pintails, tufted pochards (all migratory spe- 
cies), and resident waterfowl, spot billed ducks, herons, 
ibises, egrets, and painted stork. The local birds have 
been around ever since the ecological park came up in 
1993, but the migratory species are recent additions, a 
consequence of the drying up of Bharatpur. “The eco- 
logical park at the Mathura refinery can rival any bird 
sanctuary in India,” gloats M.S. Ramachandran, the 


Chairman and MD of ioc. He then proceeds to rattle off 
the environmental certifications and awards collected 
by it: the Iso 14001 and the Golden Tech Environment 
Excellence Award in 2000, 2001, and 2003. 

At the core of the avian-friendly ambience of the 


How The Refinery Went Eco-Friendly... 


...By providing unleaded petrol to Delhi since 
March 1995... | 
..By supplying low sulphur diesel in the Taj 
Trapezium area since July 1996... 

...By making low-sulphur petrol since July 1998... 
...By switching entirely to low sulphur diesel since 
August 1999, 


...And Helped These Migratory Birds 


Bar Headed Goose (Anser indicus) 

Pintail (Anas acuta) 

Common Teal (Anas crecca) 

Mallard (Anas platyrhynchos) 

Gadwall (Anas Strepera ) 

Wigeon (Anas penelope) 

Garganey (Anas querquedula) 

Northern Shoveller (Anas clypeata) 
Red crested pochard (Netta rufina) 
White eyed pochard (Aythya nyroca) 
Tufted pochard (Aythya fuligula) 
Common sandpiper (Tringa hypoleucos) 
Yellow Wagtail (Motacilla flava) 
Yellowheaded Wagtail (Motacilla citreola) 
Grey Wagtail (Motacilla cinerea) — . 
White wagtail (Motacilla alba) 


Safe haven: The park at Mathura refinery has proved a major boon for the migratory birds 
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Mathura refinery is an ‘eeteepee’ as employees term it, 
a modern effluent treatment plant (ETP). This works on 
three levels: physical, to separate oil and water; chemi- 
cal, to remove sulphides; and biological to facilitate 
biodegradation of organics, the removal of settleable 
solids, and natural aeration. The polishing pools, for 
those who'd like to know their eeteepees, form the last 
stage in the effluent treatment where the water surges 
from an underground pipe of one metre through 
tiled flooring. The pond is divided into five parallel 
channels by means of bunds. All the five bunds are kept 
in series and an average depth of 1.5 metre is main- 
tained. Here the water is subjected to sedimentation in 
a clarifier where by natural aeration and symbiosis of 
underwater plants and micro-organisms. The major 
chunk of the treated effluent is recycled for various uses 
in the refinery resulting in conservation of fresh water. 
The remaining part is let in the river Yamuna and the 
Barari minor canal. That description may sound like 
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The ecological Park at the Mathura refinery: Sanctuary! 


gibberish to some, but to avid natural historians it is as 
sweet a birdsong as they're likely to hear in India. Says 
Asad R. Rahmani, Director, BNHS: “It was a wonderful 
experience to see nearly 3,000 waterfowl in the safe 
havens of the ecological park." 

As I leave the refinery, I remember that an acquain- 
tance and fellow hobby-naturalist had once narrated a 
similar story—of the Chennai-based Amalgamations 
Group's sprawling manufacturing facilities at Sem- 
biyam on the outskirts of the city serving as a nesting 
ground to birds, both resident and migratory, that 
couldn't find a clean patch of green or water anywhere 
else. I wonder, do these birds, here and in Chennai know 
that they have big business to thank? El 


TREADMILL 


Looser Pants= Better Health 


pelle YOUR BMI?” | ASKED AN 

acquaintance recently and she looked 
indignantly at me as though I'd committed 
an impropriety. We were talking about fitness |% 
and exchanging notes about our respective _ X 
gyms when | casually asked her the B ques- ` ama 
tion. And got the said response. It took me S 
a few seconds to realise that she didn't know what | was 
talking about. Indeed, many of my fellow gym-goers, 
who assiduously line up at the gym's industrial con- 
traption that passes off as the weighing machine, have 
remarked that they didn't know what their Bui was. Or 
rather what BM is. So here's a quickie on BMI. 

BMI or body mass index is the ratio of your weight to 
your height. And it has become the standard measure 
of whether you're obese or not. BMI-Kg/m?. That is, 
your weight in kilograms, divided by the square of 
your height in metres. A few years back, a group of 
British researchers studied 7,700 men (aged 15-plus) 
and found that for the average male, the optimal ami for 
good health is 22. That would be a six-foot man weigh- 
ing 72.5 kgs. That, dear reader, is a very lean man. The 
researchers also found that men with higher BMis 
experienced more health ailments. And the same holds 
true for women. Here's what your target mi should be. 

. Underweight=Less than 18.5 

Normal weight= 18.5 - 24.9 

Overweight=25 - 29.9 

Obesity=BMI of 30 or greater 

Yet there's a caveat. Bul can be misleading if you're packed 
with lean muscle because muscle adds to your weight and 
hence the numerator of the ratio becomes larger, yielding a 
higher BM. In fact, a serious body-builder (or even someone 
who does regular weight training at least three times a. 
week along with a cardiovascular session thrown in each day), 
could be healthy with a smi of as high as 26. Still, even body- 
builders whose 8M! approaches 30 are at risk. 

What's the risk? Plenty. A high smi puts you at risk 

- for heart disease, diabetes, high blood pressure, gall blad- 
der disease, and even some forms of cancer. Scared? 
Check your Bui now and take the remedial measures. 
And if your maths is rusty, go to any one of these two 
sites to calculate your gmi with a click of the mouse: 

http://www.halls.md/body-mass-index/av.htm 
http://www.phaster.com/unpretentious/bmi.html 

And if your BM! is well beyond 25, I’m sure you know 
what to do—exercise regularly and watch your diet. 

MUSCLES MANI 





Nvwvs Lví(vu 


APRIL 27 2003 Bt 


bt 





SELECTION 


Chocolate 















UMESH GOSWAMI 


Chocossieur: Chocolates 
for one and all 





Chocolates were till recently considered boringly |. Chocossieur, 
flat affairs. Now they have become the hot new thing | Mumbai 
thanks to designer flavours previously unheard of. I Rilutcmabker Prid chan: 


driani's Chocossieur offers 
authentic European-style 
chocolates perfected with a 


ChocolateNmore, Hyderabad 


The usP of this joint run by fashion designer Yojana Veerender helping hand from a Belgian 

= is that her chocolates are all home-made and with ingredients | chocolate specialist. On offer 

"^ sourced from her overseas relatives. You have a choice rang- are 30 tempting varieties to 

z ing from the hard-centred ones like Almond Rocks and | suit every taste, wallet, and 

| $ Fruit’n’nut to softer ones like Rum’n’Raisin and Fudge Centres. | occasion. You can sample all 
ChocolateNmore: — A25 0-gram pack costs just Rs 150. her chocolate varieties in 
Home-made delight ^ Phone: 040-23397639 Connoisseur's Delight, an 
DEEPAK G. PAWAR assorted 500 gram pack that 


costs Rs 580. Don't miss the 
current bestsellers: one with 
the tea flavour and Figuera, 
which has hazel nuts and 
figs. For those who love al- 
cohol there's Cognac Truffle 
and Grand Marnier. Diabe- 
tics needn’t lose hope. Chan- 


Kavitha’s, Bangalore 


Run from her home in Bangalore’s upmarket bor- 
ough Koramangala, R. Kavitha’s boutique specialises 
in liqueur chocolates. The other popular flavours she 
offers include black currant, strawberry soft centre 
and orange jelly. She uses only imported Selbourne 
chocolate for her preparations. Ergo, chocolates at 
Kavitha’s are made against order. Prices range from driani has sugar-free varieties 
Rs 450 to Rs 1,200 per kilogramme. T => 9*9 | inthe pipeline too. 

Phone: 080-5535498 Kavitha’ s: The Deut Boutique | Phone: 022-24711645 














Les Chocolats de Jodhpore, Delhi 


The story goes that fashion designer Raghavendra Rathore disco- 
vered an old hand-written French menu with the mention of exo- 
tic chocolates at his palace-turned-museum, Ajit Bhawan, and 
that gave him the inspiration to come up with the most sought-afte- 
r chocolate range in the country. The Majestic Medallion, an amal- € 
gamation of smooth chocolate and crispy bits of cashew, and 
the Royal Chariot, a butterscotch toffee mixed with — 4 
rich smooth chocolate, are the two most popular of & 
his products. A box of chocolate, at Rathore's contains “ 
17 pieces and costs Rs 475. These are available at 
Rathore Studios and 40 other select stores in Delhi. 
Phone: 011-26431834 @ 
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Café Coffee Day, Bangalore: Look ma, no wires 


JUS YEARS BACK, A CERTAIN ACTIVIST WOMAN WRITER IN THE COUNTRY, 
billed by some as “our home grown Rosa Luxemburg", pro- 
claimed, “I’m a mobile republic." If she were to ever visit the Café 
Coffee Day outlet in Bangalore's Lavelle Road, she'd have to 
slightly alter her statement to read, “I’m an internet-enabled mobile 
republic." That's because this is the only place in India wherein peo- 
ple can wirelessly connect to the net, surf, or exchange mails from 
any corner of the café. This wireless cyber spot was conceived by chip 
design company Ittiam’s founder Srini Rajam during a layover at 
Dallas airport where he was taken in with the wi-fi-enabled cafe. At 
Café Coffee Day, a 256-KPBs modem hooks you to an infobahn for 
lightning speed access at Rs 100 a hour. If you want to surf using your 
own laptop, make sure it has a station card (cost: Rs 2,500), or choose 
from one of the five laptops available at the café. You can sit any- 
where—even sprawl on the couch—while surfing. And the mobile 
republics, if there are any around, can sip some Mocha. 
VENKATESHA BABU 





Snazzy Spectacle 





O OUT-OF-BOUNDS DISPLAY 
windows and no lurking sales- 
men. That's Ottica, the new “eye- 
ware" store at Delhi’s Basant Lok 
Complex. It stocks the coolest 
shades from YSL, Christian Dior, 
even Harley Davidson, with prices 
ranging from Rs 700 to Rs 14,500. 
But sorry, no Ray-Bans here. 
"Aren't there enough places selling 
them already?" asks Ottica's CEO 

Hardeep Singh. We concur. 
ANKUR SABHARWAL 


Ottica: A different; 
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‘Hotel California 


| i HAVE NEVER BEEN TO CALIFORNIA, 


and probably never will, given my 
current meagre means (I hope my edi- 
tor is reading this). But thankfully, a 
culinary trip to the west coast, (and it 


| doesn’t require GRE or Mensa scores), 
| at the newly opened Californian lounge 


| and restaurant Waves, in south Delhi's 


Sarvodaya Enclave, is within my reach. 

Grilling and baking are the essence 
of Californian cuisine that makes it 
far lighter than other American cui- 
sine. And California being a cultural 
melting pot, there are plenty of out- 


| side influences in the food. I start 


off with skewered meatballs with 
Jack Daniels barbecue sauce. The 
soft, smoky taste complements my 
glass of Jack Daniels rather well. For 
the main course I chose stuffed breast 
of chicken in beer and garlic and 
some winter casserole with herb 
dumplings along with hot and freshly 
baked garlic bread. The ambience is 
understated and the service quick, 
but don't ask me about the bill. No 
wonder California is home to 
Hollywood, and Mammon. 

T.R. VIVEK 
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A Taxing Matter 


"Do ARE PERHAPS THE TOUGHEST WORDS YET TO 
come from the otherwise mild-mannered CEO of 
LG Electronics, Kwang Ro Kim. The provocation? It’s 
the VAT thing again, or rather the UP state govern- 
ment’s interpretation of it. The government has de- 
cided to charge VAT on components and finished 
products at the same rate of 12.5 per cent. The 


Korean consumer electronics giant is threatening 


RAVI UPPAL: Swedish ambassador 


Cause and Effect 





KWANG RO KIM: 
Par [gaining power 


to move its manufacturing unit out of Greater Noida, 
unless the UP government lowers the tax on raw ma- 
terials to 4 per cent like some other states such as 
Karnataka and Tamil Nadu. LG buys Rs 750-crore 
worth of components a year in the state and the 
12.5 per cent tax on these is hurting. UP had better 
beware; other states have their eye on LG. Karnataka 
has already made an attractive relocation offer. 


Flight of Phoenix 


A: IF RESCUING HIS COMPANY FROM A 
near-death experience wasn’t a feat 
enough (See BT, February 16, 2003), Indo 
Rama's O.P. Lohia is itching for bigger battles. 
Last fortnight, the 52-year-old Lohia an- 
nounced the acquisition of an integrated bot- 
tle grade PET resin facility in the US for Rs 200 
crore. The acquisition—the first of its kind and 
done in association with Lohia's brothers 
A.P., based in Thailand, and S.P., based in 
Indonesia—will rightaway add another revenue 
stream to Indo Rama. Besides, “it will help us 
access the US market for our other products," 
says Lohia. The phoenix has just raised its 
head some more. 


VAGNVd AVINYS 


HAT CAN 22 YEARS OF SERVICE TO A NATION'S BUSINESSES 

fetch? Nothing less than the knighthood. That is, if 
you are Ravi Uppal and the nation is Sweden. And so, the 
50-year-old Uppal has been conferred the “Royal Order of 
the Polar Star" for having spent most of his working life 
promoting Swedish businesses—first ABB, then Volvo, and 
now again ABB, where he is the vC and MD. “I sincerely be- 
lieve that India and Sweden have tremendous potential for 
mutual growth," says the new Officer of the Order. Indeed. 
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| A. JAYATHILAK: L 
Safe hands ucky B reak 
an Em I: ONLY THERE WERE MORE JOBS 

going around like his. Within five 
months of joining Bharti Tele- 
Ventures, Manoj Kohli has moved 
up a step as President, Mobility. 
Going by Bharti's hierarchy, that 
makes Kohli—who had to quit his 
previous job at Escotel after differ- 
ences with the promoters—the op- 
erational head of all of Bharti's wire- 
less services, including 16 cellular cir- 
cles and 3 million subscribers. Quite 
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o= QUICK: WHICH IS THE BIGGEST WATERFALL IN INDIA? WHICH FORMER AEN * the 
state has the maximum forest cover in the country? These could MANOJ KOHLI: = 
very well be the questions A. Jayathilak, an avid quizzard himself, Climbing the 


asks when he hosts a quiz show next. But, for now, the trivia 
form the opening slides of a PowerPoint presentation that the for- T 
mer Kerala Tourism honcho uses to hardsell the newly-created state Xo 
Chhattisgarh's tourism potential. Now on a three-year deputation Eo. 
to Chhattisgarh, the medical doctor's desire to build a tourist des- 
tination from scratch is intact. "Unlike Kerala, we want to de- 
velop Chhattisgarh as a high-value, low-volume destination keep- 
ing in mind the state's fragile ecosystem," says Jayathilak. Surely the 


health of the state's tourism is in good hands. 
X4 Role Mode 


iN i 
r 3a A 74, P.R.S. ‘BIKKI’ OBEROI IS 
reliving the age of innocence. Apart 


from breeding 10 horses in his 55-acre 
Kapashera farmhouse on the outskirts 
of Delhi and gunning for partidges and 
pheasants in the Scottish countryside, 
the Chairman and CEO of East India 
Hotels has a new accomplishment—the 
Lifetime Achievement Award at the 
Sixth International Hotel Investment 
Forum. Says Oberoi: “I feel honoured 
that the new hotels initiative has paid 
off this way.” Undeterred by the war in 
Iraq and killer flu in Asia, Oberoi is 
budgeting for a normal financial year 
ahead. Power of the brand? Il 
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If you want to share your 
leadership secrets, 
e-mail them at 
leadership@amity.edu 


AMITY [sz 


THE NO.1 PVT. B-SCHOOL IN INDIA 


Website : www.amity.edu 





bt 








DEEPAK. G. PAWAR 


The Art Of Leadership 


P.V. KANNAN, CEO & Founder, 24/7 Customer 


EADERSHIP IS MORE THAN JUST A SCIENCE. IT’S 

an art as well. The art of leadership var- 

ies from leader to leader: Some leaders 
take a cold and analytical approach to things; 
while others are aggressively emotional. Diffe- 
rent situations call for different kinds of leader- 
ship. While mergers require a sensitive nego- 
tiator at the helm, it takes a more authoritarian 
leadership style to effect turnarounds. 

Most effective and successful leaders, how- 
ever, have one thing in common: they all have 
a high degree of emotional intelligence (EQ). 
This does not imply that intelligence quotient 
(IQ) or technical skills are irrelevant to leader- 
ship. IQ and technical skills are the entry-level 
requirements for executive positions, while 
EQ Is an essential quality for effective leadership. 

Successful leaders offer a strong vision of 
where they want their organisations to go in 
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the future. More than that, they are capable of 
getting their people to trust them and harness 
their energies towards the attainment of that 
vision. A leader’s vision should have the power 
to be able to infuse all levels of an organisation 
with positive energy and motivate employees 
towards its successful execution. 

A leader’s analytical skills also have to be at 
the same time directional because that is what 
imparts momentum to an organisation. Leaders 
provide vision, purpose, and goal definition. 
Directional skills help leaders recognise the 
need for change and identify the right time and 
approach to the change. 

It is also important for a leader to perform 
preventive maintenance on the organisation 
from time to time. Do not believe in the old 
adage, “If it ain’t broke, don’t fix it.” The 
people who do, go broke. 
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From The Editor 


OU COULD BE WONDERING WHY WE HAVE PUT THREE 

relatively unknown faces on our cover this time. 

Sashi Chimala, Jimmy Mistry and Rajeev Samant, 
after all, aren't exactly names that business readers will qui- 
ckly recognise. That's exactly the point. These are just 
three examples—you'll find many more inside—of what's 
been quietly and refreshingly happening in Indian indu- 
stry. The revival of individual enterprise. The spirit of entre- 
preneurship is alive and kicking. And our cover story this 
time celebrates that spirit. The 16 people we've covered 
are by no means representative of the hundreds, even 
thousands of entrepreneurs teeming in India's cities, 
small towns and even the countryside. But each of these 
represents that spirit, which causes those rushes of adren- 
aline and fires up ambitions of building businesses. India's 
most famous entrepreneur (would readers have recognised 
his name in, say, 1965?) once said: *If one Dhirubhai 
Ambani can do so much, just think what a thousand 
Dhirubhais can do for this country. There are easily a thou- 
sand Dhirubhais, if not more. I 
firmly and sincerely believe in this. | Hoi on 
They are raring to join the race.” I | 
can't think of a better description of 
The New New Indian Entrepreneurs. 

Many of the businesses covered 
are small, by the way, but all of them 
have been hugely successful already, 
some against heavy odds and well- (4 | | 
entrenched formidable giants, “SEBEI 
There's another thing. You'll find that most of those we 
have profiled have chosen businesses that are not new at 
all. The new new entrepreneurs are actually building their 
fortunes in old old businesses. Yes, of course, enterprise is 
alive and throbbing in the new and trendy sectors like in- 
fotech, rr-enabled services and biotech. But seriously, 
haven't we in the media overdosed on that stuff already? 

All of the people we've covered have one thing in 
common. They've grabbed opportunities, in indus- 
tries as diverse as tobacco, metals, organised retail 
and pharmaceuticals, and, more important, got it 
right. Let a thousand Dhirubhais bloom! 

But there's also loads of things happening in the ‘new’ 
economy and more specifically in India’s star sector—the 
infotech industry, where Indian companies are under pres- 
sure, not only in terms of profitability but also rapidly inc- 
reasing competition from global majors on the local turf. 
It’s not yet a siege, but it certainly calls for concern. Read 
Priya Srinivasan’s feature to see how they are coping. 

Plus, this issue also takes a sneak peek at Reliance Life 
Sciences, where cloaked in secrecy, the Ambanis are up to 
their new new thing in the biotech arena. Zipped up lips 
notwithstanding, BT’s Vandana Gombar tells you just what 
you could expect next from the Reliance juggernaut. 


SANJOY NARAYAN 
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Investsmart India Limited (IIL), an integral part and subsidiary of Infrastructure Leasing & Financial Services Limited 
(IL&FS) has now become IL&FS INVESTSMART LIMITED". 


IL&FS is known for its pioneering initiatives in infrastructure, corporate finance and investment banking, as much as 
for its expertise, commitment and innovativeness. In fact, IL&FS Investsmart has always reflected these values as 
one of India's premier financial services organisations. 


IL&FS Investsmart provides a complete range of financial management solutions for corporates and individuals 
which includes: | 


» Wealth Management Solutions » Equity Broking and Derivatives » Investment Advisory » Mutual 
Funds » Insurance and Home Loans 


» Syndication » Institutional Equity and Debt Broking » Merchant Banking. 


IL&FS Investsmart, with its team of specialised professionals is geared towards understanding and achieving the 
financial goals of all its customers through its nationwide network of branches spread across 12 cities. 


AIFS INVESTSMART 


We make your money work for you. 


Maa Bozell 013-03 


*Consent of SEBI for name change is awaited 


NSE SEBI REGN NO: INB - 231020833. BSE SEBI REGN NO: INB - 011020832 Trading & Clg. : Aem 
Member: (BSE) - INF011020832, (NSE) - INF231020833; Portfolio Manager: INP000000498; Merchant Banking: INM000002475 www.investsmartindia.com 
For further details contact: Registered office: The IL&FS Financial Centre, BKC, Mumbai:022-26533333 

AHMEDABAD: Ms. Zara Shah: 079-6440168/72 BANGALORE: HDFC House, Ms. Shalini Jayakrishnan: 080-2126007-11 Koramangala: Ms. Pushpalatha: 
080-5525853-5, Jayanagar: Mr. Aby George: 080-6557873-75 ITPL: Ms. Mini Yadav: 080- 8411455 / 2163 CHANDIGARH: Mr. Vineet Jerry: 
0172-741636 / 541 / 393 CHENNAI: Ms. P. R. Subhashini: 044-24405501-3 COIMBATORE: Ms. Leny Philip: 0422-2211730 / 2212823 DELHI: Ms. Ritul 
Srivastava: 011-23318205-9 GOA: Ms. Sonal Hirani: 0832-2234353-56 HYDERABAD: Ms. N. Rama: 040-23320337 / 338 / 344 / 355 JAIPUR: Anupam 
Verma: 0141-2371621-23 / 626 KOLKATA: Constantia: Ms. Sahana Banerjee: 033-22813257-60 Dalhousie: Ms. Pranati Paul: 033-22424195/4256 
MUMBAI: Bandra: Mr. Rajesh Jain 022-26558496/97 Fort: Ms. Sandhya Rai: 022-22634903-6 PUNE: Mr. Sachin: 020- 4030810-13 





Vol. 12, No. 9, May 11, 2003 


12 


Index 


EDITORIAL 


16 


The Long Long Term 


TRENDS 


17 


The Iraq Opportunity 
Will India get a slice of the multi-billion dollar 
Iraq reconstruction pie? 


beret BT 50 Ch id Indes. 1 In n thisi lowe 


-~ weunveil the BT Tech Index. 
19 





24 


26 
28 


32 


34 


34 


37 


40 


40 


42 


The Fifth Element 
UB’s spirits division becomes the fifth-largest 
in the world. 


Who's Afraid Of Huawei? 

Wild allegations notwithstanding, the Chinese 
networking company isn’t the corporate 

Fu Manchu the paranoid imagine it to be. 


CEOtoons 


The Longest Day 
The April 11 panic attack left a bad bruise on 
ICICI Bank. What caused it? 


Silence Is Golden 
The mushrooming of call centres and multiplexes 
proves a bonanza for acoustics ceiling suppliers. 


Full Of Potholes 
The recent truckers’ strike underscored just why 
overdependence on road transport is bad. 


The Return Of Old Economy 
With the tech magic starting to fade, the old line 
companies are back to being the favourites. 


The Stats Behind World Cup 
Some hard numbers on World Cup 2003 
viewership trends. 


Barista’s New Hires 
The Rs 65-crore coffee chain decides hinge its 
expansion into smaller towns on franchisees. 


Garment Blues 
SARS and war take their toll on garment exports. 


Q&A On Globalisation 
Three London Business School gurus on what it 
takes to succeed in the global economy. 
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COVER STORY 


45 New New Entrepreneurs 
The spirit of enterprise. It’s booming, and in 
a much wider swathe of industries than you’d 
think. Presenting snapshot profiles of 16 
Indian entrepreneurs, from steel and batteries 
to beedis and wine, to watch out for. Here’s 
to the new new thing. 
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FEATURES 


56 The Great IT Squeeze 


Just as Indian IT majors decided to 
ascend the value scale into 
consultancy, global IT consultants 
decided to get active in India. The 
result: a full-fledged battle for 
billings. Can the Indian IT majors 
hold their own? 


64 The Economy 


| The Great IT 





Whatever happened to the 
post-war global economic 
recovery? Dogged, still, 
by a host of uncertainties. 
So what does that mean 
for the Indian economy? 
Here's the analysis. 

Plus, predictions. 


70 Salary Survey 


Here it is, the BT-Omam 
Senior Manager Salary Survey. 
And the pay gap between the 
CEO and his direct reports 

is as wide as ever. 





80 VAT Effect 


Small textile units are protesting being | 
hauled into the tax net. As they make 
their misery known to anyone who'd 
lend a sympathetic ear, has the 

government failed in communicating 


its VAT intentions? Idle textile mills: VÀ? 


84 Balaji's New Script 

j. æ : Balaji Telefilms’ quest for growth has 
been served well by Ekta Kapoor's never- 
ending K-series of sniffle soaps, but it has 
begun to plateau. Hold that silken hanky, 
though, for Balaji is eyeing new growth 
avenues: films, multiplexes, music and 
perhaps even event management and in- 
flight entertainment. 
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88 BT Event: Knowledge Management 


‘Building Winning Brands’ was the 
theme of BT’s latest knowledge 
management forum, held at the 
Imperial Hotel, New Delhi, with 
brand junkies in attendance. And the 
thoughts voiced were both engaging 
and divergent enough to provide 
points to ponder. 
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92 Inside Reliance Life Sciences 


Getting inside a Reliance Life Sciences 
(RLS) lab would take an espionage 
mission, given the secrecy that shrouds 
this private Ambani project. Yet, we 
manage a sneek peek at RLS’ petridish 
for future harvest. 





98 BT: 60 Minutes 


“Our consulting is focused around 
our competencies,” says Richard S. 
Bobrow, CEO, Ernst & Young, the 
auditor that’s absorbing Andersen. 
In this interview, the chief talks 
about accounting scams and the 
lessons thereof. 


Ernst & Young’s Richard S. Bobrow 
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112 Rich By Fifteen 


A savings fund to educate your child at an 
Ivy League college in the US? It’s not an 
absurd idea at all. The good news: it’s 

not difficult either, if you get started 
straightaway. Here’s how you go about it. 
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Women bosses are a reality. 
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isation, advertising versus PR, 
big versus small, and other debates. 
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Whole Hog businessmen? Yup, 
India has 'em too. Meet the 
Harley-Davidson fan club. 
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Q&A With Jack Dangermond 

Meet the President of the California-based Environmental 
Systems Research Institute, a $480-million Geographic 
Information System (GIS) company. The man was in 
Delhi recently to sign an MOU with the Department of 
AUS Science and Technology (DST) for the ‘Mapping Your | | ; 
GIS J. Dangermond: Eyeing inia Neignbouthood project: 30 What S this all about? 0 CALEN 








Village Women 

Could Hindustan Lever be on to something big? Its 
Shakti project is a micro-credit programme that intends 
to get rural women organised into self-help groups, and 
that too, in such a way that raises their purchase 
budgets manifold. This just might be the way to crack 
the rural scene. A look at the Peleus 





Reliance Infocomm’ S , Retail Emphasis 


| With all those many many sales agents still prowling 
the country, Reliance Infocomm, the marketer of 
IndiaMobile, has decided to increase emphasis on its 
retail channels to get all those millions to sign on for 
its CDMA mobile services. Here’s a look at this shift 
in prospect-nabbing strategy. 
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Now, get a hot new management tip for the day every day, and participate in opinion 
polls through SMS on your mobile phone 24 hours a day. 
TO RECEIVE BT'S TIP OF THE DAY 


1. Go to "Write messages" 2. Type "BTTIP" on the 3. Send the message to 4. You will receive the 
on your mobile phone. Mi Lea screen. the number “2424”. hot management tip for the 
day in a return message. 


TO ANSWER THE BT-ON-THE-MOVE A sacr 
Is SARS a threat to the world economy? 


1. Go to "Write messages 2. Type "BTPOLL Y" for Yes. Type "BTPOLL N" for No. 3. Send the message to 
on your mobile Done the number "2424". 


*Send BTPOLL F after May 11, 2003, for the final poll results. Readers can also participate in the poll at www.business-today.com 





NOTE: Not available with all cellular operators. Regular SMS charges apply. Powered by ActiveMedia Technology, UK. www.activemediatech.com 
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This is the story of Reena and Meena. 

Twins, as you can see. 

Brought up in Germany. By German parents. 

Born in Kerala. To Malayalis. 

Only, they didn't know to whom. 

They didn't know why they were left in an orphanage. 
And they didn't know where to ask. Nor the language to do it. 
All they knew was a want. To seek and find. 

This is the story of an untiring search for roots. 

22 years old. 

Then, a newspaper printed their story. 

Their picture. And their angst. 

Printed their many questions. And some new facts. 

In a remote village in northern Kerala, 

their mother read this. 

She wept. 


She ran to them with photographs and memories. 
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Finally giving their story the untold answers. 


And giving their story the real beginning. 
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You needn't read us to understand us 





i WO 


bt letters 


WAll The Boom Go Bust? 
This refers to your cover story 
India's 33-Million Strong Services 
Explosion (BT, April 27, 2003). 
There is no doubt that the services 
boom is giving a boost to the econ- 
omy and, more importantly, pro- 
viding a much-needed employment 
opportunity. But at what cost? The 
service sector offers fat salaries but 
few careers. The story correctly 
points out that the Indian service 
sector is producing underachievers. 
However, if the other industries 
match up with the growth of serv- 
ices, there will be less overqualified 
professionals as dependent on call 
centre jobs. These jobs could, in 
turn, be taken up by fresh graduates 
on a short- term basis before they 
move on to more regular careers. 
SIDHARTHA ROY, through e-mail 


A New World Order 

This refers to your editorial The 
Price Of War (BT, April 27, 2003). 
It is ironic that while the US 
President Bush is supposedly *free- 
ing’ the people of Iraq, his own 
countrymen are gripped by the fear 
of unemployment and economic 
recession. At times like these when 
all the countries need to co-operate 
to stave off the global recession, 
Bush is busy dividing the world on 
the question of war. The world 
should come together and boycott 


US goods. That will make the euro ` 


and other currencies stronger than 
the dollar and might even usher in a 
new world economic order. 

ONKAR CHOPRA, through e-mail 


A Distant Dream 

Your story E-Governance Trutbs in 
B&W (BT, April 27, 2003) made an 
interesting read. Your correspon- 
dents have taken great pains to ex- 
perience the benefits of e-gover- 
nance first hand. Four out of the six 
states surveyed pride themselves on 
achieving computerisation of land 
records. Having some experience 


in this area, I would like to share 
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some facts with you. Since 1989, the 
Ministry of Rural Development, 
along with the Ministry of 
Information Technology & 
Communications, have spent Rs 
400 crore for this purpose. 
However, the results have been dis- 
appointing. These records are not 
used by anybody. The reason being 
the outdated software developed 
by the National Informatics Centre 
(NIC), which cannot update records 
after every new transaction. The 
NIC for its part, hasn't bothered to 
improve the system despite being 
aware of its drawbacks. With atti- 
tudes like this, e-governance still 
seems a distant dream in India. 

N. SIVA SENANI, through e-mail 


Apropos E-Governance Truths In 
B&W (BT, April 27, 2003), infor- 
mation technology can go.a long 
way in helping make the adminis- 
tration more responsive to the needs 
of a harried people and bringing 
greater transparency to the admin- 
istrative process. However, its sys- 
tematic implementation requires 


Write To 


clarity of vision and commitment on 
part of the government. The existing 
processes need to be re-engineered 
to achieve the best results. 

AMIYA AGARWAL, through e-mail 


In A New Avataar 

This is with reference to The OR 
Millionaires (BT, April 27, 2003). In 
this story, there is a line that be- 
gins “That was the end of Cussons 
India”... This is incorrect. Cussons 
continues to exist in its new avataar 

pz Cussons India. | 
JOSEPH ANTHONY 
National Sales & Marketing Manager, 
PZ Cussons India 


An Incorrect Picture 

The article All In The Family in the 
trends section of your magazine 
(BT, April 13, 2003) paints a mis- 
leading and incorrect picture of our 
company. The story says that the 
senior-most professional at Kinetic 
is a “product manager”. The facts 
are different. Kinetic has as many as 
six directors on its board who are 
professionals. Kinetic Engineering’s 
Joint Managing Director, Mr Khera, 
is a professional in charge of the 
company’s operations. Kinetic’s 
Executive Director, Mr Malhotra, 
runs KMCL’s operations. Mr P.C. 
Jain and Mr Shirolkar, our finance 
and R&D directors and board mem- 
bers, are professionals. Kinetic 
Finance's directors, Mr Swami and 
Mr Mohan Khanna, are profes- 
sionals. In fact, even in sales and 
marketing, which has been men- 
tioned in the story, the day-to-day 
operations are run by GM (Sales), 

who is a professional. | 
SULAJJA FIRODIA MOTWANI 
Jt. Managing Director, 
Kinetic Engineering 
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WER gets top rating at internationally accredited lab. POWER, the petrol with special additives from Hindustan 
troleum, was recently tested at an internationally accredited lab in Germany. It was concluded that usage of POWER 
luces intake valve deposits in an engine to 3 mg/valve. By international standards any petrol that reduces 
posits to less than 10 mg/valve, is considered a top performance petrol. No wonder POWER results in a healthier and 
aner engine, more mileage, easier acceleration and less emissions. No wonder, it has received a tremendous response 
m the consumers. Get a tankful of POWER. It costs just marginally extra. But it saves you a lot in the long run. 


WER is available at select Club HP outlets in Mumbai, Delhi, Kolkata, Chennai, Bangalore, Hyderabad, Ahmedabad, Pune and over 40 other cities, 


POWER improves the health of your vehicle. 
In fact it's clean ahead of other fuels. 


PETROL WITH ENERGY BOOSTERS 
Healthier engine. Better performance. 


Rediffusion-DY&R/Bom/HPCL/183 a 
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List Of Companies (2001-2002 income) 








A H Ranbaxy (Rs 3,072 crore) 17 
Apollo Tyres (Rs 1,720 crore) 17  HLL (Rs 10,377 crore) 17 (www.specialtyranbaxy.com) 
(www.apol/otyres.com) (www.hll.com) | S 
B Sedo Sn od 94 Satyam (Rs 1,799 crore) 56 
Bharti Tele-Ventures (Rs 19 crore) 70 (www.satyam.com) 
(www.bhartibt.com) l 
BPL Mobile (N.A.) 146. ilex (Rs 425 crore) 56 T 
(www.bhartimobile.com) (www. iflex.com) Dakigu Af 
Infosys (Rs 2,670 crore) 64  (www.tata.com) 
C (www.itinfosys.com) W 
Cognizant Technologies (N.A.) 17 
(www.cogzinant.com) L Wipro (Rs 3,617 crore) 64 
L&T (Rs 8,303 crore) 17  (www.wipro.com) 
D (www.larsentoubro.com) 
Dr Reddy's Labs (Rs 1,754 crore) 70 LG India (Rs 1,759 crore) 70 
(www.drreddys.com) (www./gezbuy.org) 
E M 
ECIL (Rs 680 crore) 124 MRF (Rs 2,237 crore) 17 
(www.ecil-india.com) (www. mrftyres.com) 
G R 
Gujarat Ambuja (Rs 1,621 crore) 17 RIL (Rs 57,863 crore) 92 
(www. gujaratambuja.com) (www. ril.com) 
List Of Advertisers 
A l Maruti Udyog (Lintas India) 43 
Administrative Staff College of India IBM (O&M) 14, 33 N 
VP BED Pus 92. Mr GORNA Advig:} er 521101 National Panasonic (Everest Advtg.) 13 
Air Freight Limited (Leo Burnett) 30 DEB Construction Projects Nike (Rediffusion DY&R) 29 
Amity (Direct) 38,154 (The Creative Group) 103 
B IL&FS Investment (Maa Bozell) QR 
Bajaj Auto (Lintas India) 117 India Today (N.A.) 48 Ray-Ban (Capital Advtg.) 79 
Business Today (N.A.) 20, 25, 60, 134 Indian Terrain (Contract) In. Fr. Cov. í 
RS sa Initiative Media Singapore 
C (Lintas India) 27 Samsonite (TBWA Anthem) 7 
Carrier Aircon India ITC (Lintas) Back Cover Samsung Electronics 
(Grey Worldwide) 121 (Mudra Commns.) 1 
CNN (Genesis Advtg.) 21.74 SAP (O&M) 35 
ColorPlus (Fortune Commns.) ^ 152 J-K. Paper (ENZ Commns.) 23  SAS India (Euro RSCG) 4l 
3 K Seagate (Direct) 91 
Divyasree Developers Kolte-Patil Developers (Oysters) 109 Me. i iint o (Carat India) a 
(Mindstream Commns.) 111 L 
G Linkwell Telesystems T dj tis. 
Golden Gate Properties (Trikaal Advtg.) GENE eee oibus 
Micha Cofadnén 105 Vakil Housing (Maa Bozell) 107 
M Vestas RRB (Direct) 115 
Ht Madura Garments 
H-P India (Publicis) 1n. Back Cover (McCann Erickson) 26 
HPCL (Rediffusion DY&R) 11 Ma Foi Consultants (Moulis) 55 
HT (Grey Worldwide) 96  Malayala Manorama (TBWA Anthem) 8 
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ic India Offices: Delhi: 26176339/40. Ahmedabad: Tel/fax: 6405060, 6405070, 6420180. Kolkata: 22882531, 22882532. Chennai: Ph: 28253462-65. Fax: 28214865. $ 
411/12. Panasonic Brand Shop: Delhi: Ansal Plaza: 26262301/302. EL World: 25749451/52/53. Ahmedabad: 6401133/6262. Kolkata: 24602234, 24404244. Authorised Distributor: Delhi: Sangee 
munications: 26251777/7323, 8642000/2001. Shiv Enterprises: 27679999/59999, 23412345, 9811294062. Jaipur: Sharad Electronics: 2280842, 2280650. Jodhpur: Sardar Agencies 2513837, 9414127771. 
idigarh: Office Plus: 705651, 709266, 9814038551. Ludhiana: 2411174. Jalandhar: 2481995. Haryana: City Trade Links: 9810029125, 9810167968. Ahmedabad: Shakti: 9825014020. Thirdwave: 9825014466. 
ak: 9824071878. Baroda: Rediphone: 2325838/39. Surat: Panalink: 2424227/72. Focus: 2402777/888. Adheshwar: 2475955/56. Rajkot: Poojara: 2480481/2. Indore: Force: 9826099984. Shakti: 9827070582. 
val: Casyon: 9826069098. Infocom: 9827010622. Raipur: Casyon: 9827164361. Chennai: Mehta Communications: 26412005, 26412006. Pondy: Vedha Systems: (0413) 2240890, 2240892, 9843044890. 
ibatore: Mobile World: 2490010, 5584890, 9843090805, 9842290805. Madurai: Zara Comm.: 9842146300. Hyderabad: Communication Shoppe: 27812017, 55328708. Rayalseema/Telengana: Essem 
nunications (Hyd) Pvt. Ltd.: (040)27561094, 27550108, 9849023988. Vijayawada: Real Care Electronics: (0866) 2570140, 2575240, 9849256426. Vizag: Vishaka Communications: (0891) 2541464, 2505674, 
273529. Kerala: Poovath International: (0484) 2350877, 2350878, 9846075777. Kolkata: Usha Electronics: 22824118, 22403384. ABM Sales Corp.: 22804464, 22400672. Siliguri: Electro Galaxy: 2539213. 
ahati: J.M. Elect.: 2510063. Bhubaneswar: Maitri Enterprise: 2518151. Patna: Singapore Sales: 2660589. Bangalore: Online Instruments: 5280083, 5215312, 9844125747. Authorised Dealers: Bangalore: J.C. Rd: 
eetha: 6707111. St. Marks Rd: Global Access: 2996560. Brigade Rd: Prakash Co.: 9845298451, 5589000. Airport Rd: Electro Music 2000: 5222541. Rajaji Nagar: Prime Sales Corporation: 9844070664. Mysore: 
fi Electronics: 446591. Davanagere: Prime Distributors: 9845082464/32464. Hubli: Radiant Corporation: 9844160444. Mumbai: Advance Computors: 23454203. Bee Systems: 27658653, 5590648. Citisonic: 
1100, 55974444. Nagpur: Vidharba Infotech Pvt. Ltd.: 2548703/707. Pune: Pelican Telecom Pvt. Ltd.: 5536900, 4018900. everest/03/NPIL/85 
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The world's happiest shareholders. 


WE ADMIRE YOU, WE ADORE YOU, WE WORSHIP YOU, roar your ecstatic 
shareholders. Imagine that! Turning your company into a global powerhouse and running it 
this efficiently, this effectively. this profitably! Not only did you imagine it, you did it! 
Your company anticipated consumer trends before they happened! Your managers knew 
what your customers wanted before they did and caught your competitors 
unaware! Your team worked day and night, filling orders, which had yet to 
be ordered! Build it and they would come, you believed! And they did! 
And when they came, they were happy. They got what they wanted. 
When they wanted it. Where they wanted it. 


How do you do i, and keep doing it? 


Board of directors, ecstatic at over You knew times had changed! You saw it coming! You recognised the Sales Push had become 
achieving projecting target. ; 
the Consumer Pull! Your company was in the on demand era! Your competitors werent! You 
were ahead of the game! You were in the ideal position to be able to sense the needs of your 
customers, your partners, your suppliers and your employees. And you responded immediately! 


Sounds too good to be true? Maybe it is too good to be true. Then again, maybe it's not. 


IBM, the e-business logo, e-business on demand are either registered trademarks or trademarks of International Business Machines Corp. in the U.S. and/or 
other countries. Other company, product and service names may be trademarks or service marks of others. ©2003 IBM Corp. All rights reserved. 
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Reality. 





Consumers are in control. 


CUSTOMERS DEMAND MORE, MORE, MORE. Welcome to the new era — the 
on demand era. In the on demand era, your customers will expect you to deliver what 
they want, when they want it, where they want it. With unprecedented levels of 
customisation. Your suppliers and partners will demand tighter integration of your 


business processes. And your shareholders will demand more value and less waste. 
Solutions for the on demand era. 


IBM Business Consulting 
Services. Combines the 
people rated #1 in Consulting 
Monitor's survey for 
"understanding clients' 
industry" with the formidable 
executional force that is the 
whole of IBM - the world's #1 
Business and IT Strategy 
Consultant and #1 technology 
company. To learn more visit 
www.ibm.com/e-business/in. 


To remain competitive in the on demand era, indeed, to 
remain relevant, your business will have to be able to 
sense, and respond to, unpredictable changes in market 
and customer needs. You'll need business flexibility — a 
variable, optimised cost structure which lets you pay only 
for the technology you need — and only when you need 
it. Youll need reliability - self-configuring, self-protecting, 
self-optimising and self-healing computers. You'll need 





adaptability - an operating platform that can integrate with applications and processes 
that havent been invented yet. You'll need e-business on demand. You'll need a partner 
you can trust. To find out how IBM's on demand solutions can help you, call us at 
Bangalore - 6787216, Chennai - 24988508, Kolkata - 22822126, Mumbai - 26533577, 
New Delhi - 23702022 or visit us at www.ibm.com/e-business/in 


@ business on demand - = = 
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e Long Long lerm 


NE OF THE BEST ADVICES YOU'LL GET ON 
C) stockmarkets is to hold your investment long 

term. The idea being that short-term uph- 
eavals tend to even out on the higher side over a 
longer period of time. The difficult part about this 
investing strategy is figuring out just how long term. 
Take the Sensex, for example. If you are one of 
those who succumbed to your stock-broker's ad- 
vice and bought Sensex shares when the index hit a 
low of 1,980.06 on April 27, 1993 (in the wake of 
Harshad Mehta's securities 
scam), and have held on to 
them, woe unto you. 

At the current level of 
2,985, Sensex's annual return 
works out to a measly 4.19 
per cent. Throw in the aver- 
age 10-year inflation rate of 
7.28 per cent, and your 
money today is worth less 
than what it was 10 years 
ago. And in case you didn't 
buy at the low, your losses 


A cardinal rule of investing 
is that return should be pro- 
portionate to the risk inv- 
olved. And stock is relatively 
a risky investment vehicle. 
Consider Sensex's own course 
past decade. After hitting the 
Big Bull-low, the Sensex 
climbed to the 2,700-level 
over the next four months. But since it has stayed bet- 
ween a wide range of 2,700 and 4,600, only once 
breaching the limit during the ICE rally in 2000 when 
it touched a dizzying 6,151 points. Since May 1995, 
it has been intermittently dipping below the 3,000- 
mark. Clearly, investors who are taking high risks 
aren't getting high returns. Does that mean Indian in- 
vestors should eschew stock? No. 

Apparently, that's how stockmarkets the world 
over have behaved past decade and in other times. The 
Japanese Nikkei, for example, is very close to its 20- 
year low. The London Footsie has gained only 38 per 
cent in the last 10 years. The exceptions, thanks to tech 
and telecom boom, are the American Dow and 
Nasdaq. Going back in time too, we have instances of 
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markets going into long phases of lull. After the Great 
Depression in the US, when the Dow fell from 380.30 
in August 1929 to 41.60 in November 1932, the 
stockmarket did rally. But for 20 years, between 1963 
and 1983, it stayed caught in the 570-1,070 range. 
During these years, the American investor was asking 
the question that we are: How long is long term? 

Why is the Sensex hovering around a 10-year low? 
The answer to that lies in the “irrational exuberance” 
of the early 90s. Between April 1990 and April 1992, 
the Sensex soared from 793 
to 4,400 points. So when the 
index fell to 1980 post the 
Mehta Scam, it was still more 
than double of the 1990 
level. As it happened in the 
US between 1963 and '83, 
markets need a phase of con- 
solidation after a huge rally 
before rising to higher lev- 
els. That's what is happen- 
ing in India today. The last 
10 years saw consolidation 
not just of the stockmarket, 
but of corporate India. 
Diversified companies shed 
unrelated businesses, right- 
sized workforce, and imp- 
roved efficiencies. 

The most important asp- 
ect of long-term investing is 
finding the gap between value . 
and price. Value is what you 
get, price is what you pay for it. With each passing year, 
this gap is only widening. For example, the P/E multi- 
ple of Sensex has gone down from 27.36 in April 
1993 to 13.49 now. The fall in P/B (price to book value) 
is more profound (from 4.69 to 2.11). The dividend 
yield has also gone up from 1.06 per cent in April 1993 
to 2.32 per cent. To get a clearer picture, this change 
has to be compared with the prevailing interest rates. 
For example, the dividend yield was very small in 
1993 (1.06 per cent against FD rates of around 12 per 
cent). Not any more. It is now 2.32 per cent, against 
the bank FD rates of around 6 per cent. 

In other words, valuation parameters are just right for 
another major rally. What's missing is the trigger. And 
nobody know how long before one comes along. 


bt trends 


LEADER 


The Reconstruction 


Opportunity 


It is universally accepted that there’s a pot of gold waiting to be discovered in 





Rubble Raising: Don't get fooled by the picture, there is money to be made here 


EMEMBER THE 250 MILLION 
strong Indian middle class 
that attracted multinationals 
in droves to the country in the early 
1990s? The ones that stayed on soon 
discovered that the market relevant 
to them was far smaller, around 50 
million or so. Well, these days, the 
numbers, as one would expect, all 


lraq. Will India Inc get any part of it? By ROSHNI JAYAKAR 


gr 


have to do with Iraq. And they're as 
appealing as they are uncorrobo- 
rated. Now that the war is over, 
everyone agrees, military activity 
will be replaced by reconstruction 
activity. There are roads, bridges, 
power plants, schools and hospitals 
that have to be built or rebuilt. What 
no one can agree upon is the cost of 


this reconstruction. The Washing- 
ton-based Center for Strategic and 
[International Studies has taken the 
safe way out by predicting a range 
of $25 billion to $400 billion (Rs 
1,18,425 crore to Rs 18,94,800 
crore). And estimates by the US 
Agency for International Develop- 
ment (USAID) put the cost of 
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METRICS 


The BI Index 


The BT 50 Free Float Index is 
down since last fortnight. And 


reconstruction at $150 billion (Rs 7,10,550 crore). All the initial con- 
tracts have gone to US companies, and many of the later ones too, will 
Bechtel has been awarded a contract of $680 million (Rs 3,221. 16 
crore) to repair Iraq’s electricity system, water utility, and other in- 
frastructure. Earlier, Kellogg Brown & Root, a unit of Halliburton, 
a company which US Vice President Dick Cheney once headed, 
won a contract to make emergency repairs to Iraqi oil fields. 


The big opportunity for India Inc lies in subcontracting work from 
companies that win reconstruction contracts, says C.M. Mehra of 
Baghdad-based Wexford Financial. Several Indian companies, espe- 
cially those that have worked on such projects in Iraq, are scrambling 
to do so. “Iraqis are comfortable working with Indians,” says S.V. 
Rajadhakshya, a Senior VP in charge of business development at 
construction company Afcons Infrastructure. “And Indian companies 
have considerable experience working in Iraq.” For instance, over 50 
Indian companies, including BHEL, ONGC, and MMTC, do business in 
Iraq. That would help. 

With several countries vying for a piece of the pie, India's indus- 
try associations have upped a gear. A Federation of Indian Chambers 


what better time, than now, to 
unveil the BT Tech Index. 


Go on, mourn. 
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of Commerce and Industry (FICCI) delegation is visiting the UN i 
Office of Iraq in New York to follow up on a Rs 3,000 crore deal and ae 73.2 
pitch for a Rs 2,000 crore one that it hopes will be bagged by Indian Jan. Bore -ATi Apr. 
companies in the near future, And Confederation of Indian Industry 2002 2003 
(cil) has identified a list of some 40 firms that could participate in the What They Wei ghe d 
reconstruction. The list includes such names as Ashok Leyland Aftek MJ: — 
Projects, L&T, Dr Reddy's Laboratories, Ranbaxy Laboratories, BHEL, Digital Globalsoft 8.40 
GTL : : EAS 4.17 
Tata Teleservices, National Highways Authority of India, Punj Lloyd - Beaman Cattaneo ET 
and Apollo Hospitals. HCL Technologies 10.19 
Such lists and visits are fine, but India's recent track record in bag- SODA LCSIRERDETN 5 1.20 
ging reconstruction contracts—remember Afghanistan?—hasn’t been ERCO n 
too hot. Some execs attribute this to geopolitical factors; others to the HOME drei e 1.55 
ascon Globa 0.89 
fact that little reconstruction activity has happened in Afghanistan. “Iraq MERETE saa 
is a bigger economy,” explains Ajit Gulabchand, the Chairman & Mphasis BFL | 2.81 , 
Managing Director of Hindustan Construction Company. It has be Se K RUE THES c 
entamedia Graphics” 2.99 o 
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The Fifth Element 


UB's spirits division becomes the fifth largest in the world. 







ee: E Name of Sales in 
E company million cases a 

= year 

" Diageo 93.2 
s» Pernod Ricard 45 

“tee Allied Domecq 43.6 

Í Bacardi 342 

Í UB Spirits 30.8 


UB's Mallya: A heady brew, but gainful? 


IFTH PLACE ISN'T SO BAD. NOT WHEN YOU ARE AN INDIAN COMPANY, AND 
NOT when fifth means, fifth largest in the world. That's an honour re- 
cently earned by the UB Group's spirits division (McDowell & Herbertsons, 


Issue of 


Timing 


AST FORTNIGHT'S TECH MELT- 
down on the Indian markets 
post-Infosys results has taken 


| its toll on the valuations of IT 


stocks. The key question amidst 
such a bearish scenario within 
investment banking circles is: 
Will rcs go ahead with its iPO in 


| such climes? Investment bank- 
| ers are counting on a turnaro- 


never mind that the management and ownership of the latter is still being | 


contested in the courts). IMPACT International, a New York-based journal of 
the global liquor industry has ranked the division the fifth largest in the world 


Domeg, and Bacardi is a sign that we have arrived,” gushes Vijay Rekhi, 
President, UB Spirits Division and Managing Director, McDowell’s. “This 
despite the fact that we export less than 2,50,000 cases a year." 

In terms of volume, there's no denying UB Spirits’ status as a performer: 
it has grown at an average rate of 14 per cent a year for the past five (the ind- 
ustry grew by 8 per cent) and it boasts eight brands that sell over a million cases 


und in sentiment by the second 
half of this fiscal. Tcs was keen 
to go public by May, but their 
advisors have suggested that 


! | September would be a better 
by sales. “To be ranked with global majors like Diageo, Pernod Ricard, Allied | 


a year including Bagpiper that does six. Still, while volumes have grown from | 


18.6 million cases in 1997, to 30.8 million cases in 2002-03, and sales 


from Rs 662 crore to Rs 901 crore, net profit has merely inched along, from | 


Rs 11.98 crore to Rs 15.77 crore. Rekhi complains that “non-market forces 


like government policies,” dictate “end product pricing". He is quick to add | 


that the company is trying to control costs by “effectively deploying IT” . It 


could take some time for the effects of that to be felt in the division’s prof- | 


itability. Meanwhile, Rekhi and his team are eyeing the fourth spot. 
VENKATESHA BABU 


waste water pumping stations are 
N.A. in bad shape. Getting them up and 
In one year, some 4400 running is a priority. 

kilometres of road net- | 


A Roads & Highways 





work is to be made serviceable. Schools — 
| ! $62 million in one year 
Water Creative Associates 





International Inc has 
been awarded an initial $2 mil- 
lion contract. 


: N.A. p 
Iraq's 14 waste treat- 


ment plants and 1,250 


time. The ir major's valuation Is 
in the Rs 35,000-crore range, 
down from earlier estimates 
of Rs 50,000-60,000 crore. 
Tcs is keen to offer 10 per cent 
of the company. By September 
that valuation will change, 
depending on market condi- 
tions prevailing then. Till then 
it’s over to the investment 
bankers with the Tcs mandate: 
JM Morgan Stanley, bsp Merrill 
Lynch, and JP Morgan. 


BRIAN CARVALHO 


Healthcare 
e N.A. 

Iraq has 270 general 

hospitals, 33,000 beds 
and 995 civilian primary medical 
centres. The reconstruction objec- 
tive is to rebuild one referral hospital 
in each city, 100 general hospitals 
across the country, and identify a 
new Ha for the ministry of health. 
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L how can India Inc. leverage new technologies to make the big leap? 
f Business Today's Special Issue on New Tech gives you a ringside view of 
= how industries are using technology to forge ahead. Announcing the third 





How is technology changing India’s business and economic landscape? And 





volume in the series of India Inc.: The Next Big Leap. Get it. Or get left behind. 
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ALICE, I'M NAMING 


YOU OUR COMPANY'S 
"ENGINEER OF THE 


fy 


YORK AND RECETVE 
A TROPHY WITH THE 


YEAR.” | WINNERS FROM OTHER f 


> COMPANIES. 


ER SU eee 


I'M FLATTERED BUT 

I ALREADY HAVE NO 

TIME FOR SLEEPING 
OR BATHING. 


— » 


I'M TOO 
BUSY. NAME 
SOMEONE 
ELSE. 


—: = 


I HAVE A 
SICK DAY 
SCHEDULED 
FOR THAT 
FRIDAY. 


4 


CAROL, I NEED YOU 

TO GO TO NEW YORK US ARE REALLY FROM | 
AND PRETEND TO LC] MARKETING. Ow f 
BE AN ENGINEER. f E em CAN YOU TELL? f 


= 


FES 


(WHY YES. MOST OF 


Incredible events, 
extraordinary coverage. 


Whenever the world is shaken by incredible events, CNN journalists go to extraordinary lengths to get you the news - as it 
happens, when it happens. So tune in or log on. 


To get CNN on your TV call 011 2677 93 45. 
Register for CNN Breaking News e-alerts at http://edition.cnn.com/EMAIL/ 


Be the first to know.. CNN 


THE WORLD'S MEWS LEADER 


Check out > CNN.com 


ompony. All Rights Reserve 


able News Network. An AOL Time Warner C 
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SELF WORTH 


The Once And Future Banker 


Rana Talwar plots a comeback. First step: Acquire management control of Centurion. 


URVINDER SINGH RANA 
Talwar is smooth, 
suave, and definitely graying 
around the edges in a most 
distinguished fashion. For 
want of a better descriptor, 
the 55-year-old looks every 
inch a banker. Only, he 
doesn't have a bank yet, 
although that could soon 
change. Six months ago, 
a London-based fund, 
Sabre Capital Worldwide 
(Talwar is its managing 
partner) signaled its intent 
to acquire control of 
Centurion Bank, an ailing 
Indian private bank. 
Talwar is a Citibank 
fast tracker who moved to , 
stodgy Standard Chartered ~~ r3 
as its Group CEO in 
1998—he rapidly acquired 
five banks, including the 
South and West Asia busi- 
ness of Grindlays—and 
quit abruptly in November 2001. Since then, he 
has been in the news momentarily over specula- 
tion concerning the reason for his exit. UK's 
Telegraph newspaper suggested that Talwar’s “brash 
American characteristics...upset the delicate sensi- 
bilities of his colleagues”. The man himself maintains 
that he quit after reflecting on his options. “I was 
thinking... have 10 more years to look forward 
to. Do I really want to be a high powered CEO or do 
I take a chance and do something on my own?" 
Talwar has also been in the news, even more fleet- 
ingly, over details of his severance package, which 
were released by Standard Chartered in April 2002. 
“Were Mr Talwar not to find alternative employment 
(till August 2003), the maximum compensation payable 
would be £3.2 million”, says a April 16, 2002, re- 
lease from the bank. And so, says Talwar, “I stayed off 
headhunters and used the time to reflect on the op- 
portunities.” One opportunity was to focus on insti- 
tutions that required new management, new strategy, 
and perhaps most significantly, new capital. With former 
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Sabre's Talwar: Eyeing emerging markets 


Standard Chartered stable- 
mates Nigel Kenny (Group 
Finance Director at the bank) 
and Rajiv Malewal (Global 
Head of private equity at the 
bank), Talwar founded Sabre. 
He is at pains to explain that 
the company isn't in the pri- 
vate equity business. The em- 
phasis, he adds, is to manage 
financial services businesses 
in emerging markets to create 
value. For those who came 
in late, Talwar is still viewed 
as an emerging markets whiz 
in banking circles. 
Centurion, clearly, is an 
opportunity. This writer met 
with him in Mumbai on April 
22, a day before the board 
of the bank was scheduled to 
meet, and found him fancying 
his chances. *Now, I am more 
hopeful of closing the deal 
than I was anytime in the past 
six months." If Sabre man- 
ages to acquire control of the bank it will invest about 
$70 million (Rs 332.4 crore). *The thing," says Talwar, 
"is to work with the bank, identify the right strategy, 
and get top-notch professionals to work as managers." 
“Once you do that, there is plenty of money around.” 
Talwar's choice of a comeback vehicle—for it is 
clearly that—may surprise some people. Still, Centurion 
does present him with the rare opportunity to acquire 
management control and build an institution. Seven 
years hence, claims Sabre's managing partner, “Centuri- 
on will be among the top three-to-five players in the re- 
tail financial market." The company is also exploring 
opportunities in Eastern Europe, West Asia, West 
Africa, and Indonesia, and hopes to have two-to-three 
active deals in the next year. That's going to take a lot 
of work. At a recent meeting with the board of direc- 
tors of Centurion, Talwar joked that this deal was 
taking him four times as much time to close as the 
Grindlays one did. But if it goes through, people will 
remember him as much for Centurion as for Grindlays. 
ROSHNI JAYAKAR 
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Copier JK 


anything else copy. 


JK Copier is the largest-selling copier paper in the country. Making it India’s no.1 paper brand. 
What's even more significant is that other copier papers don't even come close to it. 


Check out its outstanding benefits. You'll agree, it's the closest you can get to perfection. 


JK COPIER 


Zero machine jamming * Double side printing advantage * Superior photo imaging * Long lasting whiteness 


* JK EXCEL BOND * JK EASY COPIER * JK MAPLITHO * JK COTE 
Contact: Delhi: 2335082) * Mumbai: 22810757 * Kolkata: 22420979 * Chennai: 28522810 JK PAPER LTD . $ 
Order online: www.jkpaper.com Creating lasting impressions 
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Fu Manchu? Naah 


There's nothing sinister about Huawei's Indian ops. 


N THE THREE YEARS PLUS IT HAS 

been in India, Huawei has been 
the target of several wild allega- 
tions. The first concerned its pres- 
ence in India's Silicon Alley, 
Bangalore. The networking com- 
pany's Indian arm, the paranoid 
screamed, was actually a front to 
learn all about the Indian software 
industry. “Soon, they will be com- 
peting with Infosys and Wipro," 
went this hypothesis. The second— 
and this one was pretty wild even by 
Indian standards—raised its ugly 
head post 9-11. Huawei, the buzz 
said, had supplied weapons guid- 
ance software to the Taliban. The 
third and most recent allegation 
has a leading Indian daily claiming 
that some of Huawei's employees 


have been afflicted by SARS. None of 


the allegations stuck. It doesn't req- 
uire a sting operation to discover the 
Indian software industry's recipe for 
success, cost-arbitrage. And Huawei, 
despite Cisco's accusation that it stole 
IP (the case is being fought in an 
American court) isn't a corporate Fu 
Manchu. It is a respectable company 


still Resilient 








that has invested $60 million (Rs 
288 crore) in India. 

In its fourth floor office in the 
seven star Leela Palace hotel on 
Bangalore’s bustling airport road, 
Huawei’s 35-year-old Chief 
Operating Officer, James Yuan 
Ziwen, rattles off the company’s 
achievements in India. “Indian 
partners like Infosys, Wipro, and 
Mphasis, to whom we have out- 
sourced work worth $15 million.” 
"We have sold telecom equip- 
ment to BSNL.” And, “we are com- 
mitted to expanding our Indian 
R&D centre, which will bring in 
significant investment and generate 
employment’. Much of that in- 
vestment— the ever-smiling Yuan 
declines to put a number to it— 
will go into a campus in Bangalore. 
By 2005, the Huawei centre in 
Bangalore will employ 1,500 and 
serve as a global R&D hub. Already, 
the India centre is working on next 
gen network solutions, 3G solu- 
tions, and data-communication 
products. And a telecom switch 
developed completely in India is 


DEEPAK G. PAWAR 





Huawei's James Yuan Ziwen: 
All above board 


being sold internationally. 

It is nothing but good business 
sense that brought the company 
to India. Indians are good at 
crunching code and developing 


_ software, explains Yuan. And the 


Chinese, at systems design and ar- 
chitecture. “These skills are com- 
plementary in nature; our intent is 
to combine them to produce 
world-class solutions in a shorter 
span of time." That's the kind of 
logic that even the a-cerebral 
Nayland-Smith will understand. 
VENKATESHA BABU 





D&B's optimism index shows that the Indian economy has reserves of resilience. 
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CEOT dus 


A humorous look at 


Indian CEOs’ feats and foibles 


A classic collection of cartoons depicting leading CEOs 
of India Inc. Covering the big deals, the worst scams, 


the stellar successes and a lot more, this special volume 


A humorous look at 
Indian CEOs' ; : > . e e e i . 
dosha tial elitas ( A» from Business Today will be as hilarious as it will be 


timeless. Limited Edition. Rare value content. Book 


your copy now. 
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Kalanidhi Maran of Sun 
Network celebrated his 
television empire's 

tenth birthday... 





...Nandan Nilekani of Infosys saw the stock crash following 
earnings warning... 





i 


... Jagdish Khattar of Maruti Udyog 
launched a snazzy SUV... 


...and Rajeev Karwal of Kelvinator Electrolux 
received the nod to make the company a 
fully-owned subsidiary of Electrolux. 





... Narottam Sekhsaria of Gujarat Ambuja decided to merge 
his ailing Ambuja Cement Rajasthan with the flagship... 
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DEFINE DESIGN DEVELOP DEPLOY MANAGE 


“AGILE TEAMS” IS NOT AN IRRATIONAL CONCEPT, IT’S THE STORY OF BORLAND 


When the whole development team is both fast and flexible, it’s not irrational. 


It’s Agile. It’s Borland. Introducing the Borland Suite — a new era in accelerated 
application lifecycle management. Seamlessly integrated best-in-class products 
for the entire development team, including the analyst, architect, developer, tester, 
deployment group and manager. And the freedom to work with the technologies you 
have today, bringing you to the future without abandoning the past. Platform 
independent, Internet enabled and empowering to everyone on the development 


team. Technology that’s passionately used, not dispassionately shelved. Leave the Borla nad 
slow, cumbersome, lock-step processes behind, and discover for yourself what 


most of the Fortune 500 already know: Agile is Borland. Excellence Endures 


Download the white paper A New Era in Application Lifecycle Solutions 


www.agile4.borland.com 


#1 in Java’ development solutions* 


#1 in Linux® development solutions* 


The first company approved by Microsoft® to resell the Microsoft® .NET Framework SDK 


Call Borland India (91) 80 5115 4611 


Made in Borland’ Copyright© 2003 Borland Software Corporation. All rights reserved. All marks are the property of their respective owners. *North American Developer Survey, 
Evans Data Corporation, 2003; Java Use and Awareness Study, SD Times, Aug. 2002; Java Application Development Market Profile, DevX, May 2002 • 20038 
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Very Much Bankable 


How ICICI Bank managed its Black Friday on April 11. 
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K.V. Kamath: The Gujarat damage is definitely under control now 


UNDAPUR VAMAN KAMATH WAS 

in Bangalore on April 11, when 
around noon his mobile phone 
rang. It was Chanda Kochhar, ICICI 
Bank's Executive Director, on the 
line, telling the CEO that there was a 
problem. A mischievous rumour 
about the bank's liquidity, first 
spread by a Valsad (Gujarat)-based 
daily the previous day, had created 
panic among customers in the small 
town. They had begun queuing up 
at the bank's ATMs, and by late 
evening, Rs 59 crore had been with- 
drawn—20 per cent more than 
usual. Kamath was desperately 
needed back at iciCI Towers. 

Reaching the headquarters at 
6:00 pm, Kamath and his A-team 
swung into action. “It was a two- 
part challenge,” recalls Kalpana 
Morparia, Executive Director, ICICI 
Bank. “One, to counter the rumours 
and two, stock our ATMs adequately 
to reassure our customers." Losing 
no time, Morparia got on to TV 
channels, reassuring customers. 
Simultaneously, the RBI governor, 
Bimal Jalan, who was in Washing- 
ton, D.C., was informed of the 
development, and a communica- 
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tion line to bank employees, and 
corporate and overseas customers 
was opened. 

A staggering logistical challenge 
was ahead: transporting huge vol- 
umes of cash in a matter of hours. 
About 100 security vans, some even 
loaned from the RBI, logged 8,000 
kms in replenishing not just the 
115 ATMs in Gujarat and 15-odd 
in Mumbai suburbs, which wit- 
nessed the maximum withdrawals, 
but also ATMs in other cities. One of 
the ATMs in a Mumbai suburb, for 
instance, had to be refilled an in- 
credible 150 times on April 12. 

That day, at 11:00 am, the RBI 
issued a press release saying that 
all was well with icici Bank. Slowly, 
the communication had its effect. 
By 4:00 pm, even the worst-af- 
fected branches in Gujarat had less 
than 40 customers queuing up to 
withdraw money. Two hours later, 
the numbers were negligible. By 
the end of the business hours, some 
Rs 550 crore had been withdrawn 
from ATMs and branches all over 
India. But not one ATM had run 
short of money. 

ROSHNI JAYAKAR 


REALITY CHECK 


BPO & SAPS 


HANK GOD, THERE AREN’T TOO 

many listed BPO compa- 
nies (currently, there’s only 
one, e-Serve International). 
Otherwise, Dalal Street may 
have choked. Why? The 
Severe Acute (Pricing) Pressure 
Syndrome, or SAPS, first dis- 
covered among Indian IT-serv- 
ices companies, has infected 
IT-enabled services too. While 
actual industry numbers are 
hard to come by, market 
sources say that there's im- 
mense price pressure. Top BPO 
firm Wipro Spectramind's FYO3 
revenue at $35 million is $10 
million short of its target. Says 
the company's cmb, Raman 
Roy. "There's a large amount 
of business coming to India, 
but the prices are unviable." In 
fact, large clients such as 
Amex and AoL have employed 
mechanisms like reverse auc- 
tion to identify the lowest-price 
supplier. The bottomline: Well, 
the industry may have to rec- 
oncile to a much smaller one. 


PRIYA SRINIVASAN 





Call centres: Try smiling now 
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Movement solutions styled to suit each need. receives exclusive treatment. At AFL, we've been provii 
Like a tailor who shapes and stitches fabric differently for each total movement related solutions under one roof since 1! 
customer, we adapt, improve and create solutions according to from Global Logistics to Domestic Express. Our professi: 
each client's needs. Big or small, your consignment always system management is supported by truly cutting e 
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e discovery of DNA structure turns 50 in April 2X 


In mid-February, the journal Science publishes an analysis 
of the Celera Human Genome Project, and the journal Nature publishes 
an analysis of the public Human 

enome Project. 












Celera sequences the genome of the fruitfly. The two genome projects (public 
and private) jointly announce the completion of drafts of the human genome 

sequence on June 26th. First plant genome sequenced (arabidopsis thaliana) 
from the mustard family. 














The first complete 

sequence of a human chromosome 
(number 22) is completed by the public 
genome project and published. 





The genome of 
bacterium E. coli 
completely sequenced. 


















First non-bacterial genome sequenced. 


Craig Venter, Claire 

Fraser, Hamilton 
smith, and others at The 

Institute for Genomic 
Research publish the first 
complete genome sequence 
for any organism: the 


Fighting over patenting ke, ya 
DNA begins in earnest. 19€ 


First gene therapy is done on a four-year- Ae 
old girl with an inherited immune nan 









deficiency disorder p bacterium haemophilus 
influenzae. 
iin Center for Human, 1 
enome Research is 1 i 
established by NIHto £ E NM Gee 
conduct the Human im a 1998 ^ (ui take over the 
| | project. 


The initiative to sequence S (001 
the human genome officially % o» 


begins under the direction of A Akiyoshi Wada pioneers 
ms U.S. Department of Energy. | automated DNA sequencing. The Eli Lilly 


pharmaceutical company markets the first 


"^ genetically engineered drug: Humulin. 
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U.S. Supreme Court decision S. 
allows genetically modified 
organisms to be patented. 
The first patent is awarded to 
the General Electric Company. 


Frederick Sanger, Allan Maxam and 
Walter Gilbert independently develop 
ways to sequence DNA. 


First human chromosome 


Paul Berg and colleagues create the 
abnormality is identified. : : 


first molecule of recombinant DNA, 

ushering in genetic engineering. 
James Watson and 
Francis Crick deduce the | 
three-dimensional */*1956 > 
structure of DNA. <1 1953 ° 


Albert Levan, Joe-Hin Tijo and others determine 
that human chromosomes number forty-six. 
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Acoustic ceilings: Getting heard 


HE MUSHROOMING OF CALL 
y jose and multiplexes is 
proving to be a windfall for a 
business relatively unheard of 
in India: acoustic ceilings. 
Although the traditional 
soundproofing technique using 
plaster of Paris and gypsum 
still accounts for three-fourths 
of the estimated Rs 4,000- 
crore market, hi-tech acoustic 
ceilings are slowly becoming 
popular. Says Suman Bhar- 
gava, GM (Operations), Satyam 
Cineplexes: "When you are 
playing an action-packed film 
in one auditorium and a ro- 
mance in the next, you don't 
want any sound leakages." 
There are several vendors in 
the Indian market today, incl- 
uding home-grown India 
Gypsum, America's Armst- 
rong, Cellotex and usc; and 
AMF and Ova Acoustic from 
Germany. Here's one industry 
you'll hear more and more of 
in the days to come. 
MOINAK MITRA 
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Inspires conversation, respect 
and the occasional pang of jealousy. 





The IBM ThinkPad. Attracting attention since 1992. 


People are bound to stare. Especially when it's over a sleek statement like the 
IBM ThinkPad. But that's the kind of thing one gets used to, when one carries 
India's No.1 notebook’, that has over 1000 awards to its name. 


Fully equipped with future-ready touches like the freedom of wireless 
connectivity, to make sure you are online, wherever you happen to be. 


The IBM ThinkPad comes with a unique Embedded Security Subsystem? 
that allows you to encrypt data, making it meaningless to intruders. 


To protect your investment, most IBM ThinkPad notebooks come with a 
3-year insurance? and a 3-year global warranty?. Moreover, you are 
backed all the way with award-winning IBM service and support. 


You'll appreciate everything about the IBM ThinkPad. 


And you'll notice others will too. 





IBM ThinkPad notebooks, powered by the 
Mobile Intel? Pentium® 4 Processor-M or 
Mobile Inte? Pentium® Ill Processor-M 
are designed to suit varying needs. 


R Series: Best blend of portability and essential 
features. Ideal for sales people. 
Estimated Street Price: From Rs. 88,900/- * 


T Series: A balance of performance and portability 
For the office, at home or anywhere in between. 
Estimated Street Price: From Rs. 1,39,900/- * 


X Series: Extra-light, extra-small, ultra-portable 
notebook. Ideal for frequent travellers. 
Estimated Street Price: From Rs. 1,24,900/-* 


A Series: A high-performance desktop alternative. 
Ideal for people who need to carry work home. 
Estimated Street Price: From Rs. 99,900/-* 











Choose an IBM ThinkPad today 
-> www.ibm.com/in/ipdecision 


e-mail response@in.ibm.com 
"T e Bangalore -6787216 
e Chennai - 24988508 
e Kolkata - 22822126 
e Mumbai - 28533577 
e New Delhi - 23702022 
Weekdays 9am to 6pm 
to buy direct, locate an IBM 
reseller for more information. 


OM 9483 


IBM recommends Microsoft® Windows® XP Professional for Business. 


IBM is a registered trademark of International Business Machines Corporation in the US and/or other countries. Other company product or service names may be trademarks or service marks of their respective owners. Intel, the Intel Inside Logo and Pentium are 
trademarks or registered trademarks of Intel Corporation or its subsidiaries in the United States and other countries. Microsoft and Windows are registered trademarks of Microsoft Corporation. Certain Microsoft software product(s) included with this computer may use 
technological measures for copy protection. IN SUCH EVENT, YOU WILL NOT BE ABLE TO USE THE PRODUCT IF YOU DO NOT FULLY COMPLY WITH THE PRODUCT ACTIVATION PROCEDURES. Product activation procedures and Microsoft's privacy policy will be detailed 
during the initial launch of the product, or upon certain reinstallations for the software product(s) or reconfigurations of the computer, and may be completed by Internet or telephone (toll charges may apply). Location: The Park Hotel, Bangalore. “Sales tax and other levies 
extra. ‘Source: IDC Q4, 2002 (on revenue). "Available on select models. ‘insurance at the sole discretion of Bajaj Allianz. Customers need to send application forms to Bajaj Allianz for eligibility. Offer and prices subject to change without prior notice 
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DASH BOARD 


Wh | f W Lemon, most people scoffed when 
the Tata Group bagged VSNL. But 


the company's decision to offer 

Why over-dependence on road transport is bad. cellular companies domestic long- 

distance carriage at Re 0.40 a 

minute (they currently pay Bharti Rs 

B. | des HOW TIED THE INDIAN ECONOMY 1.50 a minute) indicates that VSNL 


is to road transport was demonstrated — IENISIMCE A ee 
last fortnight when truckers went on an in- as aggressive as 
need be. it is def- 


definite strike. With some 2.7 million 
trucks coming to a standstill, prices of 


initely an A for 


group chairman 
consumer products shot up and industries Ratan Tata. 


were paralysed. After all, some 70 per 
cent of all goods is transported over roads. 
Why aren't alternatives like coastal ship- BRASU -Feios uS 





ing? Forget it. When it 
comes to protecting his 
turf, Civil Aviation Minis- 


INVONVH4@ AVAIHS 


ping, rail transport, and internal water 
transport (IWT) being exploited? Because of 





Road transport: Standstill 





administrative apathy and some stupid [Jeans 

regulations. Take coastal shipping, for example. The customs department likes to play it the old-fashioned 
requires even ships used for domestic shipping to be checked. “Besides,” way, which is to cling on. Last fort- 
points out K.L. Thukral, Senior Research Fellow, Asian Institute of Trans- night, the 34-year-old Minister man- 
port Development, “domestic shippers have to pay the same berthing charges aged to get the gov- 
as international shippers.” In the case of railways, the lack of wagon ernment to clip dis- 

aep Ed investment plans 
availability and parcel booking restrictions are the main reasons for the di indian Airlines 
weakening demand. If the paralysing effects of transport strikes are to be and Air India. Talk 
avoided, India has no choice but to develop a well-oiled multi-modal system. E about public service. 

SAHAD P.V. 


Back lo Old Economy 


The tech magic begins to dim, making old economy happy. 


I LAST YEAR IT WAS A SINKING SUSPICION, NOW IT 140 : 
could well be a trend. Tech companies are losing The Squeeze Tightens 
steam, and those of the old world gaining some. A BT 
analysis of the corporate results for the quarter ended 
March 31, 2003 (based on the results of 70 compa- 93.28 
nies) shows that old line companies such as HDFC 100 
Bank, MRF, and Gujarat Ambuja were able to maintain 
their topline and bottomline growth. Even HLL, 80 
squeezed by last year’s drought, maintained its rev- 
enues through aggressive marketing and reported a — gg je KANNE crat 
less-than-expected fall in profits. : MORI 4226 
In contrast, the IT companies—including leaders | dev s 3451 | "e 
Infosys and Wipro—reported slower growth and 2385 — 23.45 
tighter margins. For the tier two companies, the issue = 
is not of decelerating growth, but of any growth. So the | = 
point is, if tech companies start reporting growth rates 15.61 | 12 B 
of old economy companies, why would anybody value a | ————— 
them at astronomical levels? Mar. 2002 Jun. 2002 Sep. 2002 Dec. 2002 Mar. 2003 


NARENDRA NATHAN W Sales E Operating Profit li Net Profit Figures in Rs crore 
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FINALLY, BUSINESS 
SOLUTIONS THAT 
WORK WITH EXISTING 
TECHNOLOGIES 

AND NONEXISTENT 
BUDGETS. 


You need to get more out of what you have. We have just the thing: solutions based on our open technology 





























platform, SAP NetWeaver". Because it's preconfigured to work with your current IT investments — from legacy to new 
best-of-breed applications — SAP NetWeaver reduces the need for custom integration. That lowers your total cost of 


ownership for your entire IT landscape and gets you quicker ROI. Everything a CIO wants (and a CFO didn't think was 


THE BEST-RUN BUSINESSES RUN SAP SAP 


possible). Visit sap.com/open for details. 


E-MAIL US AT info.india@sap.com TO GET YOUR FREE COPY OF THE SAP NetWeaver WHITEPAPER. 


O&M 9512 


*2003 SAP AG. SAP and the SAP logo are registered trademarks of SAP AG in Germany and several other countries. 
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CALLING ALL 


(CEO, CIO, CTO, COO, CFO) 


For uninterrupted delivery 
at vour door step... 5702056728 wW. 


E: Newsstand price | Subscription price 


Rs.1200 Rs.840 30% 


Cut along this line - 


YES! | want to subscribe to Smart Inc for Rs. 840 only and get a copy of 
‘Evolution Not Revolution’ by John R. Logan 
| am enclosing a cheque/DD No 
favouring 'Living Media India Ltd.' for Rs. 840 (Please add Rs.10/- for non-Delhi cheques) 


OR please charge my Credit Card [| op [ | VISA Se pa 


cardNo.[ [| | T] LT TI] TERE LIII] = Cardexpiryaate [ |] LT) OLIT] 
Card Member's name Date of birth BE EE PET 


Card Member's signature 
SUBSCRIBER’s DETAILS: 


Company name 
Address 


Please fill the coupon and mail to: Living Media India Ltd., Hamilton House, 1-A, Connaught Place, New Delhi - 110001 
IHI 


INDIA 
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World Cup: Consumer Play 


Just what did the 2003 Cricket World Cup do for its audience and advertisers? Here are some findings: 


Media Habits 








































More Viewers? Cricket at the expense of... e But no fatigue with Ks Media Multiplier! 
The World Cup was unable to Yes, all other top channels, Star Plus, it seems... . General reading did suffer, but that 
significantly increase the base of | Sun TV, even terrestrial channel Even Mandira Bedi couldn't keep | was more than made up by a surge 
television viewers Doordarshan 2 away the loyal female audience | ininterest in World Cup-related news 
from its daily dose of Ks... 
aud. size (000s) Channel Share (75) ?6 read 
800 - 18 - 15 - | 
700 - B | i 
600 - aee j a | 
12 - 
500 - e il. 80 - 
400 Cee a 
8 : 
300- cam HN NEED 9 - 
Cree | ° WI 
200 - 4 
100 - i ri | 
0 - , 0 | i i i | 
Pre ' WCWK' WCWK ' WC WK "DD DD KIV Set Sony Star Sun Zee’ |: 40 
ek EN. L 2 Max Pus VV. | > WK WK WK WK WK WK WK WI WKi2 WA WKS 
Bi Chennai B Mumbai 8 WC WK 5/6 Bl WC WK 3/4 Bek Ub 24s yk 9 6 
W Delhi BUP (1 mn) MWC 1/2 li Pre WC Bi Kyunki Kahani M Kasauti MWC News W Reading 
WC WK= World Cup Week Source: M Score, WPP MCI Proprietary Study on World Cup 
Awareness of World Cup-related Promotions 
General Promotion Category Level Awareness Brand Level Awareness Promotion Genre Awareness* 
Awareness 
ME y 20.2 EY: BET. s 
Fairly uniform across gender and For all the advertising dme Call it Everything mmm lf it's cricket, and World 
geography, but far higher (47 noise that cola Official About It’. Why? Cup at that, there is 
per cent) warriors made, it was Notice that most top nothing like being there 
sibi the the cookie that got the slots here are taken by and seeing it live! 
young (less than top slot . Official partners! 
20 years) 14 14 14 





9.2 





11.5 115 





38 





Aware Unaware | Durable | Television LG | Pepsi Tip to Gift offers Scratch 
Biscuits Corporate promotions Britannia Samsung South Africa Slogan -— 


All figures in percent of respondents ^ *Among those who were aware of any promotion Source: NFO MBL Survey; Target Audience 28,000 consumers across 30 cities 
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A project of 


AMITY 
HUMANITY 
OUNDATION 


REKINDLING HOPE 








2th April, 2003. Delhi came alive with the vibrancy of 


reams and hopes of the underprivileged girl child. In 
«s concert, Shubha Mudgal, the versatile singer, lent her 
nce to the heartfelt emotions of these girls. The ‘Sapna Dekha 
laine...' concert, organised by Amitasha, was an effort to 
"ng the cause of the underprivileged girl child closer 


‘concerned individuals. 


Ashok K. Chauhan, Founder President, 
ity Humanity Foundation, addressing the audience 


"Every child has the right to dream, 

ecially the girl child. Neglected 
she may be in our country, she 
still the one who impacts two 
nilies, nurtures the future, and 
fines society", says Dr. (Mrs.) Amita 
iauhan, Chairperson, Amity 
100ls. It was this dream of hers- 
nita Ki Asha-that transformed 
o Amitasha, a school for the 
derprivileged girl child. 


As part of the Amity Humanity 
undation, which runs many 
jjects across India to empower the 
derprivileged, and the Ritnand 
lived Education Foundation, which 
ns the Amity institutions 
mprising of 20,000 students across 

campuses, Amitasha not only 
vides free education, clothing and 
althcare to hundreds of little 
ls from nearby slums, but also 
‘ively works to enhance the concern 
` the girl child amongst fellow 


untrymen. 


"While caring for these girls, we 
w that all it takes is a little bit of 
re and dedication to transform their 


S.S. Mahdi, VC, Jamia Milia , Mr. B.M. Munjal, Chairman, 
o Honda and Mr. B.K. Goswami lighting the ceremonial lamp 











lives. That is why, it always disturbed 
us to see so few people in our country 
do something to help these little 
angels", says Dr. Ashok K. Chauhan, 
the Founder of Amity. "After 
extended research, we found that 
there are two main reasons for the 
this. One, that we have become 
desensitized to poverty and distress. 
It is a part of everyday life and we 
are constantly turning our heads to 
little children knocking on our car 
windows. Two, we are afraid that the 
money we give to charity will not be 
used for the purpose it was given. We 
Indians are very good at heart. It is just 
that in the everyday rush of life, we 
sometimes forget to care for others." 


It is this quest to keep reminding 
as many people as possible to help 
the girl child that has resulted in the 
song 'Sapna Dekha Maine...' sung so 
passionately by Shubha Mudgal with 
some ofthe Amitasha girls. 


Manav Gupta, the noted artist, giving a live interpretation 
of the song Sapna Dekha Maine... 


"No one wants to be preached to. 
Just giving facts like 995 out 1,000 
foeticides are those of girls and that 
out of those surviving, two-thirds 
will die before the age of 15, is not 
enough", says Dr. Chauhan. 


"If a person can get the message in 
an enjoyable way, which also touches 
the heart, it will be more effective." 
This is exactly what the words written 
by Prasoon Joshi, the music 
composed by Shantanu Moitra and 
the touching music video directed by 
Kabeer Kaushik do. 


E-27, Defence Colony, New Delhi - 110 024. Tel : 011-24699700. 
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the ‘Sapna Dekha Maine..' song 
accompanied by Amitasha girls 


Over 2,000 leading people of the 
country came together at Hotel Ashok 
in New Delhi to enjoy Shubha 
Mudgal singing 'Sapna Dekha 
Maine...’ live with the Amitasha girls. 
Another highlight of the evening was 
the live interpretation of the song by 
the noted artist Manav Gupta, which 
was later auctioned to help the girl 
children. The hundreds of messages 


; Dekha Maing... k 
„v prca GU E 
iT T . Ty 
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Mrs. & Mr. Sandeep Vaish, the highest bidders for the painting, 
with the Chauhan family, Shubha Mudgal and Manav Gupta 


of love for the girl child captured on a 
giant graffiti canvas at the entrance 
reflected the essence of the evening- 
millions of little girls have dreams. 
It is our responsibility to help 
them dream... 


Dr. Ashok K. Chauhan with Dr. Sahib Singh Verma, 
Hon'ble Minister for Labour 


gue 


amitasha 


Nurturing the girl child 


www.amity.edu/amitasha 
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Barista s New Hire 


For the first time, Barista is wooing franchisees. 





eae ES 


Barista outlet: Hope the mocha will taste the same 


Lye IS TAKING ON AN ENTIRELY NEW 
meaning at the coffee chain. After having 
opened 128 company-owned stores in the past 
three years (that’s one store every nine days), the 
Rs 65-crore Barista is changing tack. Henceforth, 
its expansion into smaller towns will be driven by 
franchisees. Some of the towns on its radar: 
Amritsar, Jalandhar, Allahabad, Indore, Surat, 
Guwahati, Nagpur, and Cochin. 

The first franchisee store opened in Kolkata 
three months ago, and another one in Delhi is in 
the offing. But why did it take Barista three 
years to come around to an established retail 
practice? “We invested our equity to establish the 
concept (of coffee bars) with consumers, and 
now we have the management resource to de-cap- 
italise the business as we go forward through 
franchisees,” says Ravi S. Deol, Barista’s 
Managing Director. For the record, Barista is 
the first coffee chain to rope in franchisees, who 
could also be handed some of the company- 
owned stores. Its two key competitors, Qwiky’s 
and Café Coffee Day, still run self-owned stores. 

Also on the anvil is a sharper segmenting of its 
cafés, based on the kind of coffee and snacks 
the outlet stocks, with sub-branding of the store’s 
look and feel. That’s all fine, but franchising 
may create some challenge to the Barista model. 
Currently, all of the chain’s frontline staff gets 
stock options. What happens to the employees of 
franchisee stores? ‘Yes, convincing the fran- 
chisees to follow (suit) will be a challenge,” admits 
Deol. The making of the first storm in Barista’s 
cup, did you say? 

SHAILESH DOBHAL 
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No Stitch In Time 


SARS and war cripple garment exports. 


HARAD MATHUR, PARTNER IN THE MUMBAI-BASED 

Essential Clothing Company, a Rs 9-crore gar- 
ment export company, has just cancelled his partici- 
pation in the Hong Kong Trade Fair to be held in July 
this year. Reason: The US-Iraq war followed by the 
SARS epidemic and the general slowdown in the world 
economy. As Mathur puts it: “Even if I do participate, 
important customers from Australia, the US and 
Europe will not be there because of the sars fear.” The 
general impression, most exporters point out, is that 
the “buying sentiment” is not just there now. 

According to Virender Uppal, Chairman of the 
Apparel Export Council of India, total export orders 
worth Rs 200-300 crore have either been cancelled or 
delayed. Compounding the problem is the fact that 
most foreign buyers have put on hold travel plans to 
India. That means vendors will have to wait for a few 
more months before business picks up. 

However, amidst all this gloom and doom, 
exporters are seeing a glimmer of hope. If China con- 
tinues to suffer due to SARS, a lot of its orders could 
well come India’s way (China is the country’s biggest 
competitor in garments). Again, with the Office for 
Iraqi Programme (iP) slowly clearing goods stuck at 
Iraqi ports, garment exporters are heaving a sigh of 
relief. According to a senior Commerce Ministry of- 
ficial, as many as 22 contracts worth more than Rs 
500 crore have already been cleared, and the rest will 
be cleared shortly. Now, all eyes are on SARS. 

ASHISH GUPTA 








Garment export: Waiting to set sail 
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How can you m 
acquire, identify (and retain) 
your most valuable customers? 


Understand their = 
behaviour and risk potential? 


Get greater ROI from m 
your marketing campaigns? 


And increase customer profitability? = 


SAS” is all you need to know. 


Only SAS provides you with a complete 360-degree 
view of your customers so that you can understand 
their needs, enhance lifetime value and maximize on 
cross and up sell opportunities. By combining proven 
data management, customer intelligence and campaign 
management solutions, we can help you optimize your 
customer interactions, ee ee costs ‘and 


net Ao PS ON y ES, M rr ; «e hag T Ly $ 
= dramatically improve > ROL | TP 


¿SAS Solutions are used at over 40,000 sites worldwide - 
T— 90 percent of the Fortune 500. With more 
than 3.5 million users and offices spread across 118 
countries, SAS has been in the Business Intelligence 
market for over 25 years. To learn more about Business 
Intelligence and what it can do for your organization 
contact George Varghese at 022-5634-9400, email 
george. varghese@sas.com or visit www.sas.com/india 


~ The Power to Know.. . Sas 


esent 
\S and all other SAS Institute Inc. product or service names are registered trademarks or trademarks of SAS Institute Inc. in the USA and other countries. 
indicates USA registration. © 2002 SAS Institute Inc. All rights reserved. 


EuroRSCG/SAS/1380D1/03/R 
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Three Heads On Globalisation 


Three London Business School gurus, Saul Estrin, an expert on deregulation and privatisation; George Yip, a 
strategy maven; and P. Christopher Earley, a specialist in organisational behaviour were in Mumbai recently to 
speak on what it takes to succeed in a global economy. BT’s Roshni Jayakar caught up with all three for some 


valuable sound bytes. Excerpts. 


Saul Estrin: “Acquisitions key to 
FDI inflow” 


You have completed a survey on FDI in- 
flows into India. What do you think 
are the barriers to FDI? 

The barriers include institutional 
weaknesses, cost of labour, and 
barriers to (accessing) the domes- 
tic market. The Indian market is 
complicated. It is expensive for 
foreign firms to come in and get a 
grip of the country as a whole. 
The solution to that would be ac- 
quisitions. In practice, even they 
are proving difficult. 


Has India lost the FDI race to China? 
What is the race for? If you think 
you need FDI to create more jobs, 
then India doesn’t need it (FDI). 
But 15 years ago, China required 
FDI to do just that. In a country 
like India, the real benefit of FDI is 
the spillover of technology and 
the pressure to be globally com- 
petitive. That’s where India is 
perhaps losing out. 
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George Yip: "A global company has 
capability to go anywhere” 


What is a global company? 

A global company does not have 
to be everywhere. But it has the capa- 
bility to go anywhere, deploy any 
assets, and access any resources. And 
it maximises profits on a global basis. 


How should Indian companies go 
global? 

They should start off with an Asia 
or regional strategy before going 
global. Or they can gain global lead- 
ership by exploiting low cost loca- 
tions, moving into key markets pre- 
emptively, and internationalising 
human resources. 


How can we catch up with the rest of 
the world? 

First, become aware of the com- 
pany's global potential. Second, 
leverage a huge domestic market to 
go global. Finally, expand into mar- 
kets similar to the home base, using 
competencies developed there. 





P. Christopher Earley: "Cultural 
intelligence is critical" 


How is it that some managers work 
effectively across cultures while oth- 
ers don't? 

The answer is a global mindset. 


This is what we call Cultural Intel- 
ligence or CQ. This is an individual’s 
ability to adapt and manage succes- 
sfully across new cultures. It re- 
flects a capability to gather and ma- 
nipulate information, draw infer- 
ences, and engage in effective ac- 
tions in a new cultural setting. 


Cultural misunderstandings lie at the 
root of failed business relationships. 
How can a company that needs to work 
through multinational teams avoid this? 
You need to build teams that are ei- 
ther homogenous or heterogenous. 
Homogenous teams are good if you 
need to complete a task quickly. If you 
have several months, then heteroge- 
nous teams are better. The very pro- 
cess of searching for a commonality 
creates a bond between members. 
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Count onus 


Celebrate changing seasons... 


The Alto Celebration limited edition. Just a few of these great performers will be made. Fully loaded, this beauty 
has it all - style, speed and the best fuel efficiency in its class. All for a little extra. Hurry! They go really fast. 


Wheel covers shown are not part of standard equipment 





Two tone steering and Body coloured bumpers Body graphics Central locking Colour co-ordinated interior 
aluminium coated dials 


ALTO 
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Available in Pear! Silver and Riviera Red. Fun on the run 
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For a test drive call 1600 11 1515 (service available in Delhi, Gurgaon, Bangalore, Chennai, Hyderabad and Mumbai) or visit your 
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Connect with Tyco Electronics. 


And you re never alone. 













Enduring values separate 

Tyco Electronics from the 
crowd. Constant attention to 
customers needs and meshing 
our efforts with theirs to 
maximize their profitability is 
always our top priority 

Yes, with Tyco Electronics, 

you are never alone. 
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Tyco Electronics Corporation india (P} Limited 
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Entrépreneurs 


Individual enterprise is alive and well, and it isn't just about 
infotech or biotech. Here are 16 profiles that prove just that. 


. JIMMY MISTRY 
HE NEW NEW. THING ISN T MD, Della Tecnica 


infotech, biotech, or nanotech. SASHI CHIMALA VISHAMBHAR SARAN 
In fact, the new new thing isn’t CEO, Qwiky's Chairman, VISA Group 
actually new; it's just a different r 
name for old-fashioned 
individual enterprise. It's 

about the epiphanic process by which 

some of us hit upon ideas that work. It in- 

volves a healthy dose of opportunism, 

luck, and industry mixed into one com- * 

pelling brew. And it has everything to do 

with monotheism, with the ruling deity 

being Mammon. 

The great Indian infotech story of the 

1990s turned everyone's focus onto 

that business. Entrepreneurship bec- 

ame synonymous with efforts in the 

area of software services. The 
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consequent dotcom boom (and bust), and the ensuing 
search for the next big thing (biotech, software products, 
healthcare, bioinfomatics) blinded most people to en- 
trepreneurial initiatives in other sectors. Yet, all through 
the go-go 1990s and the go-slow 2000s, individual 
enterprise flourished in sectors as diverse as metals, 
organised retail, pharmaceuticals, and tobacco. 

This is the story of some of these entrepreneurs. A 
few are traders who jumped onto the manufacturing 
bandwagon in the 1990s. Several are former salarymen 
now doing their own thing. And several others are 


young people who saw an opportunity and clutched 
at it with both hands. Venture capital funds some; de- 
fection capital, others; and family wealth, almost 
none. The enterprises found by our selection have all 
made it big in the past five years, and the oldest has 
its origin in 1993. Most boast a turnover around Rs 
50 crore although the list has some biggies that do sev- 
eral times that, and one or two that do significantly 
less. Enterprise, as the pages that follow will prove be- 
yond a doubt, is alive and well. Welcome to the 
new new thing. 











Kamdhenu's Aggarwal: In the thick of it 
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PRADEEP AGGARWAL 
m FOUNDED: 1996 S teel 
Satrap 





8i BUSINESS: 
Steel 





ii 2002-03 TURNOVER: 
Rs 200 crore 


DE AGGARWAL IS TAKING HIS TIME SIPPING A 
banana shake at Pavilion, the coffee shop at 
Delhi's Maurya Sheraton hotel. That, he admits, is 
because it has cost him two mid-sized Mahatmas; 
part of a trading family that has seen its businesses 
razed to the ground, the 42-year-old insists on get- 
ting the biggest bang for his buck. 

After his family business of manufacturing agri- 
culture equipment, in Uttar Pradesh's Muzaffar 
Nagar, went bust in the early 1990s, Aggarwal 
started trading in branded construction steel. Having 
understood the intricacies of distribution, Aggarwal 
felt that he could make it really big if he got into 
manufacturing construction steel. In 1996, with 
money borrowed from friends and relatives, and all 
his savings he set up Kamdhenu Ispat with a rolling 
mill in Bhiwadi in Rajasthan. *I got lucky when 
demand for galvanised steel bars shot up with a 
massive relocation of industrial units out of Delhi due 
to a court order," explains the stocky Aggarwal. 

A fair sprinkling of fairy dust came in the form 
the construction boom in Gurgaon and Noida in 
the late 1990s. Ever since, Aggarwal has been 
gobbling up sick steel mills in Uttar Pradesh, Rajas- 
than, and Madhya Pradesh for a song. Today 
Kamdhenu Ispat's capacity is up to 1.5 lakh tonnes 
a year. "Mine is a mix of baniyaa and profes- 
sional business practices," explains Aggarwal in 
chaste Hindi. “In matters of pricing and expendi- 
ture I’m a baniyaa, whereas I leave marketing and 
production to professionals." We'd like to call that 
the banana shake theory. | 

T.R. VIVEK 
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Base’s Arora: Dropout to battery king (well, almost) 


GIRISH ARORA 


Modern Day 
Alchemist 


ON’T LOOK FOR A CAUSE-EFFECT RELATIONSHIP IN IT, 

but the son of a teacher couple, Girish Arora, has a 
healthy disdain of academics. The Delhi School of 
Economics dropout has what it takes to scoff at formal ed- 
ucation; after dabbling in the scrap paper, empty cement 
bags, and electronics components businesses, Arora has 
finally made it big in the batteries business (lead-acid to 
gold, ergo alchemist; see?). Base Systems boasts a network 
of 216 ‘Base Terminals’ across the country that sell au- 
tomotive batteries—an eponymous brand at the entry 
level and co-branded Panasonic, Varta, Best & Best, 
and Yuasa batteries at other price points—and UPS systems. 
Arora’s decision to shun the Original Equipment Manu- 
facturer (OEM) market (“lower margins,” he shrugs) and 
some geographies like Maharashtra and West Bengal 
do pose some constraints on growth, but Base still expects 
to do over Rs 100 crore in sales this year. That’s cause, 
claims Arora, to consider a manufacturing facility, focus 
on reach, and aggressively take on market leader Exide. 
“I have always dreamt big,” laughs Arora. “You think 
small, you achieve small.” 


B FOUNDED: 1997 
i BUSINESS: Batteries 


E 2002-03 TURNOVER: | 
Rs 62 crore 


VENKATESHA BABU 
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KRISHNASWAMY 


G. 


[T SASHI CHIMALA 


I FOUNDED: 2000 


E BUSINESS: P Mr Bean 


chain-plus 








a 2002.03 TURNOVER: 
Rs 6 crore 


N HINDSIGHT, EVERYTHING WAS WRONG WITH 
Sashi Chimala's decision to launch Qwiky's, 
a chain of coffee bars. First off, he was 45, not 
exactly the right age to start all over again. 
Then, there was the minor fact of the timing: 
the year was 2000, and Chimala was the co- 
promoter of a successful tech company, Indigo 
Technologies (earlier, he had helped friend 
Raj Vattikutti build a company called Complete 
Business Solutions, today's Covansys). Finally, 
there was the choice of market, Chennai, the 
bastion of coffee drinkers. And so, Chimala's 
Chimayo Chains, started vending coffee for Rs 
30 and Rs 60 in a market where it was other- 
wise available for Rs 5 (And that's on the 
higher side, saar!). “If I was aware of South 
Indian nuances, I probably wouldn't have 
started the venture," admits Chimala. But he 
did, and it clicked. Today, there are 22. Qwiky's 
outlets across five cities (eight in Chennai 
alone), the chain has an arrangement with re- 
tail major Lifestyle for in-shop bars, it has 
spread its wings to Sri Lanka and is looking to 
do so in Dubai, and Chimala is eyeing revenues 
of Rs 100 crore by 2007. The mechanical 
engineer who was reasonably well-known as a 
cartoonist in his college days has also par- 
layed the learnings from his Qwiky's experience 
into a revenue stream; a new company, 
Chimayo Chains BPO Limited offers consulting 
services to other companies that wish to enter 
the food retailing business in India. That's 
truly opportunistic. 
NITYA VARADARAJAN 


Qwiky's Chimala: Just a typo separates coffer and coffee 
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Medicom S. GOVIND 


m FOUNDED: 1993 





il BUSINESS: Sudan 
Products 





882002-03 TURNOVER: 
Rs 30 crore 


a ioe WORLD’S LARGEST PUBLIC 
sector hospital, the 3,500-bed 
Chris Hani Baragwanath Hospital in 
Johannesburg runs on an IT back- 
bone developed by a relatively un- 
known Indian software product 
firm, Bangalore-based Medicom. 
Founded in 1993 by S. Govind, a 
Wipro employee—notch another 
one up for the company that seems 
to produce an unending list of en- 
trepreneurs—who left to work in 
West Asia and two others, the com- 
pany’s eponymous software suite 


-- Aseptic Success 


success in West Asia and Africa 
(which by itself. makes the com- 
pany unique in the IT space). *We 
are aware that we are in a niche," 
says the 44-year-old irr Kharagpur 
alum. *But we want to compete 
with the world's best and take 
them on." 

Next target: the much tougher 
European and American markets. 
“We will try and grow organically, 
but if a suitable acquisition presents 
itself, we will be ready to acquire it 
at the right price," says Govind. 
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Medicom’s Govind: Another Wiproite turned 


for hospitals has met with significant VENKATESHA BABU successful businessman 


Pataka Group | MUSTAK HOOSAIN 


m BUSINESS: Beedis, 3 On A Roll 


Spun Silk, Tea 


RAKESH MALHOTRA 


Backup Baron 


MFDUNDED: 1996 


2002-03 TURNOVER: 
Rs 450 crore 


DL ONE OF LIFE'S DELICIOUS IRONIES, THE 
man who owns India's largest-selling 
beedi brand, 502 Pataka, smokes only 
India Kings cigarettes. That apart, every- 
thing about 48-year-old Mustak 
Hoosain's looks spells ordinary: He is of 
medium-height and prefers safari suits in 
light colours. Born into a wealthy family 
in the Murshidabad district of West 
Bengal, Hoosain entered the beedi busi- 
ness as a middleman, helping some of the 
1.5 million families in the region engaged 
in rolling beedis find a market. But he 
had visions of organising the trade and in 
1996 founded the Pataka group. Today, 
the group employs over 1,50,000 and 
Hoosain has leveraged elements of his original business model to enter other 
businesses. Murshidabad is a sericulture centre and the Pataka Group has set 
up a spun silk manufacturing unit. And the 1.3 million strong distribution 
network for the beedis also pushes 502 Pataka Chai. Next step: fruit and 
vegetable exports. Hoosain travels 20 days a month, building the brand. 
Why, even the phone numbers of all group offices end with 502. 

DEBOJYOTI CHATTERJEE 
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Pataka’s Hoosain: Actually, there 
are 502 reasons why he’s here 





SHIVAY BHANDARI 


Luminus’ Malhotra: Black good, 
Blackout, better 
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Kaleesuwari Refinery 


FOUNDED: 1996 ` 


G. MUNUSWAMY 


i BUSINESS: m BUSINESS: Edible Oil Oil IN S Own lexan 


2002-03 TURNOVER: 
Rs 340 Crore 


HANCES ARE, YOU HAVEN'T HEARD 

of G. Munuswamy, or G.M. 
Swamy, as the man prefers he be 
called. Know him then, constant 
reader, as the man behind the Gold 
Winner brand of edible oil. 

With no education to boast of, 
Swamy, now 56, came to Chennai 
as a 14-year-old to work at a gro- 
cer's. Seven years later, he bran- 
ched off on his own and in 1972, 
diversified into the edible oil trade. 
In 1991, he acquired a sick oil re- 
finery and moved the machinery to 
Chennai. Keen to seed the mar- 


«x Oil Millionaire 


ket he bought sunflower oil in 
bulk, and along with the refinery's 
produce, started marketing the 
Gold Winner brand. By 1996, 
Swamy was convinced he had the 
model down to a T. Kaleesuwari 
refineries (named for his wife) was 
truly born the same year. Today, 
the refinery produces 9,000 tonnes 
of sunflower oil and 15,000 tonnes 
of palm oil a month. Swamy has 
never been in the public eye before, 
but he shows no signs of discom- 
fiture during our meeting in his 
Vengaivasal (a suburb of Chennai) 


Kaleesuwari's Swamy: 
There's no money like oil money 


office. He wipes a spot of dust on 
the window and speaks fondly of 
his old oil trading outlet—"It shines 
like a jeweller's shop"—and the 
40 acres of agricultural land sur- 
rounding the refinery where he 
grows paddy. Now testing the 
Mumbai market, Swamy has a sim- 
ple objective for his brand. *'It 
must win every time." 

NITYA VARADARAJAN 










N POWER-STARVED DELHI, ANYONE 

who says he'd love the city to 
get blacked out oftener has a good 
chance of being lynched. Rakesh 
Malhotra isn't saying that, but 
nonetheless he will turn up at his 
bank with a broader smile every 
time the city goes powerless. 
That's because he manufactures power inverters. 

Luminus Inverters, which he started in 1996, with 
just Rs 40,000 of his personal savings and a bank 
loan, today boasts a turnover of nearly Rs 100 crore. 
Malhotra, now 40 and the son of a conservative Delhi 
bureaucrat, shocked his family when he quit a rather 
. cozy job in the power electronics division of Siemens 
as a project engineer.“Back in 1996, making inverters 
was a cottage business and | saw a great opportunity to 
sell it as a branded product," he says. 

In 2002-03, he sold 1.2 lakh inverters (he also 
makes voltage stabilisers and UPS systems). Luminus has 
managed to garner a 10 per cent marketshare, making 
it the market leader in this highly fragmented market. 
And Malhotra is planning a big push into the western 
and southern regions of the country. “In the next 
five years, Luminus has the potential to touch the Rs 
500-crore mark," says Malhotra. We hope the coun- 
try’s power sector is listening to him. 


Luminus Inverters 





FOUNDED: 1996 
m BUSINESS: Inverters 


$8 2002-03 TURNOVER: 
Rs 100 crore 


T.R. VIVEK 


Della Tecnica | JIMMY MISTRY 


Designer 
= SUCCESS 


[i ONE WERE TO LOOK FOR A LEITMOTIF IN 31-YEAR- 
old Jimmy Mistry's life, it would have to be 
bikes. After completing a course in mechanical 
engineering, Mistry sold his “first love”, a Yamaha, 
for all of Rs 18,000 to fund his first venture. By the 
mid 1990s, he had started importing and selling 
Italian furniture, but believed that he would be bet- 
ter off adding value. “We wanted to corporatise our 
business,” recollects Mistry, explaining Della 
Tecnica’s transformation into an interior solu- 
tions provider in 2000. The move helped: 
turnover has zoomed from Rs 2 lakh 
in 1995 to Rs 52 crore today; the 
number of employees, from six to 
500; and clients include Star Tv, 
A.C. Nielsen and Bajaj Allianz. And 
so, Mistry can afford an office at a 
100-year-old colonial style build- a 
ing, a 32,000 sq ft production f : 
centre at Daman, and a cluth $$ 
of fast bikes. But he still $5 
misses the Yamaha. E 
DIPAYAN BAISHYA 


FOUNDED: 1995 


go jaio 


W 2002-03 TURNOVER: 
Rs 52 crore 


Della’s Mistry: 
Kahn-do attitude 
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Triumph Distillers 


and Vintners DEEPAK ROY 


I FOUNDED: 2002 





ne The Professional 





ll 2002-03 TURNOVER: 
Rs 125 crore 


IFTY-TWO YEAR OLD DEEPAK ROY 

became an entrepreneur in style, 
buying out the domestic brands of 
the company he once worked for, 
Guiness UDV India. He picked up a 
15 per cent stake in the business, a 
consortium of investment banks 
did the remaining 85 per cent that 
they eventually placed with a sub- 
sidiary of UB that had itself bid un- 
successfully for the brands. Roy, 
whose stake was funded by his 
sweat equity in Guiness UDV India, 
finds himself heading a (Vijay) 
Mallya Group company that he 
part owns. The name too, is of his 


RAJEEV SAMANT 


Going Io 
California 


A 


Samant: 1998 was a good year 
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INVASOD HSAWN 





Entrepreneur 


own choosing, Triumph Distillers & 
Vintners. “I decided to do what no 
professional manager had ever done 
in India," says Roy. Today, the Rs 
125-crore company (net profit: Rs 
12 crore), sells Gilbey's Green Label 
Whiskey, Gilbey's Old Gold Whis- 
key, Gilbey's Gold Club Whiskey 
and Gilbey's White Label Whiskey, 
has a deal with Polychem to man- 
ufacture and market Alcazar Vodka, 
Men's Club Whiskey, Men's Club 
Brandy, and Louis XI Delux 
Brandy, and is considering launch- 
ing ready-to-drink liquor mixes. “I 
am restructuring to cash in on 


Sula Wines Tus E 
civilised 
life is to live 
between a city 
flat and a coun- 
try retreat,” 
smiles 35-year- 
old Rajeev Samant. That explains 
the man’s decision to chuck up a job 
with Oracle in the Valley and build 
a winery in sleepy Nashik. Five years 
ago, with an initial investment of Rs 
5 crore, he launched Sula Vineyards. 
Cold calls and word of mouth helped, 
as did a weekly do Samant funded 
for doctcommers. The boom went 
bust, but there has been no stop- 
ping Sula. From 30 acres then, the 
company has grapes growing on 
100 acres today, a number that 
should treble by 2005. And Sula's 
Chenin Blanc, Sauvignon Blanc, 
and Zinfandel have put it on the 
global wine map. As for California, 
this year Sula will export 7,000 
cases of its choicest blend to the 

state. That's a full circle. 
ABIR PAL 


@ FOUNDED: 1998 ' 





i BUSINESS: Wine 
IB 2002-03 TURNOVER: 
Rs 6 crore 


UMESH GOSWAMI 





TDV's Roy: Now, his cup truly 
runneth over 


synergies with the UB Group," says 
Roy. The man who had set himself 
the goal of becoming a CEO by 40— 
he was one by 39, of Herb- 
ertson's—starts all over again as a 
manager-owner at 52. 

SWATI PRASAD 





VISHAMBHAR SARAN 


There's 


Gold In Iron 


VIVAN MEHRA 


pt 


VISA's Saran (with wife Saroj): The 


iron man with a golden touch 

















J.G. Hosiery SANDEEP SEKSARIA 
FOUNDED: 1997 | Th I ° d 
ll BUSINESS: | C nsi C 
Undergarments 
E 2002-03 TURNOVER: tor y 
Rs 105 crore 


F 28-YEAR-OLD SANDEEP SEKSARIA HAD A LITTLE LESS AMBITION, 
he would have ended up joining the family business of 
trading in cotton yarn at Kolkata's Burrabazar, one of the 
country's largest wholesale trading markets. Instead, the 
Kenny G and Richard Clayderman fan decided to enter the 
hosiery business. Today, the Amul brand of undergar- 
ments is fairly well-established, and Seksaria has ridden a 
bad couple of years on the strength of his business model— 
complete outsourcing and an emphasis on branding. Early 
in Amul’s existence, Seksaria roped in ad guru Alyque 
Padamsee to help design a communication strategy for the 
brand. Today, with Amul enjoying salience in non-metro 
cities and the lower and middle income groups in metros, 
Seksaria is eyeing the upper income groups. And no, he 

doesn't plan to brand the high-end offerings Perrier. 
DEBOJYOTI CHATTERJEE 







VISA Group L 1994, WHEN VISHAMBHAR SARAN 
opted to retire from TISCO (now 
Tata Steel), he took most of his col- 
leagues by surprise. After all, the 
then Director (Raw Materials) looked 
set for bigger things in the company. 
But the 56-year-old had other ideas. 
He wanted to set new standards in international trade. 
After tinkering around for a few years making the odd 
deal, he finally formed the visA Group on April 1, 1998. 
“I did not want to be an indenting agent,” says Saran. “I 
wanted to build a true trading house and deal in ferro al- 
loys, and minerals." In just five years, the mining engineer 
from Benares Hindu University has done just that. With 
offices in London, Zug in Switzerland and Beijing, Saran 
trades in ferro alloys, alumina, low-ash metallurgical 
coke and chrome ore and serves customers across Australia, 
China, Indonesia, and South Africa. Now, the avid golfer 
and art collector has turned his attention to manufactur- 
ing and is building a 50,000 tonne-a-year chrome ore 
benefication plant and a couple of washeries in Orissa. In 
TISCO, recollects Saran, he was part of a triumvirate that in- 
cluded B. Muthuraman, then Director (Steel Marketing) 
and Bhushan Raina, Director (Exports). Today, 
Muthuraman heads Tata Steel, Raina, Tinplate, and Saran, 
his own Rs 670-crore enterprise. Some triumvirate that. 
DEBOJYOTI CHATTERJEE 


I FOUNDED: 1998 


m BUSINESS: Metals 
Trading 


E 2002-03 TURNOVER: 
Rs 670 crore 
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JG's Seksaria: Under cover no more 


INDUS LEAGUE 


Ii FOUNDED: 1999 





@ BUSINESS: Apparel 





E 2002-03 TURNOVER: 
Rs 85-100 crore 


d Ss FACT 
that he 
launched Louis 
Philippe, Van 
Heusen, and 
Allen Solly dur- 
ing his stint as 
President of 
Madura Gar- 
ments makes 
Sriram Srini- 


SRIRAM SRINIVASAN 


The Le 
OF Sleeves. 


DEEPAK G. PAWAR 





Indus League's Srinivasan: 
Definitely Upper crest, sorry, crust 


vasan, a 48-year-old irr Chennai, uM Calcutta 
alum unique. But Srinivasan wanted to create a 
new kind of company. So, in 1999, along with a 
clutch of former colleagues, he founded Indus 
League Clothing. “The long-term potential for this 
business is very healthy,” says Srinivasan. “We are 
confident of becoming a major player.” Given his 
track record, that’s a claim few would doubt. 


VENKATESHA BABU 
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R. SUBRAMANIAN 


Playing It 
ke d 


FOUNDED: 1997 1997 


IB BUSINESS: Discount 
ore 


182002-03 TURNOVER: 
Rs 365 crore 

VEN IN THE GO-GO ORGANISED 

retail business in India, discount 
chain Subhiksha is an outperformer. 
It has 136 outlets across Tamil 
Nadu and Pondicherry, proposes 
to expand to Andhra Pradesh, 
Karnataka, Gujarat, and Maharash- 
tra by the middle of 2005, and is 
eyeing a. turnover of Rs 1,500 crore 
by then. And lest we forget, the 
business model followed by the 
chain allows its stores to achieve a 
cash breakeven in the first month. 


Equally striking is the profile of 
Subhiksha's founder R. Subrama- 
nian, a 37-year-old with an IIT, IM 
background and the requisite stint at 
Citibank. He also started a finance 
company that is still around. By 
1996, Subramanian was ready to 
jump onto the emerging retail band- 
wagon. Armed with a seed capital of 
Rs 50 lakh—capital was to swell to 
Rs 25 crore in two years—he 
opened the first Subhiksha outlet 
in Chennai in 1997. The response 





Subhiksha's Subramanian: Nope, he 
doesn't drive a pick-up 


was staggering. *The public thought 
the MRP on a pack was sacrosanct,” 
he recollects. *They couldn't bel- 
ieve that a retailer would sell at any- 
thing less." Retail is hard work. 
Subramanian works from half past 
seven in the morning till 11 at night. 
But he hasn't tired of it yet. 

NITYA VARADARAJAN 
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GIRIDHAR THOTA 
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TEE fitr dns e. IB BUSINESS: Pharma Life After 
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Shodhana’s Thota: Dr Giridhar, Medicine Man! 








TECHNOCRAT AND LONG-TERM CONFIDANTE OF 

Dr Anji Reddy, Dr Giridhar Thota left Dr 
Reddy's Labs when he realised that his career 
growth options were limited. The company set him 
up with a soft loan and Shodhana, a bulk actives 
and ingredients maker, was on. Initially, all the rev- 
enue came from one customer, Dr Reddy's. Today, 
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s = there ‘nen denying that there was this is down to 20 per cent and Thota is in the 
 ajob to do. Vohra did it. f process of filing a European Drug Master File for 
| ; DEBOPIOTE CHATTERJEE | one of the company's product. Bravo! 
x E. KUMAR SHARMA 
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YOU NEED A PARTNER YOU CAN TRUST 





WHEN IT COMES TO 
HANDLING YOUR 
PAYROLL AND 
ALLIED SERVICES 





S 
mā for cx 


MANAGEMENT CONSULTANTS LTD. 


Ma Foi Outsourcing Solutions Ltd. 


57, Pantheon Road, Egmore, Chennai - 600 008 
Ph: 44-28420251, 28420252 Fax: 44-28420253 www. mafOi.com 


Focus on your knitting. Outsource the nitty gritty, that's the mantra of the 
new millennium. You could outsource non-strategic but critical processes 
such as payroll, statutory compliance and benefits administration saving 
on time, energy and costs. 

MaFoi-right source to outsource 

Ma Foi is the leader in the domain of Human Resources support in India, 
offering integrated services that encompass every facet of HR. We are an 
ISO 9001 company with operations in 9 locations in India and 3 overseas 
locations (Dubai, London and Singapore). We serve over 850 clients, of 
whom 118 rank in the Fortune 500. 

In the realm of HR-BPO, Ma Foi has carved a niche, drawing on its 
competence and key learnings in the HR domain over the last 10 years. 
Many clients have experienced our services in the area of payroll and 
allied services for several years, and it has grown into a new, 
independent company. Ma Foi Outsourcing Solutions Ltd. has been 
specifically set up to cater to the outsourcing needs of corporates. 

Our Services include: 

e Payroll Processing 

e Statutory Compliance Support - PF, ESIC, Professional & Income Tax 

e Resume Management and HRIS 

e Performance Planning and Management Systems 

To know more about our HR-BPO services, please contact us at the 
address below or mail to rajivk@mafoi.com 
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bt infotech 


. § Indian IT services firms are engaged 
, in a no-holds-barred slugfest in 





' their own backyard with global IT 
' consulting majors. Can they hold 
their own? BY PRIYA SRINIVASAN 


11 March: At a Lehman Brothers’ 
Annual Global Software and tr Services 
Conference, Harry You, CFO at global 
consulting major Accenture, declares his 
firm will fight “toe-to-toe on a cost basis" 
with Indian technology vendors. 
Mid-March: US research firm American 
Technology Research promptly puts out 
a report saying that Accenture plans to 
displace Indian IT service providers from 
North American and European corpo- 
rate accounts. The analyst goes on to 
describe the Accenture stock a “better 
value” than shares of publicly traded 
Indian technology services companies. 
10 April: Infosys announces its num- 
bers for the fourth quarter and the year 
ended March 31, 2003. Margins are un- 
der pressure, and the guidance for the 
following year is sober. 

17 April: Wipro’s report card isn’t better; 
profits are down 6 per cent for the year. 
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THE GLOBAL MAJORS ARE 
HIRING AGGRESSIVELY 


Company/ Headcount increase 


Oracle 
From current 2,460 to 4,000 in two years 


IBM Global Services* 
3,100 to 10,000 in three years 


Sapient 
600 currently, plans to grow "aggressively" 





Cognizant 
From 4,500 last December to 5,600 by end-2003 


D Gemini Ernst & 2 
600 to 2,000 this year and to 5,000 by end-2004 


Accenture 
From 1,000 to 2,500 in 2004 


* Source: JM Morgan Stanley Research 


! by i} 


OU COULD BLAME IT ON 
the recession in the US, 
or the war in Iraq, or 
even the SARS virus in 
the Far East, but the 
chronology of events between 
March and April reveals one of the 
more ominous reasons for the 
squeeze in margins being faced by 
India’s IT services giants: The ag- 
gressive competition from the multi- 
national rr bandwagon. Over the 
years, a host of MNCs has hammered 
the pegs of their tents firmly into lo- 
cal shores, the objective clearly be- 
ing to leverage the similar low-cost, 
high-quality advantage the home- 
grown firms enjoy. The early birds 
IBM Global Services, Oracle, EDS, 
csc and Cognizant have now been 
joined by other IT consulting giants 
like Gap Gemini Ernst & Young, 
Sapient, Keane, and Accenture. 

If you think Accenture’s unbri- 
dled aggression directed at Indian rr 
services firms is an isolated case, 
check out what one leading indus- 
try player has to say, strictly on 
condition of anonymity. “One of 
the reasons for the industry leader’s 
lower earnings guidance for the 
year ahead is that an MNC vendor 
has actually offered clients with 
whom the Indian company has 
fixed-price one-year contracts the 
same services at prices 12 per cent 
lower." V. Srinivasan, MD and CEO, 
ICICI Infotech, confirms the trend of 
pressure on pricing. “There are 
some cases where the clients actu- 
ally want to renegotiate the contract 
mid-way itself; they are not even 
willing to wait till the end of the 
contract.” 

The MNCs for their part have 
their own very good reasons for 
stepping on the gas in India. Their 
gung-ho expansion plans come in 
the wake of a global consolidation, 
which resulted in IBM’s acquisition 
of PricewaterhouseCoopers con- 
sulting business and Cap Gemini 
taking over Ernst & Young’s con- 
sulting business. Thus, they’re now 





RGINAE: (21€ 


IT biggies’ margins have come under attack like never before. 


[ HE INDIAN INFOTECH MAJORS, WHO 
have been living it up with net 
margins (net profit as a percentage 
of sales) of 30 per cent-plus, have 
now got to start learning to live with 
a sobering reality. That such chunky 
margins are history, as is amply 
evident in the report cards of the IT 
sector's bellwethers, Infosys and 
Wipro, for the year ended 31 March 
2003. Whilst Infosys' net margins 
are down to 26.44 per cent from 
31.03 per cent in 2002, Wipro's 
have slipped 4.81 percentage points 
to 20.17 per cent (although that 
number is for the whole firm and not - 
just the IT services arm). Industry Nandan Nikon — 26.44 per 
experts expect the IT services sec- — cent from 31.03 per cent in 2002 
 tor's margins to dip to around 20 
per cent, a plunge from the 27 per cent levels of 2001. "There are pric- 
- ing pressures. Which industry can operate on a 30 percent margin? Over 
the next two years margins should settle at 22-25 per cent which is rea- 
sonable,” shrugs Phiroz Vandrewala, Executive Vice President, TCS. 

One major contributor to the dip in margins is the surge in ‘marketing 
and selling’ expenditure. Infosys spent Rs 266.98 crore on marketing 
in the year just concluded, up 106 per cent from the previous year's Rs 

129.79 crore. Wipro's splurge was even higher, almost seven times the 
2002 Spend of Rs 80.57 crore, at Rs 550.60 crore. That's a surefire 
indication of the cut-throat compe- 
tition and the pricing pressures. 
And don't forget the global nature of 
the competition. “MNCs that have 
set up shop here will improve their 
margins (which are currently sin- 
gle-digit globally) while those of 
Indian vendors will dip," says Vijay 
Khare, Senior Vice President, Patni 
Computer Systems. 

If you think the industry leaders 
are having a rough time, spare a tho- 
ught for the tier-two players, who 
struggling to keep their top line in 
ship shape. Mastek's sales for the 
fourth quarter have plunged 19 per 

-cent over 2002's corresponding pe- 
riod, and margins sunk under 20 per 
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Vivek Paul/ Wipro | E 
Wipro's marketing spend was seven Cent in the March ended quarter. 


times its 2002 figure at Rs 550.6 crore The shakeout begins... 
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able to provide end-to-end serv- 
ices (right from IT services to strat- 
egy consulting), and that's what 
clients are naturally expecting. With 
the MNCs willing to match or even 
go below prices being offered by 
Indian vendors, there are those 
clients who feel they're getting 
much more value from the global 
majors for the same price they 
would otherwise be paying the 
Indian IT services players. 

“IT outsourcing is getting more 
and more strategic to the end cus- 
tomer and it's the CEO rather than 
the CIO who is getting increasingly 
involved. Consequently, the de- 
mand is for end-to-end services. 
The CEO doesn't care what pro- 
grammes the IT vendor specialises in, 
he is more concerned with strategic 
and cost implications. So we have to 
go to him with a complete and cost 
effective offering" explains Amitabh 
Ray, Director (Exports) at IBM 
Global Services. Adds Salil Parekh, 
COO (Asia-Pacific), Cap Gemini 
Ernst & Young: “Pricing is always 
going to be an issue in this market 
but we are banking on the fact that 
our clients see our processes and 
methods as superior to those fol- 
lowed by Indian vendors. And it's 
available at the same price." 

If the perception still exists that 
the MNCs will be charging more 
than their Indian counterparts, Amit 
Govil, Managing Director, Sapient 
India, dispels that myth. “We can- 
not price ourselves any higher than 
our Indian competitors just because 
of our brand name. We're going to 
have to compete head-on by offering 
value at competitive prices," he says. 


Staging ^ Fightback 

The Indian vendors may be hurting, 
but they're fighting back with strate- 
gies that range from broadening 
their service offerings, to tapping 
new markets and market segments 
with products, to more ambitious 
and far-reaching strategies like acq- 
uisitions to beef up their front-ends. 
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Companies like i-flex are banking 
on niche offerings and domain 
expertise as well as the “made by 
India” brand, as CEO Deepak Ghaisas 
puts it. Others like icicI Infotech 
plan to move away from the “cost- 
arbitrage model to products and 
intellectual property rights,” says 
Srinivasan, in addition to tapping 
markets like the Middle and Far 
East. Patni Computer Systems 
Senior Vice President Vijay Khare 
points out that Indian vendors 
should start focussing on verticals, 
and areas like BPO, infrastructure 
management, and real-time em- 
bedded systems. 

The biggest challenge for the 
Indian sector, however, is to create 
a marketing face—that vital front 
end—to compete with the MNC 


the tougher of the two since the 
delivery model has to be perfected,” 
says Lakshmi Narayanan, President 
and Chief Operating Officer, 
Cognizant Technology Solutions, 
a US-based company that has a 
completely Indian back-end. Com- 
panies like Accenture, IBMGS and 
Sapient, however, are banking on 
their global delivery resources model, 
which includes several thousands 
of professionals across countries. 
As the war between homegrown 
IT vendors and the MNCs plays out, 
investment bankers, who are ex- 
pecting a wave of accelerated deal- 
making in the near term, are licking 
their chops. Munesh Khanna, 
Managing Director, NM Rothschild 
& Sons India, says the results posted 
by the tech majors have already re- 


The Indian vendors may be hurting, but they're 





fighting DaCK with strategies ranging 


from broadening service offerings, to tapping 


new markets, to acq u isitions 


competition whose stronghold is 
the consulting space. Whilst the 
task for the domestic industry is to 
integrate forward, the MNCs have to 
focus on building a back-end. And 
both sectors are doing just that. Wipro, 
for instance, recently acquired the 
utility division of consulting firm 
AMS in the US. And Keane picked up 
SignalTree, a US-based Indian ven- 
dor with development centres in 
India. The rr and consulting sector 
is clearly going through a mam- 
moth consolidation phase, the aim 
being to put together an efficient 
end-to-end service offering. 

So what's going to be tougher-in- 
tegrating forward or backward? 
*Both are tough, but I would say 
that the integration of a back-end is 


sulted in valuations plummeting 
across the sector. “What happened 
last fortnight (to Infosys and Wipro) 
will be a trigger for mergers and 
acquisitions. Second-tier companies 
that have been holding out will 
have to take a call now. As for the 
majors like Infosys, Wipro, Satyam 
and Patni, they should be looking at 
cross-border acquisitions if they 
want to sustain their growth rates." 
What won't make it easier for the 
second-rung IT services companies is 
the war for talent, which can only 
succeed in pushing up their wage 
costs up, by as much as 15-20 per 
cent. Clearly, only the more cost-ef- 
fective, and the more integrated, 
will last the long haul in this highly- 


competitive landscape. 
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HE SCENE WAS A LAVISH BUSINESS FUNCTION, THE 

type we’re seeing less and less these days. 

Asked by an earnest professor at a presti- 
gious business school what sort of unorthodox job 
skills he would wish on today’s generation of MBAs, 
the CEo—and the party's host—thought a moment 
before flashing a wry grin. *They don't teach you 
how to be the bearer of bad tidings in business 
school," he said. *And I suppose all of us have 
learned a bit about that this year." 

The professor looked at the spectacle around him 
and asked, “Surely there can’t be all that much 
bad news for your company if you're capable of 
throwing a bash like this?" 

The CEO nodded, as if in agreement. “I’m glad 
you think so,” he said, before slipping away, “since 
that is one point of this party.” 

It seems that there was indeed some bad news 
bubbling its way to the surface, but although the 
competition had heard rumours, they hesitated to 
act upon them, in part because the company pro- 
jected such confidence. A chance to take away 
marketshare was lost. 

Now, bad tidings could be of various degrees and 
categories. There are also distinct differences with 
what you can and can’t do legally. No matter what 
your situation, what we can say is this: You need to 
make information your ally. 

How? You have to see information, even if it’s 
negative, as possessing energy that can drive beha- 
viour and opinion. Often that energy can be diverted 


or blunted, like what the CEO at the party did: 


Putting on a brave front. Sometimes it can be har- 
nessed: like how William Clay Ford Jr. is trying to 
make the best of a bad situation at Ford, despite its 
very public 40 per cent drop in stock price. 

Ford is using the crisis to increase cost-cut- 
ting, streamline production, re-focus on the core 
business, and, not the least, tighten bonds within the 
organisation. Ford has reached out to its unions, 
white collar workforce, and its dealers—offering 
them more information about the turnaround meas- 
ures than they'd ever received during better days. 


B SUCCESS SECRETS WŒ Mark McCormack 


Breaking The Bad News 


Bad news can drive change. But make sure you don’t become a bad news ‘butcher’. 


Bad news can drive positive change, as Ford 
hopes will be the case. It can be to your advantage 
to disclose bad news so people in your company will 
tighten their belts. You can take all the usual cost- 
cutting measures—and they'll understand. 

However, watch out that you (or those under 
you) don’t become a Bad News Butcher, co-opting 
the cost-cutting process to settle scores, hinder rivals, 
and hamstring departments. And don’t change your 
focus from creating good news as soon as possible. 

Using a crisis to drive change has another draw- 
back—making your rivals aware of your weakness 
and letting them trumpet your troubles to clients 
and the media. Ideally, what you want is a process 
of slow leakage that accustoms everybody to the 
news without ever making it Page One-worthy. 

This requires a commitment to telling it like it is 
on a more or less daily basis. Don’t try to prettify 
everything. Distributing a few sour apples in every 
bushel of sweet ones, thus lowering expectations a 
little, never hurts. 

Next, when you have some weightier negative in- 
formation to disclose, wait if you can for a spate of 
general bad news before releasing it—putting it in 
context, so to speak. You might also hold off for 
some counter balancing good news. For instance, if 
you lose an account, and you're involved in a shoot 
out for another account, withhold the news of 
your loss until you can release the news of your win. 

The problem here is that if you lose the next ac- 
count, then the bad news starts to pile up. Still, don't 
give in to the impulse to hide your losses, as so many 
public companies did during the recent boom. If 
they had announced the less-than-great news bit by 
bit, perhaps the damage to their stock prices would 
not have been as catastrophic. 

Remember: Bad news can be so bad that it af- 
fects your company's survival, but it also can be 
merely a hit to your image. What's important is 
keeping the latter from becoming the former. 


€ Mark H. McCormack. All rights of reproduction in any 
form are strictly reserved. 
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The war in Iraq may have ended, but for the global economy 
uncertainties still loom large. Where will that take the Indian 
economy this fiscal? BY ASHISH GUPTA 


FTER TWO LONG MONTHS, RAFEEQUE 
Ahmad is finally beginning to breathe 
easy. The unexpectedly quick end to 
the war in Iraq has meant that the 
Chairman of the Chennai-based 
Farida Group, which exports shoes 
and leather garments to the US and 
the European Union, can cast aside worries of market 
paralysis and increase in freight rates and insurance 
costs. Just the same Ahmad, who is also the President 
of the 6,000-strong apex exporters association, FIEO, 
isn't pulling out the bubbly yet. Why? *We are now 
concerned about the after-effects of the war. Customers 
in Europe and the US are buying much more cau- 


(IMF) has scaled down its projection for global economic 
growth from 3.7 per cent to 3.2 per cent. That may be 
just half a percentage point, but in terms of dollars it 
works out to a staggering $1,400 billion. 

So the question is, why is the global economy, des- 
pite the quick and decisive win in the Gulf, lumbering? 
The answer, once again, has to do with the US. For the 
last 12 years, ever since the world's second-biggest 
economy, Japan, entered its deflationary vortex, it is the 
American consumer who has been driving the global 
growth. By continuing to buy clothes, cars and houses 
through slowdown in other parts of the world—espe- 
cially s-E Asia and Europe—Uncle Sam ensured that the 
supplier countries managed to greatly make up for 





Double-Dip Whammy 


In this year of uncertainties, growth is the casualty. 


Year Global Growth * Indian Growth 


Year's Highlight, 
Global Economy 


Year's Highlight, 
Indian Economy 





2001-02 





4.1 5.5 


* . . 
Projections 


2003-04 


Growth figures in per cent 


tiously than before," says the 55-year-old. 

It's not just leather-exporters like Ahmad who are 
worried about the softening in world trade. Other in- 
dustries too—including rr, textiles, pharma, gems and 
jewellery and chemicals—are fearful of their growth 
slowing. For corporate India, which was expecting a 
pick up in 2003-04, things may actually get worse 
before they get any better. In its recent World Economic 
Outlook report, the International Monetary Fund 


Accounting scandals erupt in the 
US, SUE investor confi dence 


Could be the year of the global | 
turnaround, according to IMF 
Only for calendar year 


Agriculture rebounds, and services 
_grow at an impressive 6.5% _ 





! Despite global uncertainty, economy 
expected to grow at 5.576. 
Source: IMF 


the slowdown in their own domestic markets. 

But since 2001, the US has been battling recession. 
The demand for consumer goods and housing, two ma- 
jor drivers of its economy, could now be softening. Mor- 
gan Stanley, for instance, has warned in a recent report 
that the consumer confidence is near shattering. The last 
straw? “It’s hard to say,” says the report, “(it could be any) 
a spike in oil prices, a surge in white-collar layoffs, or 
a deflation of the property bubble... but it could send 


MAY 11 2003 BUSINESS TODAY 65 





a wake-up call to the overly-extended American consu- 
mer." Surprisingly enough, not too many disagree with 
the Wall Street firm's dire predictions. Says a Mumbai- 
based investment banker, who wouldn't be named: “We 
have already seen three major bubble bursts in the last 
three years—the stock bubble on Nasdaq, the internet 
bubble, and the telecom bubble. And now we are wit- 
nessing the bursting of the dollar bubble." 

For the US, that could bring about what many 
economists have long been predicting—a double-dip re- 
cession: a weak recovery followed by another recession. 
In its report, the IMF has called for a “greater sense of 
urgency" in reducing the global dependence on the US, 
which, it says, has issues of its own to tackle in the com- 
ing months. Issues such as a "substantial" budget 
deficit, a growing current account deficit, and a sharp 
depreciation of the greenback. It is estimated that the 
US economy will grow 2.2 per cent this calendar, 
compared to the 12-nation EU's 1.1 per cent and 
long-suffering Japan's zero growth. 
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Sectors that could feel the coming heat. 


Any further setback to the US economy could badly 
a ~ impactthe fortunes of IT vendors 
The war and SARS have led to 70 per cent cancellation 
of bookings; traffic is down almost 40 percent — 
With key markets slacking, exports growth could 
.. drop to 14 per cent from 17 per cent currently 


FI nanci al M a rkets Sensex seen trading between 3,000 and 3,700 points 


because of global uncertainties. 


“The big concern is the uncertainty and 


the long-term consequences of war" 








The Engine Slows 

What does an abstemious US mean for the rest of the 
world? Nothing short of a nightmare. If the dollar wea- 
kens, it will make imports that much more expensive for 
the American consumer. Particularly hurt will be Japan, 
the EU, Latin America and Eastern Europe, which are al- 
ready in trouble because of their own nagging structural 
problems. And because of some relatively new risks such 
as terorrism and SARS, or the killer flu, which has been 
claiming lives in S-E Asia and spreading to other parts 
of the world, the global economy may be more vul- 
nerable than ever before. 

The knock-on effect is already being taken for 
granted. A psp Merrill Lynch report has revised down- 
wards growth projections for most of s-E Asia's big 
economies. That of Hong Kong—the most visibly 
SARS-affected region—from 4.6 per cent to 4 per 
cent; of Taiwan to 3.2 per cent (3.3); of Singapore to 
2.2 per cent (2.4), and of China from 7.6 per cent to 
7.5 per cent. Says Surjit S. Bhalla, Mb, Oxus Research: 
"The depression is global today. Its impact is being felt 
by all—some less and others more." 

How about India? Will the combined effect of a 
weak world economy and sans halt its plodding run? It 
is tempting to think that it will not. After all, India has a 
big domestic market and its exports account for less than 
1 per cent of global trade. Besides, the EU, and not 
the US, is the country's biggest overseas market. In fact, 
most economists—and not so much corporate India— 
seem confident of a 5.5 per cent-plus growth this fiscal. 

Still, it would be foolish to assume that the country 
will be left untouched by the recessionary flu. For 
one, the mere fact that 
a large part of the 
world is going 
through a contraction 
will impact business 
sentiment. Investments 
may be put on hold 
and expansion plans 
deferred to favour bet- 
ter utilisation of exist- 
ing capacities. 

In fact, the impact 
may be greater than 
most expect. Weaker 
world markets will 
straightaway affect 
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what India sells to them—everything from clothes 
to polished diamonds to software skills to back-of- 
fice support. While in the nine months to December 
31, 2002, exports grew at a better-than-expected 
rate of 20 per cent, it could grind to a slow in the 
months to come. *Even the limited war has meant 
that the current export growth will slow down by 
three-to-four percentage points," says Ahmad of the 
expor-ters' federation. 

Among the items most likely to be hit are gems and 
jewellery (with the demand for gold jewellery being af- 
fected in Dubai, one of the largest markets for Indian 
gold jewellery) and possibly steel, which has found new 
market in South-East Asia, Far East and China because 
of the 2008 Olympics. While the war has had a limited 
impact on steel exports—there's been a rise in shipping 
costs and prices of imported raw materials—the 
Chinese government's decision to stop imports tem- 
porarily because of its already huge stockpiles has 
created some uncertainties. Moreover, a lingering SARS 
epidemic could affect the bottomlines of steel makers 
like Tata Steel, which exported Rs 96 crore worth of 
steel to China in the first nine months of last fiscal —12. 
per cent of its Rs 800 crore exports 

Even IT services, India's strongest export card, could 
feel the heat. Already industry biggies Infosys and Wipro 
have sounded the alarm bell on future earnings, citing 
pressure on pricing. As the IT cake, particularly in the 
US and Europe, shrivels, the fight will get bloodier and 
vendors will have to sacrifice margins to retain and snag 
customers. Says Kiran Karnik, President, Nasscom: 
"The big concern is the uncertainty and the long-term 
economic consequences of the war." However, some 
others like Arun Kumar, President and MD of Hughes 
Software Systems, believe that Indian vendors could well 
gain in the long run, as more and more American 


A good monsoon this year, after last year's 
drought, is a must to revive sentiments" 
R. Seshasayee, MD, Ashok Leyland 
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GDP Predictions*: 
Five economists predict India’s growth. 
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Figures in per cent + Excluding extraordinary events like a SARS epidemic 
companies outsource services to lower costs. 

May be. But for those dependent on the domestic 
market, the big issue really is of consumer confidence and 
income. If SARS, for example, keeps foreign tourists away 
and the domestic traveller locked in his home, hotels, air- 
lines and ancillary industries will be badly hit. Travel to the 
Middle East and s-& Asia, which together account for 70 
per cent of the outbound traffic, fell by almost 40 per 
cent in March, compared to the same period last year. 
Overall, both inbound and outbound travel is down by 
35-40 per cent in the period, according to Amadeus, an 
agency that tracks reservations across airlines. Says 
Subash Goyal, Chairman, Stic Travels: “If the SARS 
epidemic continues for another couple of months, 
then it could spell doom for the entire industry.” 

Should the rain god play truant,.the pall of gloom 
could spread to other industries, including consumer 
durables, FMCG, and automobiles. Says R. Seshasayee, 
Managing Director, Ashok Leyland: “A good monsoon 
this year, after last year’s drought, is a must to revive 
sentiments and bring about a smart recovery.” So far, 
the forecast from the met department has been opti- 
mistic. There's only a 20 per cent chance of a drought 
this year. Ergo, if the monsoon delivers and rural 
incomes rise, customers who saved instead of spending 
last year, could be back in the bazaar. Points out Ravi 
Sinha, Managing Director, SRF: “The larger issues of 
monsoon, personal consumption, and fiscal situation are 
what will drive the outlook for India." 

Yet, it is clear that the Indian economy, which was 
supposed to pick up this fiscal after two dismal years, 
may no longer do so. That also means more of the 5- 
per-cent-or-so, stumbling-along rate of growth. Quips 
O.P. Lohia, Managing Director, Indo Rama: *Another 
year lost." Maybe 2004-05 will be better. Œ 
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They people the same offices, even the same floors sometimes, but The BT-Omam Senior 
Manager Salary Survey 2003 shows that there is a yawning chasm between the salaries of 
CEOs and their direct reports. BY MOINAK MITRA 


E'D LIKE TO CALL IT THE 5.3 TIMES RUI E, 
and it is one of India Inc's most worrying 
statistic. To cut to the chase, The BT- 
Omam Senior Management Salary 
Survey 2003, of 100 companies across 17 sectors 
puts the average annual salary of a functional head, let's 
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say, a CFO, or CMO, or CTO, at a little over Rs 29 
lakh. CEOs, according to The BT-Omam CEO Salary 
survey 2003 (See Business Today, February 16, 2003), 
earn approximately 5.3 times that, or Rs 1.5 crore a 
year. In effect, CEOs earn some 417 per cent more 
than their direct reports. 
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International and US GAAP), Management and IT interface, Information Systems 
Audit, Business Strategy and Management Control Systems. 
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That, as you may have guessed, is way too much 
claim compensation experts, a subset of HR consultants 
that has been much in demand in recent years. 
"Functional heads should never be in awe of the CEO 
and pay is something that plays an important role in 
this," says Dr Yasho V. Verma, the Head of HR at 
consumer goods major LG India. Verma believes that the 
differential in pay shouldn’t exceed 300 per cent. 
“The only way to narrow the gap is to tinker with vari- 
able pay.” Variable pay has made its presence felt 


What’s Happening At The Senior Level 


across India Inc. Only, the gap between CEO and func- 


tional head salaries doesn’t seem to be narrowing. 
Indeed, as a numbers-shy G.S. Ramesh, the Vice 
President of HR at passenger car company Hyundai 
Motors, admits it has widened. “Increased competition 
makes the CEO more accountable,” says Ramesh, exp- 
laining the premium that varies from 456 per cent 
(read that as CEOs earn 456 per cent more than their 
functional heads) in the case of the automotive sector 
to 819 per cent in the hospitality sector. 





FTER A DIFFICULT YEAR IN 2002, SEARCH 

firms have a lot to cheer about. 
The mood in the employment market 
is upbeat. There is a significant dem- 
and for talent and companies are un- 
der increasing pressure to retain top tal- 
ent. In the past year, hiring at senior 
levels was mainly visible in sunrise 
areas such as IT-enabled services and 
insurance. However, current trends 
indicate a significant pick-up in hiring 
across sectors. Even those compa- 
nies that had significantly downsized 
operations have now started hiring. 
The IT-enabled services sector con- 
tinues to be at the forefront of hiring 
activity at the senior level. Companies 
such as HCL E-serve, efunds 
International, Prudential, E-serve 
International, MsourcE, Wipro 
Spectramind, AXA, Daksh, and GE 
Capital International Services have all 
been hiring senior executives. IT services 
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and software companies are also back 
in hiring mode. In financial services, 
while there is almost no demand in the 
corporate finance and investment 
banking businesses, the retail side of 
the business, with insurance at the 
vanguard, continues to hire. Telecom 
has also seen significant movement 
and a spate of senior-level hires. 
Reliance Infocomm, Bharti, and Idea 
have all been very active. The business 
of organised retail continues to at- 
tract investments and has seen sig- 
nificant hiring at the senior level. 
Manufacturing, too, has shown some 
signs of buoyancy. And pharma con- 
tinues to be a sweet spot. The one sec- 
tor that has shown almost no hiring 
activity at the senior level is fast mov- 
ing consumer goods. With the demand 
for consumer goods remaining stag- 
nant, this isn't surprising. Still, I'd say the 
outlook (in terms of hiring activity at 





By Atul Vohra, Partner, 
Heidrick & Struggles 


the senior level) continues to be positive. 
That's more than you can say about 
other geographies. 
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Still, functional heads are better off than their #2s. 
Deputy functional heads—their salaries have been 
captured in the BT-Omam survey under the head 
Senior Management II, or SM II—earn, on an average, 
Rs 16 lakh a year. Evidently: the or t salary hie- 
rarchy is steep. 


Trends in Senior Manager Salaries 

The continuing trend in senior manager salaries has 
been the emphasis on variable pay. It isn't possible to 
verify this across sectors, but in general, the proportion 
of variable pay to fixed pay is higher in the better 
companies. In the telecom sector, for instance, the 
average proportion is around 22 per cent; at Bharti, its 
Head of HR, Jagdeep Khandpur claims, the corre- 
sponding number is 40 per cent. And across sectors, the 


CEOS VS SENIOR MANAGERS 


Here's how much more CEOs earn than functional heads. 
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proportion is higher for functional heads than deputy 
functional heads. At Dr Reddy's, the numbers are 40 
per cent and 20 per cent respectively. 

More significant, though, is the emerging trend 
of paying people in those functions critical to an orga- 
nisation's success more than those in others. *We 
have moved away from the production age to the 
marketing age,” says LG’s Verma. “The sales and mar- 
keting head should be awarded at least 10-15 per 
cent more than other functional heads." That's only fair. 

So, will this year be better for senior managers? It 
looks like it will with hikes of between 9 per cent 
(engineering) to 18 per cent (FMCG). Still, with the high- 
est average pay post increase at Rs 64 lakh (for func- 
tional heads in the FMCG sector), the Rs 1 crore-mark 
seems a distant dream. That's a pity. 
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SENIOR MANAGEMENT SALARY SURVEY 2003 
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All figures in rupees 


Senior management I: This includes those responsible for major areas of business and taking functional strategic decisions as well such as plant heads, marketing heads, sales heads, finance head, and mate- 


rials head. Senior managers | report directly to the CEO or the business head of the organisation. 


Senior management II: This comprises of those executives who are No. 2 in a function and report to the functional head. 
Cash Components includes the following - Base Salary + Gas/Water / Electricity + Entertainment + Professional Development + Servant/Security+Flat Maintenance +Soft Furnishing + Driver Allowance + Petrol 
Variable Pay includes the following—Commission + Performance Bonus 
Valued Perquisites includes the following - Car - EMI + Housing + Club Membership + Credit Cards + Telephone + Cellphone + Hard Furnishing 


Contingencies includes the following—Medical Benefits + Retrials 


A hundred companies responded on the condition of anonymity to our survey. These 
figures show just how much (or little) our senior managers make. 
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Senior management I: This includes those responsible for major areas of business and taking functional strategic decisions as well such as plant heads, marketing heads, sales heads, finance head, and mate- 
rials head. Senior managers | report directly to the CEO or the business head of the organisation. 

Senior management II: This comprises of those executives who are No. 2 in a function and report to the functional head. 

Cash Components includes the following - Base Salary + Gas/Water / Electricity + Entertainment + Professional Development + Servant/Security--Flat Maintenance +Soft Furnishing + Driver Allowance + Petrol 
Expenses Contingencies includes the following—Medical Benefits + Retrials Variable Pay includes the following—Commission + Performance Bonus 
Valued Perquisites includes the following - Car - EMI + Housing + Club Membership + Credit Cards + Telephone + Cellphone + Hard Furnishing 
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SM II 45,417 7,166 © 0 © 24667 77250 BENED 
SM | 51,098 6,377 1,500 33,289 92,264 1,107,168. 
SM II . 33,809 ^ 4,360 1,250: 22409 61,828 741936 - 
SM | 144,686 39,486 35,536 93,522 313,230 3,758,760 
SM II . 90,625 21,968 16,325 69,554 198,172 2,381,000 
SM | 108,534 15,048 0 49,582 173,164 2,077,968 
SM II |: |,,78167 . 11035 0 | 41182 130384 MEN 
SM I 60,000 12,572 10,000 45,182 127,754 1,533,048 
SM II 41,000 8,171 6,500 30,332 86,003 1,032, 036 
SM | 179,167 41,013 83,333 103,981 407,494 4,889,928 
SM II Ok Ae en A$ 33,333 . 44,083 166,238 1,994,856 
SM I 105,833 29,879 90,000 39,083 264,795 3,177,540 
SMI 265. 394588 . 11747 . 92000 1. 24089. — (9D. 1167456 
SM I 201,667 23,858 50,000 0 275,525 3,306,300 
SM II ai ae V 900167 . ... 10,338. 57 33,3390. 2 .— — 0 0 HR 3726056 - 
SM I 118,333 14,289 33,333 42,500 208,455 2,501,460 
SM II a 82,833 _ 10,422 25,000 31,000 149255 1,791,060 — 
SM I 211,667 13,448 16,000 0 241,115 2,893,380 
SM II 144,500 11,767 14,000 1,583 171,850 2,062,200 
SM | 118,070 12,042 30,500 54,415 215,027 2,580,324 
SM II 79,200 8,310 22,500 41,365 151,375 1,816,500 | 
SM | 225,000 9,600 100,000 20,765 355,365 4,264,380 - 
SM II 185,700 | 8670 75,000 11,750 281,120 | 3,373, AMO 
SM I 102,267 6,881 39,750 31,765 180,663 2,167,956 
SM II 79310 0: 5 5,445 36,083 27,065 147,633 1,771,596 - 
SM I 124,408 15,714 25,000 34,915 200,037 2,400,444 
SM II 101,875 13,200 22,500 27,500 165,075 - 1,980,900 - 
SM | 71,982 9,316 25,000 32,325 138,623 1,663,476 — 
SMI /— St. 083,399 -., 5,501 .." 20900 S AEE Be, . 84046 1,008552 __ 
SM | 175,800 18,570 40,000 57,875 292,245 3,506,940 — 
SM II . . 100,000 11,336 32,0000 | 46,665 & 190001 2,280012 
SM | 185,000 21,099 35,400 5,750 247,249 2,966,988 — 
SM II 156,000 18,268 30,000 583 204,851 2,458,212 







































152,050 39,422 50,000 54,875 296,347 3,556,164 

Ael 58,433 13,974 33,333 37,257 142,997 1,715,964 
SM I 185,000 11,767 5,000 0 — 201767 2,421,204 
SM II 118,000 8,069 5,000 0 131,069 1,572,828 
SM I 231,167 62,030 33,333 75,4416 401,946 4,823,352 — 
SM II 149,167 38,808 25,000 48,583 261,558 3,138,696 _ 
SM | 195,250 42,186 41,667 104,542 383,645 4,603,740 
SM II 97,800 20,555 33,333 58,365 210,053 2,520,636 
All figures in rupees 


Senior management I: This includes those responsible for major areas of business and taking functional strategic decisions as well such as plant heads, marketing heads, sales heads, finance head, and mate- 


rials head. Senior managers | report directly to the CEO or the business head of the organisation. 


Senior management Il: This comprises of those executives who are No. 2 in a function and report to the functional head. 
Cash Components includes the following - Base Salary + Gas/Water / Electricity + Entertainment + Professional Development + Servant/Security+Flat Maintenance +Soft Furnishing + Driver Allowance + Petrol 
Variable Pay includes the following—Commission + Performance Bonus 


Expenses Contingencies includes the following—M 
Valued Perquisites includes the following - Car - EMI + Housing + Club Membership + Credit Cards + Telephone + Cellphone + Hard Furnishing 
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155,967 19,741 20,833 71,1165 267,706 
NOM Luo us. XAR C UNAM 12500 — 35900. 129,95 8 
SM I 73,000 12,702 41,667 41748 169117 2 
SM II |. 41,896 7,532 27,333 22,833 99,594 
SM I 85,417 18,915 37,500 2,587 171,247 
SM II 54,250 11,849 22,500 3,996 98,432 
SM | 157,500 16,379 37,500 56,083 ^ 267,462 
SM II 93,333 7,974 20,833 26,083 148,223 







































SM I 170,321 20,153 0 74,223 264,697 3,176,364 
SMU — —— 97383 | 104960  — à 0 45498 153,377 Ee 
SM I 81,575 18,065 0 39,267 138,907 1,666,884 
SMH — —— |. 71083 160577. 0 36767 123,907 Br 
SM I 325,833 55,327 250,000 70,375 701,535 8,418,420 
5MIC- -— y > 32159583... 300941 966,667". 48,665 463,156 — 5,557872 _ 
SM I 190,417 45,784 0 90,542 326,743 3,920,91 6 
SM Il 130,600 30,833 0 62,915 224,348 2,692,1 76 
PETROCHEMICALS à ; > 

SM I 101,417 22,404 0 49,915 175,736 ¢ 2,084,832 
SM Il 79,000 16,042 0 34,265 43 129,307 = 1,551,684 
SM | 95,817 24,375 45,000 48,449 213,641 . 2,563,692 
SM Il 68,567 16,459 31,500 36,032 i 1 52,558 1,830,696 
SM | 181,592 14,572 13,919 44,105 254,188 3,050,256 
SM II Pah _ 98,489 — 9,247 8,059 35,700 _ 151,495 ae 
SM | 160,250 29,879 45,000 41,682 276,811 3,321,732 
eM es SS BAD . Vo QEAND3. — 350900. 32,682 174,675 2,096,100 - 
SM I 153,990 12,276 48,090 52,455 266,811 3,201,732 


MM 109,260 7,876 31,999 13,850 162,985 1,955,820 
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SM | 132,488 21,927 37,500 21,927 213,842 2,566,104 
Mi à 80008 15,040 12500 15,040 — 122588 ae 
SM | 102,817 16,103 16,667 65,854 201,441 2,417,292 
SM II 67,875 10,030 10,417 45,140 133,462 1,601,544 - 
SM | 248,834 33,060 83,333 98,823 464,050 5,568,600 
SM II 117,417 20,256 50,000 64,198 251,871 3,022,452 
SM | 111,220 20,178 0 58,542 189,940 2,279,280 
SM II 63,575 11,572 0 26,667 101,814 1,221,768 
SM | 127,297 18,731 0 66,352 212,380 2,548,560 
SM II 102,573 14,633 0 56,572 173,778 2,085,336 
SM | 71,803 16,298 45,877 45,877 173,978 2,087,736 
SM II 44,466 11,842 35,000 27,017 118,325 1,419,900 


















85,586 11,996 20,034 87,708 205,324 2,463,888 
SM II 76,699 9,370 11,084 70,208 167,361 2,008,332 
All figures in rupees | 


Senior management |: This includes those responsible for major areas of business and taking functional strategic decisions as well such as plant heads, marketing heads, sales heads, finance head, and mate- 
rials head. Senior managers | report directly to the CEO or the business head of the organisation. 

Senior management II: This comprises of those executives who are No. 2 in a function and report to the functional head. 

Cash Components includes the following - Base Salary + Gas/Water / Electricity + Entertainment + Professional Development + Servant/Security+Flat Maintenance +Soft Furnishing + Driver Allowance + Petrol 
Expenses Contingencies includes the following—Medical Benefits + Retrials Variable Pay includes the following—Commission + Performance Bonus 
Valued Perquisites includes the following - Car - EMI + Housing + Club Membership + Credit Cards + Telephone + Cellphone + Hard Furnishing 
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124,401 20,638 4,167 51,761 

SM I US OO GATE — EB ABBE A TOES: JU ee 
SM | 101,989 24,529 29,667 70,144 226,329 
SMi 7005 BR oe 10904. a 2307 See een 
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SM II aa 58,500 5:000. 77:750... 28/700: 59-402, 200K 
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SM IPSE EE Otero BEBE. E Oe So AEN 34,732 136,568 
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66,125 14,543 500 50,384 131,552 





All figures in rupees 

Senior management I: This includes those responsible for major areas of business and taking functional strategic decisions as well such as plant heads, marketing heads, sales heads, finance head, and mate- 
rials head. Senior managers | report directly to the CEO or the business head of the organisation. 

Senior management Il: This comprises of those executives who are No. 2 in a function and report to the functional head. 

Cash Components includes the following - Base Salary + Gas/Water / Electricity + Entertainment + Professional Development + Servant/Security+Flat Maintenance +Soft Furnishing + Driver Allowance + Petrol 
Expenses Contingencies includes the following—Medical Benefits + Retrials Variable Pay includes the following—Commission + Performance Bonus 
Valued Perquisites includes the following - Car - EMI + Housing + Club Membership + Credit Cards + Telephone + Cellphone + Hard Furnishing 
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The government's attempt to bring small 
textile units under the VAT net results 
in widespread starvation and misery. 


URIOUSLY, A GOVERNMENT HEADED BY AN ELOQUENT 

Prime Minister assisted by a volubly articulate deputy has failed 

to communicate to the people at large its imperatives for mov- 

ing to the value added tax regime. Nor does it seem to have 
an idea of the havoc this move would wreak. The country's labour-in- 
tensive textile business is the worst hit. 

Take small and medium merchant-manufacturers in textile town- 
ships across India. Beginning April 1, they have to pay a 10 per cent 
central value added tax (CENvAT) and have to maintain books of ac- 
count. Most of these merchants procure raw cloth and pass it on to 
contractors. The contractors, in turn, farm it out to cutters, basic sew- 
ers, waist band belt specialists, loop makers, bar tack and eye button 
hole tailors, and those engaged in washing, dyeing, bleaching, trim- 
ming, ironing, and packing. There is no assembly line manufacturing. 
Most of those involved do it at home and are illiterate. Under the cur- 
rent structure, it is impossible to calculate the value added at each 
stage, as required under the CENVAT regime. “These units will have to 
maintain accounts and pay taxes, something they are not used to," 
says Sachin Menon, partner, Ernst & Young India. 

Even though var has been in the pipeline for years and the 
original date for its implementation was two years ago, the govern- 
ment seems to have failed to foresee what is happening now: small units 
going out of business and millions of workers being rendered jobless. 

BT correspondents fanned out to capture the situation in Punjab, 
Maharashtra, Gujarat, Karnataka, and Tamil Nadu. Their reports paint 
a dismal picture whose broadest strokes are starvation, penury, and tick- 
etless travel as jobless workers try to go back to where they came from: Glimpses of penury: Protests 
the backwaters of Bihar, Uttar Pradesh and Orissa. and shuttered textile units 
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Panipat: A mere 100 km from Delhi, looms lie idle and joblessness reigns 
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All Tears, No Succour 


ALES OF PAAN-ELAICHI, A BETEL-FLAVOURED CHEAP COUNTRY LIQUOR POPULAR IN PUNJAB AND 

Haryana, have lately begun to stagnate. The colourless drink doesn't have the dank smell 
of its country cousins and is considered a safe option by regular drinkers seeking to fortify 
themselves against the verbal volleys of their womenfolk. Sixty-six-year-old Dharampal, 
who used to imbibe it at least three times a week with his colleague and friend of eight years, 
Balram Singh, is now missing both his companions. He is one of the 1.5 lakh workers in 
the handloom and woollen textile hub of Panipat, Haryana, rendered jobless; mill owners 
downed shutters on March 31 this year. 

Dharampal, who used to earn Rs 80-100 a day, hasn't the money to buy even a bundle of 
bidis, forget the Rs 25-a-bottle drink. Balram has gone back to his home near Kanpur. 
Dharampal has already crossed his credit limit of Rs 500 a month at the neighbourhood kirana 
shop and will likely be shooed away if seen ap- 





proaching with a bag. Hundred kilometres to the | £ 
north of Delhi, Panipat has 45,000 small to mid-size | | |J 
powerlooms and handlooms manufacturing low- al 

cost blankets and woollen garments, a business that "d 
generates Rs 1,600 crore every year. Now, its main a 
Panchranga Bazar wears a forlorn look with most 
shops shut and jobless workers playing cards. 

Two hundred kilometres further north is 
Ludhiana. Vallabh Fabrics, the biggest knitted fabric 
unit here, had invested Rs 10 crore in a recent ac- 
quisition of modern machinery; the new machinery 
is caked with dust. The unit has laid off 100 unskilled 
workers and retained the skilled ones at one-fourth 
the old salary. Home to 50,000 units generating 
business over Rs 2,500 crore a year, Ludhiana is 
much bigger than Panipat. Alas, that has merely 


translated into a harder blow. " EHE d 
T.R. VIVEK ass ESI RR STE 





NUMBER OF UNITS SHUT 

 . 39,000 
NUMBER OF JOBS LOST: 
150,000 

IMPACT ON LOCAL ECONOMY: 
Rs 4 crore a day 








NUMBER OF UNITS SHUT 


40,000 





NUMBER OF JOBS LOST: 


700,000 





IMPACT ON LOCAL ECONOMY 
Rs 10 crore a day 
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|_BHIWANDI AND SURAT __ 


All 


Western Front 


NYONE DRIVING DOWNTOWN FROM THE 

Surat railway station can’t miss the buzz 
of commerce. Much of this buzz is text- 
ile-related, be it the thousands of small 
shops dotting the city’s streets or the 
unkempt hawkers pushing trolleys that dis- 
play their wares. 

That was then. Since April 1, the city’s 
40,000 small textile units and over six lakh 
powerlooms that together employ four-to- 
five lakh workers and produce 20 million 
metres a day (street value: Rs 40 crore) have 
been quiet. Its 380 processing units have no 
raw material, grey fabric, and half of them are 
on the verge of closure. The supply glitch 
has pushed up prices by 15 per cent and 
many buyers are forced to pick up whatever 
they can lay their hands on. 

Closer Mumbai, the powerloom jungle 
of Bhiwandi, which was teeming with 700,000 
workers a month ago, resembles a ghost town. 
Its 500,000-odd powerlooms have been shut 
since March 28. Bharat Panchal, a partner 
in Shivam Coning Industries, tells the tale of 
a stampede at nearby Kalyan station where po- 
lice had to be deployed for two days when 
thousands of migrant workers descended, 
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Quiet On The 
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Surat: Once bustling, powerloom un 


all at once, to catch the first train home. 
“Most of the units are opting to send their 
workforce home as there's nothing here for 
them to do," says Panchal. 

The tea shops, one of the more reliable in- 
dicators of the local business scenario, paint a 
bleak picture. All mobile tea stalls in front of 
big powerloom units have disappeared. Pradeep 
Joshi, who runs Vaibhav Canteen in Surat's 
Ashoka Market, says he sells only 400 cups of 
tea a day now, compared with 700 in better 
days. He's praying that the fate that befell 
textile workers will be spared him 

ABIR PAL 


Heat And Hunger 
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: Its jobless tailors have time to kill 


OME 350 KILOMETRES FROM BANGALORE, BELLARY HAS 

hitherto been known for recording the highest tempe- 
ratures in the state (48-49 degree celsius is not unusual) 
and for a garment industry that garners Rs 100 crore a year and employs 
around 20,000 people. 

Since April 1, the city’s two main garment markets—52-year-old Jain 
Cloth Market and the decade old Mahaveer Market—have come to a stand- 
still. For the likes of Rehamat Bi, 43, an illiterate widow, who ekes out a 
living by stitching for a contractor, the cenvat regime just doesn't make sense. 
“I don't know anything about tax. I just know that Seth is not giving us work 
and my machine (an old Singer) has been lying idle. My stomach is 
empty and no one is ready to lend me money,” she says, making no attempt 
to hide her tears. Another tailor, Master Jilani points out that Bellary's dry 
land is not arable. Pointing to the sewing machine in his house, he says: 
“When it falls silent, our stomachs go empty." 





s such as this one are dormant 
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NUMBER OF UNITS SHUT: 
500,000 
NUMBER OF JOBS LOST: 


100,000 


IMPACT ON LOCAL ECONOMY: 
| Rs 10 crore a day 








NUMBER OF UNITS SHUT: 
640,000 

NUMBER OF JOBS LOST: 

. .. 000.000 
[IMPACT ON LOCAL ECONOMY: 
| Rs 40 crore a day 








DELLA I 
| NUMBER OF UNITS SHUT: 
| NUMBER OF JOBS LOST: 
| 20,000 
| 
| 





IMPACT ON LOCAL ECONOMY: 
Rs 6 crore a day 


VENKATESHA BABU 


COIMBATORE AND TIRUPUR 


No Longer Cities Without A Pause 


T IS DIFFICULT TO FIND LOITERERS IN 

Coimbatore. The city has a strong 
‘do-it-yourself culture. People hardly 
ever complain; they fall, they stand up, 
dust themselves, and get on with their 
lives. They also believe in paying taxes. 
The city contributes Rs 1,024 crore in 
various levies, 90 per cent of which 
comes from small industries. 

Not surprisingly, a vast majority 
in the city 1s in favour of VAT. That 
majority, however, is of the manu- 
facturing community, which ac- 





COIMBATORE 
NUMBER OF UNITS SHUT. 
111,000 


NUMBER OF JOBS LOST: 





350,000 

IMPACT ON LOCAL ECONOMY: 
Rs 22 crore 

a day 


TIRUPUR 

NUMBER OF UNITS SHUT: 
500 

NUMBER OF JOBS LOST: 
 .... 100,000 
IMPACT ON LOCAL ECONOMY: 
Rs 9 crore a day 


counts for three out of every four 
Coimbatore businessmen. The others, the traders, are 
not so sure they want it. 

Things are different just a short distance from 
Coimbatore, at a quaint place called Sambala 
Thottam, meaning the garden of salaries, and at any 
of the other places around the city that house its 
500 spinning mills. Beginning the first week of 
April, 50 per cent of the mills, each of which em- 
ploys an average of 100 people (daily wages: Rs 75- 
100), have closed shop. The rest are down to a sin- 
gle shift, reducing their capacity by two-thirds. 
Many have not paid electricity bills, which usu- 
ally range between Rs 2 lakh and Rs 8 lakh, and 
have sought deferment. 

Ironically, small spinners have already been paying 
central excise since they were taken off the small scale 
list two years ago. The trouble is that powerlooms, 
which number 1.5 lakh in the Coimbatore region and 
constitute an overwhelming 75 per cent of the spinners’ 
customers, have all shut down. 

S. Vijayakumar, a sizing mill owner, is extending 
credit to some powerlooms so that they don't starve. 
“We can try teaching powerloom families to main- 
tain records, but they will be unable to answer any 
queries by from an excise inspector," he says. *We 
will have to adopt CENVAT as well as modernise, 
but we need at least 18 months." 

The closure of powerlooms is costing this re- 
gion Rs 22 crore a day and has affected 3 lakh peo- 
ple in the Somanur-Palladam-Avinashi belt. 

It's no better in Tirupur, home to a Rs 1,000 crore 


hosiery industry built around a clutch of cottage units. : 


The hosiery units stopped invoicing at the end of 
March. “I have had at least 25 sittings with the excise 
commissioner and he does not know the procedure 


co*- 


Tirupur: Work is d 





himself and is not certain whether the new tax is 8 per 
cent or 10 per cent, or the extent of the cenvat credit," 
says apparel manufacturer G.P. Agarwalla of Prime 
Textiles Limited. What small units can then make of the 
new tax regime is anyone's guess. 

On my last visit to Tirupur, I could see a great 
many bullock carts, bicycles, mopeds, and motor- 
cycles ferrying cloth at some level of processing. It 
was difficult to talk to people. They wouldn't 
pause. This time, the traffic was no problem, nor 
was talking to people. El 

NITYA VARADARAJAN 
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Kapoor (centre) and daughter and Creative Director Ekta Kapoor 
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The Balaji Soap: Chairman Jeetendra Kapoor with wife and Managing Director Shobha 


As Balaji’s family-soap driven heady growth shows signs of 
plateauing, Chairman Jeetendra is looking for new growth 
drivers. In the works: music, multiplexes, films, 
documentaries, perhaps even event management 
and in-flight entertainment. By BRIAN CARVALHO 


N A HOT SUMMER 
afternoon deep ins- 
ide suburban Mum- 
bai, Jeetendra Kap- 
oor (Jeetendra to 
most of us, Jeetuji to those who 
work with him) strides out of his 
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Mercedes-Benz into Balaji House. 
As he steps into the building, he 
pays his due respects to the divine 
(an idol of the god Balaji greets 
you at the entrance), and proceeds 
to his second-floor office. An 
armed security guard escorts him 


up the flight of stairs. Others ent- 
ering the building have to wait in 
the lobby till the star is safely ens- 
conced in his corner room. Once 
back on the ground floor, the 
guard is at ease, incidentally waving 
hoi-polloi in. 


In his office, hemmed in by 
photographs of his family—wife 
Shobha, daughter Ekta and son 
Tusshar—and a few more gods, 
yesterday's Jumping Jack isn't 
much different from the show- 
man you've been. used to seeing 
on the big screen in 270-odd 
films. The thick mane and a trim 
figure could easily delude you 
into believing he's still gyrating 
around trees with buxom hero- 
ines. But Jeetendra's obsession 
these days can be summed up in 
one word: Content. 

The Chairman of Balaji Tele- 
films, wife Shobha, Managing 
Director, and daughter Ekta, 
Creative Director, have proved 
they know a thing or two about 
content. Although the former 
hero is the more recognisable face 
of the company, it's Shobha and 
Ekta who've spearheaded Balaji's 
heady growth over the past three 
years from the basement of their 
bungalow. “We’re no more a 
star's wife and a star's daughter 
now," smiles Shobha, the 
Managing Director, who looks 
after the production part of the 
business. “When my wife and 
daughter began work they were 
firm about two things: One, we 
would not do mythologicals; and, 
two, there would be no star sys- 
tem. That's when I too was dis- 
carded,” quips Jeetendra. 

It’s obviously helped. By pio- 
neering the daily family soap 
genre, Balaji at last count was con- 
tributing an awesome 40 per cent 
to the aggregate ratings of the top 
150 programmes. 

The company’s sales have 
grown almost four-fold and prof- 
its 14 times over the past three 
years. It rakes in an impressive 
average realisation of around Rs 
7.5 lakh per half an hour. And 
for its best-selling Kyunki Saas 
Bhi Kabhi Bahu Thi on Star Plus, 
Balaji manages to take home 
Rs 13 lakh per episode—which 
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WHY BALAJI HAS INVESTORS WORRIED, AND 
WHY THE BALAJI TOP BRASS ISN'T WORRIED 


THE CONCERN 





Has Balaji's heady growth peaked? 


Over the past nine months, a number of the com- L3 


pany's programmes have come off air from the main 
channels like Zee, Star Plus, and Sony. The number 


of hours of fresh Hindi programming has come down 
from peak levels of 36 hours to 32.5 hours. At one by 





time Balaji had 38 programmes in the top 50. 

These days it has around 25. 

THE DEFENSE: Some of the programmes pulled off have been repla- 
ced. Five hours of programming will soon be added on mainline 
satellite channels. Increased regional programming, weekend 


_ Slots, expansion of the prime band, and increasing realisations from 
channels will ensure growth doesn't plateau out 


THE CONCERN 
Is Balaji Telefilms at risk by being too dependent on 
television programming? 

Over 95 per cent of the company's revenues come from daily 
soaps, with most of them concentrated on Star and Sony. Star 
alone accounts for 45 per cent of revenues. Balaji hasn't been able 
to leverage the brand to move into other media genres 


THE DEFENSE: Balaji is moving into small-budget movies for theatre- 
viewing as well as into documentary making. Chairman Jeetendra 
talks about foraying into music and multiplexes in the near future. 
Also, risk is mitigated by not having a single serial accounting for 
more than 15 per cent of total revenues. 


THE CONCERN 
Are the creative and production functions 
too centralised with family members? 

With Ekta Kapoor clearly responsible for the 
success of Balaji so far, the creative function is 
a one-person show, with the contribution of 
others in the team being limited. urv, on the other 
hand, has four creative directors. Similarly the 
production function is firmly vested with the Managing Director 
Shobha Kapoor. 


THE DEFENSE: Balaji has eight creative heads and 16 executive pro- 
ducers, with each serial having a team including one creative head 
and one executive producer. 


THE CONCERN 
Is the Chairman Jeetendra Kapoor more keen 
on his films company than Balaji Telefilms? 
The Chairman sold some 10.13 per cent in 
Balaji Telefilms to fund big-budget film-mak- 
ing under Balaji Films. 

THE DEFENSE: The private placement was necessary 
because the company had to tide over liquidity 
problems. What's more, an equity dilution to fund a film project 
in another company is infinitely wiser than making the higher-risk 
films within Balaji Telefilms. 
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would mean a handsome profit of 
Rs 8-9 lakh per half hour. 


Jeetendra's Dream Beam 

But you can't keep Jeetendra out of 
the picture. Not for too long. His 
dream is to make Balaji an inte- 
. grated media conglomerate with a 
finger in various pies including, 
along with television software, mul- 
tiplexes, music, films, both big and 
small-budget, event management, 
documentaries, even in-flight en- 
tertainment. And even as Shobha 
and Ekta ensure that the soap fac- 
tory is working smoothly, and over- 
time, the professionals on board 
are giving the finishing touches to a 
game plan that will open up much- 
needed revenue streams. 

If the Balaji top brass is pulling 
out all stops to crank up the 
growth machine, it isn't without 
reason. The question investors— 
foreign investors hold 18.5 per 
cent in the company—are wrestling 
with is: After registering a mind- 
boggling 275 per cent cumulative 
spurt in profits over the past three 
years, is that high-powered engine 
now showing signs of losing steam? 
That apprehension is reflected in 
the stock price, which has been 
beaten down from highs in the Rs 
130 range to around half that at 
the time of writing. It's true that 
the entire media sector is at the 
receiving end of punters, but then 
surely a company with operating 
margins in the 50 per cent-plus 
range and net margins of 32 per 
cent deserves more than a 
price/earnings ratio of 5.5! 

Over the past year, a number 
of Balaji's soaps have come off air 
from the main channels (Star Plus, 
Sony and Zee). Although some of 
these have been replaced with fresh 
programming, some like Kalash 
and Kabhi Souten Kabhi Sabeli 
weren't in sync with the realisa- 
tions the company is used to pulling 
in. Till not too long ago, Balaji had 
three programmes on Zee (Koshish 
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HOW BALAJI HOPES TO SUSTAIN THE TEMPO 





E Weekend programming: Has begun with with Kya Hadsaa, - 
Kya Haquegat on Sony. Aiming for the Sunday morning slot for 
Kalki, a one-hour children's show. Star, however, would prefer 
Kalki on a weekday prime-time slot. 


E Expanding the prime-time band: Currently, Balaji is pres- 
ent between 8 and 11.30 pm on the main channels, the attempt 
being that no Balaji programme competes with another. So one 
way to get more programmes on prime-time is to stretch the prime 
band, from 7 to midnight. 


E Tapping new satellite channels: Even as Balaji has come 
off Zee and DD, it's launched its first daily soap on Sahara. A sec- 
ond daily serial is in the works. 


lil Increasing regional programming: Currently regional pro- 
gramming of some 168 hours contributes to 15 per cent of 
revenues. That's slated to go up to 20 once Balaji gets onto Bengali 
and Malayalam channels, as well as back on Sun TV (in addition 
to Udaya and Gemini). 


B increasing realisations: Currently, Balaji’s average realisa- 
tion per hour is Rs 15 lakh. Balaji is expected to negotiate at least 
a 10 per cent hike in realisations with Star. 


E Sell programming overseas: Balaji has a library of some 
3,000 hours of Hindi and regional programming. After signing a 
500-hour block deal with an Indonesian company for Hindi 
programming, Balaji is now eyeing Canada, Singapore and 
Malaysia to sell regional content. Also considering co-production, 
revenue-sharing agreements with international companies. Test- 
marketing family soaps in China. 


E Making small-budget movies and documentaries: Balaji 
plans to make Rs 6-8 crore budget films, for television as well as 
big-screen viewing. A division to make documentaries is also 
being set up. 


Ek Asha, Koi Apna Sa and Kitne 
Kool Hai Hum); today it doesn’t 
have a presence on Subhash Chan- 
dra’s channel. That’s contributed to 
the number of hours of Hindi pro- 
gramming coming down from peak 
levels of 36 hours to 32.5 hours 
per week. Also, Balaji’s presence 
in the top 50 is coming down; at 
one time it had close to 40 pro- 


grammes in the top 50. Today, it 
has 25. 

Clearly, Balaji’s dominance is 
being threatened by competitors 
that are beginning to perfect the 
family soap formula pioneered by 
Ekta. So you have production 
houses like UTV and BAG Films with 
similar saas-bahu themes squeez- 
ing into the top 25. “The family 





soap genre can go on forever. But 
the worry is that there is wide- 
spread duplication of the formula, 
as a result of which there is a glut of 
such stuff on TV," points out 
Sameer Nair, COO, Star TV. For 
Ekta, the Creative Director, how- 
ever, viewer fatigue isn't an issue 
since “our presentation, character- 
isation and situations are very dif- 
ferent. We are 50 per cent aspira- 
tional, 50 per cent identifiable, 
which is unique to Balaji". 

What's also spooking analysts 
is Balaji’s near-total dependence 
on television programming for its 
revenues. As a competitor points 
out, Balaji has been unable to lever- 
age the powerful brand it has cre- 
ated by extending it into other me- 
dia avenues. If 95 per cent of the 
company's revenues are coming 
from television, it's Sony and Star 
that account for almost two-thirds 
of that, with Star itself contributing 
45 per cent. Analysts point out that 
such high exposure to one channel 
can have its downside, given that 
once the conditional access system 
is flagged off, viewership trends 
could change drastically. As Star's 
Nair explains, once viewership is 
affected, channels will have to rejig 
their costs, which in turn would 
mean lower realisations for pro- 
duction houses. 


Going For Growth 
One of Balaji’s problems is that 
it can squeeze in only a certain 
number of soaps on prime time 
(currently it garners close to 65 
per cent of the ratings during 
prime time). So how then does it 
increase its programming hours? 
Simple, by expanding the prime 
band, which conventionally be- 
gins at 8 pm and ends by 11.30. 
The Balaji brass hopes to create 
three additional half-hour slots by 
extending prime time from 7 pm 
right up to midnight. 

Getting on new channels is also 
part of the strategy to increase 
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programming hours. Although 
Balaji today isn't on Zee for the 
time being, it's opened up a slot 
on Sahara, plans to get back on 
Doordarshan (the national chan- 
nel as well as DD Kerala and 
Bangla), as well as on Sun Tv, in the 
process increasing its regional pres- 
ence. V. Devarajan, CFO, reveals 
that the plan is to make regional 
programming account for 20 per 
cent of revenues as against the 15 
per cent contribution currently. 
Along with weekend programming 
slots, Balaji will be adding some 
seven hours of additional pro- 
gramming (including two hours of 
regional programming), thereby 
taking its total programming hours 
to close to 40 per week. — 

Yet, if Balaji has to maintain the 
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10.13 per cent with a foreign in- 
vestor. “What’s stopping him from 
doing it again when he needs more 
money to make another film," 
asks an equity analyst at broking 
firm. Ajay Patadia, President 
(Corporate Affairs), is quick to 
point out that making movies un- 
der the Balaji Films banner is infi- 
nitely wiser than exposing the tel- 
evision programming company to 
the vagaries of the higher-risk mo- 
tion picture business, 

Jeetendra, for his part, is at pains 
to explain that he'd never do any- 
thing to hurt shareholders in Balaji 
Telefilms. “I treat the company like 
God. Post-IPO, I live in the same 
bungalow, drive the same Mer- 
cedes, have the same office. I don't 
take any money home. We put 


SPECTACULAR GROWTH, BUT CAN IT CONTINUE? 


Year | 2001 
Sales — 49.7 
Net profit 44. 
Sales growth (96) 146.5 


Net profit growth (%) — 1.6 
*Estimates by JP Morgan 


furious pace it's set, the non-tele- 
vision-based plans will have to be- 
gin kicking in soon enough. 
Jeetendra talks about a Rs 3-crore 
film he's made with Sohail Khan as 
the hero, where he's already cov- 
ered the cost by selling overseas 
rights for Rs 1.5 crore, satellite TV 
rights for a little over Rs 1 crore, 
and the music for Rs 80 lakh. *The 
business looks good,” he beams. 

= What doesn't look as good for 
shareholders, though, is Jeetendra's 
penchant for making bigger-budget 
movies within Balaji Films. 
Nothing wrong with that—as long 
as the star doesn't dilute his stake 
in Balaji Tele to fund his big-screen 
ambitions. He's done it once, 
when he made a placement of 


2002 2003* 2004* 
113.1 191.6 221.6 
29.0 61.2 70.4 
127.7 69.4 15.6 
566.3 110.8 15 


All figures in Rs crore unless otherwise mentioned 


everything into the company." 

In an industry that's notorious 
for the lack of systems and lack of 
governance, Jeetendra and family 
are leaving no stone unturned to 
convince investors that they come 
first. The promoters' shadow looms 
large over the company but coo 
Rajesh Pavithran maintains that 
*the Kapoors give ample space, and 
respect professional advice." Exa- 
mple: The professionals’ idea about 
test-marketing family-based shows 
in China (either dubbed or sub-tit- 
led), or alternatively providing them 
the scripts, has been approved. Cle- 
arly, Balaji needs many more such 
bouts of inspiration to ensure that 
the success saga goes on and on— 
just like the saas-babu soaps. E 
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Prahlad kaklo: 


Brainstorming session: (L to R) Coca-Cola India's S 


anjiv Gupta, ad-film maker Prahlad Kakkar, Professor Jagdish Sheth, 
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McCann-Erickson’s Santosh Desai, and Amoretto's Jayant Kochar at Business Today's Knowledge Management Forum 


Using That 
Brainware 








Business Today's Knowledge Management Forum, ‘From Knowledge To Profit’, 
threw up some interesting points to take home and mull. A report. 


AUNTING WORD, THIS—KNOWLEDGE. ALL THE 
more so when applied to business. It was a 
good thing, then, that Business Today's 
Knowledge Forum, on converting this pre- 
cious intangible to hard cash, restricted itself to the man- 
agement of intellectual assets in general, and brands in 
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particular. The theme: ‘Building Winning Brands’. 
Restricted itself? Maybe not. Brands are brands. 
They are about as amenable to being restricted as an 
idea whose time has come. Much the same can be 
said about the views that marketers and academics 
have on managing brands. A perfect setting, then, for 





a good exchange of views among some of India's 
most renowned brand junkies. It was in the fitness of 
things too, that Seagate, exchange4media, and 
brandprophet, which helped put the forum together, 
were brand junkies too. 

The forum's first speaker, Dr Jagdish Sheth, kicked 
off the morning session at The Imperial Hotel, New 
Delhi. “Consumer product marketers are way behind 
industrial marketers in understanding the branding 


process," said the good professor from Emory 


University’s Goizueta Business School, creating an in- 


stant stir in the hall. *The only segmentation that 
works is price,” he elaborated, “whilst consumer prod- 
uct marketers give too much spin to demographics, psy- 
chographics et al." Further, industrial marketers— 
think GE or UPs—are masters of placing emphasis on the 
mother brand above all, and then extending it across 
product and service categories with élan. This works be- 
cause to industrial marketers, branding is process- 
driven, rather than a programme run by some 'mar- 
keting department’, and the brand values are reflected 
in everything that they do, across functions. 

Sheth also attacked that other practice that's in 
vogue—of launching market-specific brands in mar- 
kets with a different cultural context. The result? An 
expensive portfolio. “Most big brands in packaged 
goods are like huge mansions over the river Rhine," 
he scoffed, *Good to live and look at, but very high 
on cost maintenance." That's poor branding strategy, 
in his view, and it's so much better to have one big 
mother brand doing the job across the world. “The 
fact is, when people accept your brand, they begin dis- 
associating strict cultural context from usage." Look 
at Wal-Mart, which has created a “truly classless 
brand" by ending the price-quality trade-offs that 
were being forced on shoppers. Doing this, he said, 
involves just about every part of the business. 

That was just the right note for the next speaker, 
Coca-Cola India’s Deputy President, Sanjiv Gupta, to 
begin addressing the issue of ‘Value Creation’. His 
company, after all, is known to value branding on an 
almost philosophical plane—clearly something that 
occupies the management at the very top level. 
*What we do," began Gupta, *is strengthen the con- 
nection between the product and the consumer. It en- 
riches the experience of the consumer whenever he 





d CHARLES H. KELLSTADT PROFESSOR OF MARKETING, 

3 GOIZUETA BUSINESS SCHOOL, Emory University, USA 

_ “Marketing was just an afterthought to 
. manufacturing, and, therefore, never had a 
j capital budget of its own, only an annual 


pense account. If you look at big brand 





companies, manufacturing/IT have brought 


down their costs tremendously, but no one yet 


- Speaks about productivity of marketing.” 


or she interacts with the brand." In real terms, rein- 
forcing the brand promise is a complex job, involv- 
ing behind-the-scenes value creation through activi- 
ties as diverse as water conservation and supply- 
chain efficiency, as well as the upfront engagement of 
the *passions of India" (cricket, for instance), which 
often needs different connectors for different parts of 
the country (Durga Puja in West Bengal, for example). 
Pricing isn't the cola focus. 

And it's not just cola, for Gupta. There's the low- 
priced Sunfil powder to make soft drinks accessible to 
larger numbers, and the Georgia tea and coffee initia- 
tive—which has adapted its flavours to the country re- 
gion by region. In Gupta's view, that's a pragmatic way 
to handle diversity, even if Sheth disapproves. 

If passion-tapping is important, can consumer insight 


Brands are brands. They are about as amenable to being 
restricted as an idea whose time has come. Much the same 

can be said about the views that marketers and academics have 
on the business of managing brands 
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Sanjiv Dph, 


. DEPUTY PRESIDENT, COCA-COLA INDIA. 


.. "Where both brand and category development is is 
. high, we believe the focus should be on price 
. positioning and the price target. Where category 
.. development is low and brand development is 
. high, we need to develop relevant insights." — 


generation be far behind? That's precisely what Santosh 
Desai, President of Coke's agency McCann-Erickson in- 
dia, spoke about. “To my mind,” he began, “insight is 
elusive. It’s difficult. It isn’t a process thing. Insight is not 
about seeing new things, but seeing old things in a 
new way.” In that sense, it’s about originality. The 
sort, however, that could also be seen to be obvious. “It 
is retrospectively self-evident.” The trick, he said, was 
not to let marketing get “too caught up in itself”, but to 
explore “the other 98 per cent of our lives, as human 
beings” (rather than ‘consumers’). 

Any insight examples? Oh yes, Desai had plenty. 
Cricket as a “Brahminical sport”, for one. “It’s about 
superiority of form over content,” he remarked, send- 
ing a light flutter through the hall. Then, more con- 
troversially, marriage. “It’s about keeping intimacy at 





Santosh Desai _ 


PRESIDENT, McCANN-ERICKSON INDIA 


“Brand value is nothing but the meaning that TE 
attached to the product. You have a product and — 
it gets surrounded with additional meanings. So — 

Coke is not just carbonated sort of water, but has — 
a host of meanings associated with it." - 


bay,” he said, “it’s a relationship between two families.” 
And then, the Sip In India, a symbol of *greasy 
modernism", yet fairly modest as a garment. 

Perhaps not the ideal point for the former Lacoste 
man to begin his own speech. No problem. As the 
Chief of Amoretto’s, a retail enterprise, Jayant Kochar 
spoke on the ‘Service Attitude’ rather than the social 
symbolism of garments. To him, “A brand denotes 
values and functions”, but a brand must also have a per- 
sonality, which ought to be created by the brand po- 
sitioning (broadly, the stance it strikes in consumer 
mindspace). It can also be seen as arithmetic, he added. 
“Successful brands deliver value. Value is equal to 
benefit minus cost.” How does a Rs 1,500 product de- 
liver Rs 5,000 of value? Service. 

"You've got to fight for share of time,” continued 


In real terms, reinforcing the brand promise is a complex job, 
involving behind-the-scenes value creation through activities as 
diverse as water conservation and supply-chain efficiency, as well 
as the upfront engagement of the "passions of India" 
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MANAGING DIRECTOR, AMORETTO'S 


"The customer is not always right. Customers 
often act like monkeys. But you've got to treat 
them well. We say the customer is King, and we 
also expect them to be loyal to us. Were kings loyal 
to there subjects, or the other way round?" 


Kochar, highlighting the key retail challenge. 
"Anything that keeps customers away is competition 
for us." Plus, a note of warning: getting preoccupied 
by the material aspects—the convenience, ambi- 
ence and so on—risks a failure to “understand 
needs, communicate, empathise, care for, and enter- 
tain the customer". 

Did someone say ‘entertain’? Aha. That's a word 
that's almost synonymous with Prahlad Kakkar, an 
adfilm maker who's spent considerable time in the 
cola trenches. And true to style, his speech was a bar- 
rage of reality bytes. *You're only as good as your 
last job," he started, before making his case for letting 
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Prahlad Kakkar, 
AD FILM MAKER 


"You need to be flexible. The system will bend 
you, if you are not agile. The greatest ads happen 
by accident, not deliberation. You'll find great ads 
in dustbins of ad agencies. When people have 
nothing to lose, they become creative." 


brand integrity dictate the job. *No work is so impor- 
tant that you compromise dignity and professionalism. 
You should have such belief in yourself and your idea 
that you could walk away if others don't believe you." 

It's all about ideas, said Kakkar, and there's no for- 
mula for that. Even if it looks nicely thought out and 
formulated later. *All rationalisation is done in the 
hindsight," insisted Kakkar, *But there are no rules. 
There are paradoxes to great ideas." A test of a good 
idea, though, is that it should transcend execution. 
Further, *There are no right or wrong decisions. 
There are only decision or lack of decision." And 
that’s plainly a matter of courage. @ 





néh we Say we turn on ideas, we mean it. 


gatêhas some of the brightest minds working exclusivly on taking storage 
nology to unparalleled heights. Our technology advantage has enabled us to 
isistently set and then shatter world records with the highest performing and 
gest hard disk drives in the industry. And ensured that you get products 

t are always on the leading edge. 


Seagate 


We turn on ideas 
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FIRST TAKE 


Inside Reliance 
Life Sciences 








No, that isn’t a RLS lab, the secretive 
company wouldn't allow any of its labs 

to be photographed. Still, here's what the 
Ambanis' eye-on-the-future venture is up to. 


BY VANDANA GOMBAR 


WENTY MONTHS SINCE IT WAS NAMED BY 

the United States National Institute of 

Health as one of the 10 institutions 

around the world that had established 

embryonic stem cell lines—clusters of 

super-cells, each holding the code requi- 
red to form a complete human body —nothing much 
more is known about Reliance Life Sciences, apart 
from the fact that its skin-grafting product may soon hit 
the market. That could be because RLS is actually a pri- 
vate investment of the Ambanis, not a RIL subsidiary. Or 
it could be because the company, as its execs steadfastly 
maintain, is still in the R&D stage with no major 
announcements to make. 

Whatever the reason, RLS has shunned the lime- 
light, something that isn't really possible given the 
global paucity of stem cell lines. Of the 64 active stem 
cell lines in the world recognised by NIH, it has seven. 
And it has a few more outside those recognised by NIH. 
For the record, any company that can crack the code of 
these cells can programme them to grow into any hu- 
man organ. Regenerative medicine, here we come! 
Institutions in India and elsewhere have approached the 


UMESH GOSWAMI 
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company to source its stem cell lines but RLS has dec- 
lined to sell, even share. All that has only managed to 
add to the buzz surrounding the company—static of the 
sensational variety that may actually not be out of 
place. Circa April 2003, RLS has managed to differen- 
tiate stem cells into organs in some animal stem cell 
lines. Whoa! Says Mukesh Ambani, Chairman, Reliance, 
"Medical biotechnology and plant biotechnology present 
significant opportunities. Reliance is prepared for a long 
haul in these areas to bring biotechnology to benefit life 
and living systems in a cost-effective and sustainable 


“Reliance is prepared for a long haul to bring biote 


benefit life in a cost-effective and sustaina 





manner.” Expectedly, there are a clutch of willing 
suitors (DuPont Chairman and CEO Chad Holliday 
included) waiting in the wings to partner RLS, something 
the company isn’t averse to as long as the relationship 
involves the cross-licensing of technology. 


Skin For All 

You still can’t order a replacement liver or kidney off 
the shelf—that kind of development is years away— 
but you may soon be able to transplant some cells that 
regenerate damaged liver, kidney, and pancreas cells. 
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bt biotech 


What you can also do soon—very very soon—is buy 
one of RLS' skin solutions before the end of 2003 or 
early next year. This will be the first commercial of- 
fering from the Reliance Life Sciences stable. 
Cosmetology is the ultimate objective—think skin 
jobs, think Michael Jackson—but to start with, the bio- 
engineered skin will be used to treat burns. For reasons 
we'd rather not explore, there is a huge burns-treat- 
ment market in India. People with severe burns need 
skin grafts; in cases where adequate skin isn't available 
for grafting, a thin transparent layer of bio-engi- 
neered skin will be used to induce the body to generate 
new skin tissue. The cost? “Affordable,” say RLS execs, 
and far below international costs, which puts the 
price of a 10 cm by 10 cm temporary skin 
patch at around Rs 3,500. But with the 
added benefit of hospitalisation — - 
time coming down from as | 
much as six months to a few 
weeks, not too many peo- 
ple are likely to protest. 
Clinical trials for 
the skin product will 
begin shortly. Part of 
the work on the bio- 
engineered skin is 
being carried out at 
Mumbai’s Hurki- 
sondas Nurrot- 
umdas Hospital and 
Research Centre. 
This writer visited 
the hospital, but could 
see nothing in its very 
ordinary appearance to 
suggest the import of the 
work that was going on ins- 
ide its confines. That understa- 
tedness is a recurring theme. Much 
like the Reliance Infocomm vision 
statement, RLS’ talks of “affordability” and 
“targeted at the lower socio-economic category”. 
Only, unlike what happened with Infocomm, you 
are unlikely to see Mukesh Ambani smiling at you 
from the cover of this magazine (or for that matter, 
any other) and telling you all you wish to know 
about RLS. 





- © Cord blood repository 


* Embryonic 
stem cells 


* Therapeutic 
proteins — .- 


RELIANCE 


The Foundations Of Life 

The Ambanis were clear right from the time they inv- 
ested in Reliance Life Sciences that medical and 
plant biotechnology presented a more immediate 
opportunity than industrial biotech. Within this, it 
is regenerative medicine that RLS has identified as the 
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* Assisted reproduction facility 


LIFE SCIENCES 


"The RLS Domain 


Y mes 


mother lode. Today, the company is working on 
three distinct areas of stem cell research: embryonic, 
haemopoietic (related to blood cells) and mes- 
enchymal (bone- and cartilage-related). Haemopoietic 
stem cells can be found in the umbilical cord blood 
(or just cord blood) and have the capacity to create 
new blood cells. That makes this line of research crit- 
ical in the treatment of thalassemia and leukemia, 
among other blood-related disorders. RLS has a one- 
of-its-kind repository of haemopoietic stem cells. It 
has branded its offering Relicord and is in talks 
with physicians to use them in actual transplants. And 
mesenchymal cells can differentiate into any non- 
blood cell, including bones and muscles. 
In addition to these streams of stem 
cell research, RLS is also doing 
some work in the area of plant 
biotechnology, trying to 
harvest cells with thera- 
peutic properties from 
plants. And its pure 
R&D work is com- 
plemented by 
small divisions 
that offer such 
services as con- 
tract research, 
molecular dia- 
gnostics and 
assisted repro- 
duction. 

Over the next 
two years, RLS' cur- 
rent workforce of 
— 110 will increase five 

times. And the company 
will move to a massive 

Kvaerner built-to-order facil- 
ity near Mumbai by March, 
2004. This, say company execs, 
will have the works—animal 
houses, green houses, even pilot manufacturing faci- 
lities. That won't take too much money; the Ambanis 
plan to invest an additional $20 million (Rs 96 
crore) in the venture (they have already invested $5 
million, or Rs 24 crore, over these two years. Their 


* Haemopoietic stem cells 
* Molecular diagnostics 


* Genetic testing 
services 


instructions to the people in charge of RLS are to just - 


build the foundations of the life sciences business and 
launch exploratory forays into emerging areas, a 
precursor to deciding what the company's focus 
should be. Patents dealing with stem cell research and 
molecular therapeutics have been filed in India, the 
US, and other countries, says one exec. ^When it hap- 
pens, it will happen big." 
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HE REVOLUTION IN INFORMATION AND 

communication technology (ICT), through its 

various manifestations, has created a major 
impact on many aspects of society. The internet, in 
particular, has had considerable influence on how 
business is done. It has provided corporates and in- 
dividuals access to an unending storehouse of in- 
formation from almost anywhere in the world, 
on practically any subject. Access has become eas- 
ier and cheaper. E-commerce has transformed 
‘brick and mortar’ companies into ‘click and mor- 
tar' ones. These developments have made real the 
cliché of any information, anywhere, anytime, and 
through any access device. 

All this is made possible by information tech- 
nology and communications. While this has created 
new opportunities and jobs, it has also led to the de- 
mise of certain functions. Technology has brought 
the producer and consumer into direct contact. 
The consequent elimination of middlemen has 
added a new buzzword to the internet lexicon— 
dis-intermediation. In the hey-day of the dotcom 
boom, a large number of entrepreneurs saw this as 
the sure-fire formula for making millions. While the 
vast majority of such ventures have fallen by the 
wayside, some—like Amazon, e-Bay and Baazee— 
have survived and are thriving. These are basi- 
cally based on direct contact between buyers and 
sellers, cutting costs by eliminating intermediaries; 
hence, dis-intermediation. 

The IcT revolution has, however, another vital 
facet too: the so-called death of distance or, more 
graphically, the end of geography. Advanced com- 
munication technology has extended its reach so 
widely that no longer is any place “remote”. At 
the same time, costs have come down so drasti- 


cally that distance is no longer a variable in deter- 


mining communication costs. In fact, with satellite 
technology, the communications path between any 
two points, whatever their geographical distance, is 
practically the same. Little wonder then that an 
STD call will soon cost only as much as a local call. 

While most commentators have discussed this 


KIRAN'S KORNER W Kiran Karnik 


Disintegration For Survival 


Disruptive, new technologies herald the death of multi-functionality in corporations. 


macro aspect of new communications technology, lit- 
tle attention has been paid to the crucial impact it 
will have at the micro level, within an organisa- 
tion. Business requires a number of functionalities. 
These are combined into a single entity (an organi- 
sation) because this is seen as the most efficient 
means of ensuring interaction between them. Vertical 
integration, by coalescing backward or forward 
linkages (oil refining with exploration, or with retail- 
level sales outlets) is a similar attempt at reducing dis- 
tance between different operations and thus cap- 
turing greater amounts of the value chain. What 
ICT has done is disrupt this model. The cost—in- 
cluding efficacy and efficiency—of communication 
is independent of distance. Therefore, the relative ad- 
vantage of having all activities under one roof no 
longer exists. On the other hand, as specific functions 
are handled by specialised companies, they are able 
to get economies of scale and efficiencies from spe- 
cialisation. Thus, a production-oriented company 
may completely outsource its marketing require- 
ments. À marketing company may contract out all its 
production like Coke has done. This approach en- 
ables a company to focus and build on its basic 


- strength, or core competence. 


As these trends accelerate, triggered by ever- 
newer developments in ICT, organisations will have 
to disintegrate. Not only will there be a huge in- 
crease in outsourcing—of which we are beginning 
to see signs, and which is already benefiting the 
Indian IT industry—but companies will need to 
adopt this as a survival strategy. Interestingly, 
those other, macro nodes of coalesced functional- 
ity—our cities—too will face the same choice: dis- 
integrate and disperse the various elements, if you 
want to survive. 

Prepare, then, for the organisation (corporate and 
societal) of tomorrow: lean, mean and limited to core 
functions. The age of the multi-functional behe- 
moth, like the dinosaur, may well be over. [fl 


These are the personal views of author and not necessarily of NASSCOM. 
The author can be reached at kkarnik@nasscom.org 
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Interview With Richard $. Bobrow, 


CEO, Ernst & Young 





“Our Consulting 


Is Focused 


Around Our 
ompetencles ' 





T IS TRULY THE SEASON FOR 
visits by Big Five (Oops, 
make that Big Four) au- 
dit firm CEOs. First it was 
PwC CEO and Managing 
Partner Samuel A. DiPi- 
azza Jr, who came calling. 
Then it was the turn of Ernst & 
Young CEO Richard S. Bobrow—he 
was down for an international 
partner meet in Jaipur recently. 
Bobrow spoke to BT about the 
lure of India—he claims it has 
great growth potential—and the 
progress of his firm’s efforts to in- 
tegrate Andersen operations into 
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its fold across the world (India inc- 
luded). Unlike some firms that 
wouldn’t touch Andersen alum 
with a bargepole, E&Y picked some 
27,000 of them. Excerpts: 


Last year, 2002, was a year of scandals 
for the global audit community. How 
has this changed the business? And 
can we be sure that such things will not 
happen again? 

There is nothing to suggest that. 
Somewhere, sometime in the fu- 
ture, it will happen again. A com- 
pany will go under, there will be an 
investigation, and we will say, “How 





could this have happened?” 

It’s a very complex world out 
there with thousands of public 
companies with different manage- 
ment styles, business models, and 
business cycles. India is very for- 
tunate that it has a economy that 
continues to grow. So is China. 
The rest of the world has more 
pronounced ups and downs. 


Surely, the audit community must have 
learnt some lessons? 

There have been some regulatory 
changes. We have also been foc- 
using on our own efforts to make 


sure we put the right infrastructure 
and methods in place. 

From a legal and regulatory 
standpoint, this has the effect of 
increasing the roles of audit com- 
mittees and boards in the rela- 
tionships of companies and their 
auditors. We see that as a big pos- 
itive. It also has the effect of lim- 
iting or prohibiting some services 
we have historically provided cus- 
tomers. In some cases the boards 
and audit committees themselves 
aggressively define what services 
they want us to perform if we do 
the company's audit. 


How much is the audit community to be 
blamed for the mess? 

A lot of people have to stand up and 
take responsibility (for what hap- 
pened): managements, boards, audit 
committees, accounting firms, in- 
vestment banks, even law firms. In 
hindsight, the entire bubble econ- 
omy is something you wish you 
could have avoided. 


But public perception is that 
auditors often collude with company 
managements... 

That is the perception, but unfor- 
tunately, there is a gap between 





that and reality. The standards in 
audit are such that even we find it 
difficult to catch all frauds—we 
aren't expected to. 

If we had to do that we would have 
to look at every single transaction 
and make sure it was reported ac- 
curately. At the end of the day, our 
opinion is simply based on financial 
statements. We ensure that these 
statements are fairly presented. We 
do take a lot of care over this, but it 
is not a 100 per cent review of 
every transaction the company has 
ever done. The public is entitled to 
its opinion, but it isn't fair. 
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You have taken in lots of Andersen 
professionals. How have you integrated 
them into your operations? 

There were a lot of talented people 


that were, in a sense, victimised. 


So were their clients. The failure of 
the company isn't synonymous 
with the failure of the audit 
process. We feel we were lucky to 
have been able to attract 27,000 
Andersen people from around the 
globe to join us—they have ap- 


plauded our methodology of 


checks and balances. We have a 
group that is not part of the en- 
gagement team (which does a com- 
pany's audit). This team has the 
responsibility of reviewing techni- 
cal issues—they have the last word. 


Have you got rid of the shredders yet? 
We didn't have any in the first place. 


So, you hired 27,000 more people at a 
time when most other audit firms were 
downsizing. Do you plan to hive-off your 
audit practice into a separate company? 
No, we have no intention of sepa- 
rating the audit practice. We think 
that would not be in the best inter- 
est of our clients. They understand 
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that the knowledge we gain from 
audits helps us add value in various 
areas. Very few people understand 
a company the way we do. 

We started off as a simple audit 
practice 100 years ago. Then clients 
began to request other services 
from us. They valued our finan- 
cial analysis, transaction sophisti- 
cation, the ability to understand 
risk. They thought these things 
could add value to their business. 
So, if we have ended up a diversi- 
fied, robust global business, it is 
purely due to the needs of our clients. 





Separating audit wouldn't help 
anyone. It wouldn't help us because 
we have invested a lot to build this 
firm. For instance, the connection 
between audit and taxation and our 
ability to provide tax advice is clear. 
It wouldn't help clients because they 
have to reinvent the wheel by going 
to a new firm to do something their 
audit firm once did. We think the 
entire dialogue about separation is 
overblown. We cannot imagine any 
of the firms seriously considering 
it. In your industry you have people 
trying to sell advertising space to 
companies. And you have people 
writing about companies, sometimes 
the same companies. The same way, 
we have separate tax and audit peo- 
ple. My point is, professionals can 
maintain the line. 

Over time, we have been suc- 
cessful in managing a large or- 
ganisation. We had around 85,000 
people before the integration be- 

gan. Going from 85,000 to 
1.10.000 was a challenge but not 
an overwhelming one. We had to 
integrate technologies, the finan- 
cial systems, the people systems— 
the salaries. Now, 95 per cent is 
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done. Our cultures were alike. 
We were both firms that were 
market focused, oriented towards 
the development of people. 
Andersen's business philosophy 
was global. E&v has always been 
successful in winning new busi- 
ness by leveraging global teams. 
We are strong in technology and 
financial services. Andersen is 
strong in hospitality, energy, an 
financial services. The combina- 
tion has made us stronger. 


You speak about professionals be- 
ing able to maintain the line. But 
clearly there was some overstepping 
of this in the Enron case. Andersen 
allegedly received large consulting 
fees from Enron. 

That is the allegation. You must 
also be knowing that Enron paid 
$27 million as audit fees to 
Andersen. There has not been a 
fair analysis of the fees and the serv- 
ices the firm was rendering. 


Your clients may have encouraged you 
to diversify, but what about compa- 
nies today? Are they reluctant to have 
their audit firms render other services? 
Most firms are not excluding us 
from other work—very few are— 
but all of them are seriously con- 
sidering whether they want to use us 
as much as they did in the past. 
We have seen a change in compa- 
nies, yes. In some cases, a large 
PricewaterhouseCoopers client may 
want us to do some work for them 
rather than pwc. This is happening, 
especially with firms that wish to di- 
versify their professional service 
providers, but most companies don't 
do it unless they believe that the 
total quantum of advisory fees far 
exceeds the audit fee. 


Do you see changes happening in 
the US GAAP? For instance, will we 
see some of the European standards 
of principle-based accounting being 
adopted? 

The US has historically been proud 
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"India is an important 
practice for us. It is 
the one market that 

has seen uncommonly 

high erowth in all 
businesses. We have 

seen spectacular 

erowth here" 


of its systems, so convergence will 
take time. The leaders of FASB 
(Financial Accounting Standards 
Board) and heads of companies 
are looking for change. That 
means things will move faster. 
Today, the US may be far more 
willing to consider aspects of prin- 
ciple-based accounting. 


Do you think the regulatory process 
has swung to the other extreme now? Is 


all this regulation stifling business? 
We are actually pretty comfortable. 
We knew there had to be a reaction 
to the happenings of te past two 
years. We support the principles of 
the Sarbanes-Oxley (act). And we do 
not believe the regulations have 
gone too far. There is still one act 
left to play out—public company ac- 
countability oversight boards. We 
used to conduct peer reviews of 
firms; now this board will do them, 
and we would like to wait and see 
how it is implemented. 





sae e SR 


Last word. What is it that is prompting 
all audit firm CEOs to hit the India 
trail? The PwC chief was here; you are 
here now; and the KPMG chief comes 
calling in June. 

It's the weather. 

No, actually, India is a very 
important practice for us. It is the 
one market that has seen uncom- 
monly high growth in all busi- 
nesses. We have seen spectacular 
growth here. El 
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[DEB Inc., a multi-faceted organization, is involved in construction, 
hospitality, manufacturing (Formwork Systems) and the promotion 
ofreal estate projects. UKN Properties Pvt. Ltd. is a company with an 
impressive reputation built over 30 years as a pioneer in innovative 


real estate development. 


Sigma Mall, Bangalore & Hyderabad Sigma Soft-Tech Park, Bangalore 

e Centrally located e 300,000sq.ft built-up area each e 320 / 200 car e 450,000sq.ft facility located in the IT Corridor 
parking facility e Central A/C e Professionally managed with latest (9km from international airport) e OFC & DLC 
infrastructure supports e 6096 space already booked by leading (BSNL) e Central A/C & 100% power back-up 
brands in retail, entertainment, leisure and F&B e Professional Facility Management e Alpha 


Block operating in IT-enabled services spher 


e 100,000sq.ft Beta Block ready for operation 
Springfields Residential Complex, Bangalore 
e 9-acre property with 8296 reserved for lung space e 2/ 3/ 4-bedroom apartments (including 4 penthouses) e Landscaping by - 


international experts e State-of-the-art leisure facilities e Eco-friendly waste management system e Design based on Vaastu 


IDEB + UKN vennin: 


guidelines e 80% of Phase I already sold 


For details contact: Tel: 080 - 558 2166 / 558 6263. Mobile: 98452 91690 / 98451 22595, Fax: 080 - 559 6904. E-mail: mktg@sigma.co.in 
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ilicon Valley 


For investors it is a mean world. Along with falling interest rates their hopes are 
hanging in fire. But the optimists survive. Bangalore offers you diverse investment 
options in property. And it is an alluring invitation. 





History reveals that risk is synonymous with rewards. 
Risk analysis and assessment educate us about how 
to behave scientifically and responsibly in the face of 
uncertainty. 

With the idea of reviving stock markets Jaswant Singh, 
FM had already sent a message to millions of investors 
through Budget 2003-04, a message that the risk and 
returns are closely related. Live up to the expectation 
of market trends if you dream higher returns. 


For the last three years investors were worried and 
often mystified about the fate of their money saved. 
Defying their expectations, the budget squeezed interest 
rates significantly. Banks’ fixed deposit interest rates 
have moved southwards while provident fund rates - 
the most trusted/ secured investment option for 
investors - has gone down from 12% to 8% within a 
span of 3 years. Returns from all small saving schemes 
including NSC, Post office savings, MIP's and Kisan 
vikas patra have come under axe. Gold prices are 
fluctuating, showing signs of fatigue and waiting for a 
new direction. Now the best option your financial 
consultant could suggest is investment in property 
and BANGALORE, the fastest growing city in Asia, is 
the most favored destination. 


During the tranquil days of the late seventies Bangalore 
was renowned as Pensioner's Paradise, providing a safe 
home for the retired community of India. And since 
then acquired many prefixes/ qualifiers like ‘the garden 
city’, ‘Silicon Valley’ and ' the biotechnology hub'etc. 


at the same time retained its literal meaning 
Kalyananagara or the 'City Auspicious'. The 
unprecedented boom witnessed during the early 1980's 
turned the real estate market topsy-turvy and the 
skyline of Bangalore changed permanently..It was a 
journey of no return for the developers as they amassed 
fortunes overnight. Within a short span of time -during 
late 1980's - sluggish demand crushed the opportunistic 
builders, and the committed, truly professional 
organizations, survived. The following years, till the late 
90's, were not a joyous ride for real estate sector. It 
was very much a buyer's market and those who accepted 
the reality accounted healthy returns. Rates were 
steady, even stagnant at times, and it was an acid 
test for the real estate development sector. Today, 
Bangalore has evolved as an 'International City’, living 
up to the expectations of 57 lakh inhabitants and a 
huge floating population of about 10 lakh. 
What makes Bangalore an attractive investment 
option? 


Bangalore, the fifth largest city of India continues to 
draw attention worldwide and greet its visitors with 
salvias climate, cosmopolitan lifestyles and lush gardens 
and lakes. The chivalrous nature of its residents and 
their receptive attitude is a remarkable strength of 
the city. After liberalization, Karnataka has become the 
most preferred destination for foreign direct investment 
that flowed into India consistently Having one of the 
most technically qualified workforce in India, the city 
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Golden Gate Properties - 
Unlocking revolutionary vistas in space 
management, affordable pricing and 
unmatched quality. Come feel the experience! 


Living a life. Fully... Welcome a new array of landmarks from Golden Gate Properties. By employing contemporary design techniques, 
efficient space management and optimising resources, we are all set to offer a generation of projects of unmatched quality, yet 
surprisingly affordable. Homes and commercial space that are built around you and your needs. Just turn the key and see for yourself! 





UPCOMING PROJECTS IN BANGALORE COMPLETED PROJECTS IN BANGALORE 
Sarjapur Close to 
Ring Rd.: 72 Deluxe 2/3 BR Koramangala: 30 2/3 BR luxury 
Flats HSR flats for discerning residents 


Layout: 250 Flats spread across Near Madiwala 


J 2.9 acres “Re Lake: 140 Apartments 
GOLDEN RESIDENCY Sarjapur Rd.: 120 Exclusive Row GOLDEN MILLENNIUM and 3 exclusive Villas 





Houses 1600 units of Villas & Row Houses : Millers Road: 50,000sft of prime commercial 
spread across 100 acres creer. space- + ample parking 


Close to 
Koramangala: 60,000 sft of 
stylishly designed commercial 


Space Near 
Koramangala Indoor Stadium: 
Prime commercial space amidst 





space Hosur Road: the IT District Off 
A Residential township spread Sarjapur Rd.: 132 apartments 
over 180 acres GOLDEN MALL sprawled across 1.5 acres GOLÜEN CORNER 


BANGALORE: Corporate office: Golden House, 820, 8th Block, Koramangala, Bangalore - 560 034 Tel: 5705555 (10 Lines), 5522641/642 e-Mail: ggpflbir@bir.vsni.net.in 
Project Office: 96, 7th Cross, 16th main, 4th B Block, Koramangala, Bangalore 560 034 Ph: 5522641/642, 5705555 Telefax: 080 5533345 


HYDERABAD: Gulmohar Avenue, Rajbhavan Road, Somajiguda Hyderabad - 500 082 Tel: 23324157, 23301525 


www.ggproperties.com 


www. DISHACOMM.com 








. In the world of IT infrastructure developers, DivyaSree Developers is the name to reckon. — | 
Deriving rich experience from the past the company thrive on quality, blending designs with functional efficiency. The company's 
impressive client portfolio includes global business groups like Cisco Systems, Sun Microsystems, i2 Technologies, Ernst & Young, 
Wipro and SCT and that is a testimony of DivyaSree’s commitment to quality, delivery and asset management services. The. 
company was able to complete the built-to-suit facility for US Multinational, Convergys, at DivyaSree Towers in a record 110- 
. day time and bagged the second contract for Convergys’ new facility at Hyderabad. 


f The Group is now rapidly moving to complete several new IT Infrastructure projects. DivyaSree Greens, a state-of-art IT Park 
located on the Airport-Koramangla Ring Road, offers a sprawling 5 lakh sq. ft. of space. DivyaSree Techno Park, yet another 
prestigious project, offers campus type environment in the EPIP Zone in Whitefield. | 


With every new project, DivyaSree offers innovation and adopts pioneering concepts to make business a pleasure for its clients. 
From captive power plants to continuous monitoring of power distribution, from specialized air-cooling solutions to dedicated 
optic fiber connectivity, from health clubs to large cafeterias, DivyaSree projects mirrors global excellence. 


DivyaSree's mission is to remain as a trailblazer in property development and provide world-class products and services. 


Golden Gate Properties Ltd. is the flagship Company of Golden 
Gate Group established in Bangalore a decade ago.É The — 

. Company has completed several prestigious residential & 
commercial Projects covering almost an area of 4 lakh sq. ft. 
Even as a fledgling Company, it had already acquired a brand 
image of dependability & service, which has been the hallmark 
of the Company.É Needless to say, the Company is now poised 
. for a major expansion programme and has wide spectrum and 
range of Apartment Projects / Row Houses / Condominiums 
/ Commercial Complexes - all with serene surroundings with 
every conceivable amenities. 


K. Pratap, Managing Director, emphasis the philosophy of the 

. Company is to cater to the growing needs of individuals and 
families there by creating a contented 'happy family' concept.E 
. The Company has also kept in mind the road map and the 

. thrust given to the housing sector by the Government 
particularly in the high-growth IT Corridor.É This vision has 
been the guiding principle of the dynamic Director -Sanjay 
Raj who says “We are at an interesting stage in the development 
_of Bangalore City and its environs and the concept of public 
- private participation would vertically integrate housing and 
industry."É The Company has also carved a niche for itself 
in the IT segment and is very strongly prominent in the IT 
Corridor.É The Company has very dedicated team of 
. professionals in all the fields - Marketing / Engineering / 
Management & Public Relations and is led by their Sales & 
. Marketing Head E. Paulraj who firmly believes that there is 
no shortcut to quality and commitment save upholding and 
honoring the same with a steadfast purpose.E He says, "With 
Bangalore acknowledged as the Silicon Valley of India so 
amply demonstrated by the massive NRI investments / Projects, 
housing has to keep pace by providing state - of - the art 
facility that offers both the high life of the city and the glamour 
of the metropolis." 





flourished to become a hi-tech center for Indian 
companies as well as for MNC's. And the unparallel 
success is increasingly replicated in some of the other 
cities in India like Hydrabad. 

The IT revolution has already made its indelible footprints 
in Banaglore presenting employment opportunity to 
about 1.25 lakh people. If companies like Infosys and 
Wipro brought world attention, the current biotech 
revolution is reinforcing the status of Bangalore as a 
leader in research. In terms of investment in 
Biotechnology, Karnataka was able to attract Rs.750 
crore between 1990-2003 providing employment to 
more than 8,000 people. Bangalore had inscribed its 
success a long time ago in research and development. 
Henowned Government organizations like Defense 
Research and Development Organization, Indian Space 
Hesearch Organization, Aeronautical research center, 
Bharat Electronics, Gas turbine research center are 
only a few names in the list. 


When compared to other states, Karnataka have some 
of the best educational institutions in the world like 
Indian institute of science and Indian institute of 
management located at Bangalore.The state has also 
an impressive number of medical colleges totaling 85 
with nearly 5000 seats and attracts thousands of 
engineering students from all over India. 


Perhaps Bangalore has outgrown the expectation and 
imagination of its erstwhile planners! 
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Vakil Garden City is a veritable paradise situated on ^ nature. Vakil Garden City is in close proximity to Art of 
Kanakapura Road. Rarely does one get an opportunity to Living Center, Judicial Layout and premier educational 

get embraced by nature. Its where the best residential ^ institutions like Kumaran's, Delhi Public School, Valley 
practices merge flawlessly with the environs, giving birthtoa ^^ School etc. Only 15 kms from the city center, your home will 

place ideal for a home in every way. be far away from pollution and hectic hustle-bustle of city 

Choose from 267 plots or a packaged house with amazing ^ life, yet well within reach of the city. Like we said, nothing 
International features - all enveloped by the splendor of ^ shortofparadise! 


Vel 


BESSER ORES 


4 


 HOUSIN G DEVEL tUr MENT | UU 
Rd und oU, Lait] Sage 


Ph:080-51193293 (30 lines) Email:info@vakilhousing.com 
Visit us at www.vakilhousing.com 


Projects completion time: 365 days. Finance available from leading financial institutions. 





Vakil Housing Development Corporation is a company with an enviable track record and reputation for delivering projects on 
time, every time. At the helm are Vakil, the founder and MD of the company. Vakil started his career in the Middle East and after 
. two decades, moved to Bangalore. Slowly but steadily his company began transforming Bangalore's skyline for the better. 


Vakil has gained precious experience in the highly quality conscious Middle East market and the same experience and skills are 


being put to use in Bangalore to bring in international quality. 


Vakil Housing Development Corporation aims to bring about a revolution in terms of delivering quality at a price that surprise. 


Do you need a Proof? Then ask hundreds of families who decided to trust Vakil and invest their hard-earned money in its projects. 


Projects, which epitomize the Vakil vision: creating international quality living spaces at affordable prices. 


Spread out in some of the most preferred locations in Bangalore City, Vakil has successfully sold projects like Palm groove 
apartments, Palm spring apartments, Lake city residential waterfront layout, Vakil gardenia luxury apartments, Vakil satellite 
township and now much awaited Vakil garden city are a veritable treat to all quality conscious Bangaloreans. 





Kolte Patil, a brand name synonymous to trust and 
craftsmanship, is one of the established and leading developers. 
in Pune. With a vision that goes beyond the conventional 
. parameters of construction industry, Kolte Patil projects have 
always been in great demand. Some of the finest residential 
and commercial structures in Pune stand testimony to the 
organization's professionalism and commitment. 


. "Creation not construction" is the work philosophy of the 

group. Projects such as Green Acres, City Point, Patil Arcade, 
Patil Plaza, Patil Heritage and Maestros are best reflection 
that lends credence to the philosophy. 


. Today, Kolte Patil has established its presence in Bangalore 

. under the leadership of Naresh A. Patil (Director). The group 

has opened the doors of two immaculate projects called 

Floriana Estates in Koramangala and Whispering Meadows 

in Dollars Colony with delightful Jaipuri Architectural 

perfection. Surabhi campus on Bannerghatta Road is yet 
another marvel due for completion. 


There is an unprecedented influx of foreign as well as 
Indian companies for setting-up offices in Bangalore. 
We have already-seen companies like IBM, Britannia, 
Wipro, ABB, HP; etc who have moved to Bangalore 
apart from MNC's in..Electronic..City and ITPL. 
Being in the crux of an IT boom and Men boom the 





city is growing manifold. Interestingly there is no dearth 
of funds or verve to embark on the constant exercise 
of developing infrastructure. But time is too short and 
the Government machinery is driving on a fast track. 
The foremost problem that springs up to one's mind 
at this juncture is inadequate housing and commercial 
buildings. There will be more demand in the housing 
and commercial segment once the government progress 
on infrastructure development. Here is an opportunity 
for private builders. 

Along with the fast phase of development for more 
than a decade, there came an ever-increasing demand 
for commercial complexes, technology parks, 
entertainment centers, 

Export promotion zones and software campuses. Quality 
construction and architectural beauty coupled. with 
locational advantages marked the preference of 
Multinational giants. 

Hemember Bangalore has the most reasonable cost 
of construction when compared to other Indian Metros. 
The construction cost varies in between Hs. 1000 to 
Rs. 4000 per sq.ft. Moreover the state Government 
promotes the industrial, agricultural and service sectors 
with. great vigor that goes beyond political/ideological 
conflicts. and. bureaucratic. hurdles. Some of the 
prominent players like Ko te patil, Divyasree developers, 
Golden gate properti S. , Vakil housing development and 
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EIRAS inc: etc have established | their, grong base in 





Some of the finest 
properties in 
Dangalore and Dune have 


something in common. 


The Kolte-Datil Advantage. Result of an exceptional 


foresight and a solid building sense. From Kolte-Patil 
developers.The group that revolutionized the construction 
scenario with its peerless work philosophy - ‘Creation not 
Construction’. A unique approach that created some of 
the finest residential and commercial addresses in 
Bangalore and Pune. 


city 
point 


A Business Place 


City Point is an exclusively 
crafted business complex, 
enviably located at one of the 
major business nerve centersin og, Af- 
Pune - Boat Club Road and SAPERET 

Dhole Patil Road junction. In 

close proximity to the airport, railway station and other 
commercial establishments, City Point promise 
unmatched advantages. 
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USINESS COMPLEX 


City Tower - a scintillating § 
commercial tower elegantly jae 
located at one of the most [n al |] 

sought after upmarket locale in Aat © 

Pune - Dhole Patil road, invites ES 

you to conquer newer heights. gp 

Designed with world class amenities and matchless 
features, City Tower draws enviable attention. 


E-mail: kpdlblr@blr.vsnl.net.in 














A futuristic commercial complex located on 
Ganesh Khind road, Pune. Designed with 
ll. contemporary aesthetics and state-of-the-art 
construction techniques, City Mall offers total 
solution for your commercial and corporate needs. 


ROSE PARADE, Off Salunkhe Vihar Road. 
2,3 and 4 bedroom luxury apartments. 
3 & 4 bedroom raw houses 
e Clubhouse e Gym e Swimming pool 
e Children's play area e Community hall 


HILLS & DALES, Undri. 

Estancia - 4 bedroom independent bungalows. 
Chalet - cozy twin bungalows. Hacienda - 3 bedroom 
independent bungalows. 

e Eco-park e Children's play area € Swimming pool 
e Party lawns 


THE SOVEREIGN, Kalyaninagar. 
3 and 4 bedroom luxurious terrace apartment. 
e Recreation Hall 


LAPIZ LAZULI, Koregaon Park. 
3 and 4 bedroom luxury apartments. 
e Club house e Swimming Pool e Landscaped Gardens. 


WHISPERING MEADOWS, Rajmahal Vilas extension. 
2 and 3 bedroom luxury flats. 
e Club house e Swimming Pool e Health club. 


SURABHI, Bilekahalli, Off J.P Nagar. 
2 and 3 bedroom residential apartments. 
e Club house e Swimming Pool e Health club. 


FLORIANA ESTATES, Koramangala. 
2 and 3 bedroom luxury apartments 
e Club house e Swimming Pool e Health club. 


KOLTE-PATIL DEVELOPERS LTD. 


Bangalore: # 120, Ist floor, Lavelle Road, Bangalore - 560 001. Telefax: 080 2242803, 2243135,2120652,2120653. 


Pune :# 201, City Point, Dhole Patil Road, Pune - 411001. Phone : 020-6053700-05 Fax : 020-6053722. 
E-mail: sales@koltepatilbuilders.com Website : www.koltepatil.com 
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| IDEB Inc.a multi-crore organization is one of India’s leading construction and civil engineering companies. The organization 


ee has construction projects worth 250 crores under execution including Road works, Hotels, High-rise Buildings, Multiplexes, 

ete, IDEB Inc. also has i in its fold manufacturing unit (for formwork systems), Hospitality (fully furnished service apartments) 
(and promotion of Real Estate. Currently the company is developing 1.8 million sq.ft. of residential, commercial and multiplexes 
(m South India. Along with strategic partners) 


J 





' | UI KA (Properties Pvt. Ltd., is a company with an impressive reputation built over 30 years as a pioneer in innovative real 
5 i t t o" iy 
E 


jr - estate development i in Bangalore. Over the years, UKN has conceived and executed several prestigious commercial and 
a "residential projects in Southern India. 


Aa Ue l 
! IDEB "t UKN have associated eee for development of several real estate construction projects including the development 
de i of 1) Sigma Soft-Tech Park (SSTP) having 450,000sq.ft. located at Whitefield, Bangalore. SSTP that falls in the “IT Corridor”, 
isa fully air Conditioned complex with 100% power back up and offers areas up to 100,000sq. ft for immediate use. 2) Sigma * 
s Malls - Bangalore & Hyderabad — A family entertainment center with each having 4 screen multiplexes, food-court and retail 
n mall, both having a total of 300,000sq.ft. offers international standard retail & family entertainment. Almost 60% space has 
already been booked by known international brands on a long-term lease basis. 3) Springfields — A one million sq.ft. Residential 
rire complex ; at Sarjapur Road, Bangalore having 2 / 3 / 4 bedroom apartments with up market specification and offers value for 


; . money. The development i is on a nine acre plot having Club House, Gym, Squash Court, Badminton Court, swimming Pools, 





(Water Bodies, etc. 


Bangalore. The most enchanting factor drawing the 
MNC's and Indian corporates to the city is the availability 
of space and the vide range of choice. 

There has also been an increasing trend among IT 
organizations to move to independent, campus type 
facilities with luxurious landscaping and minimal ground 
coverage like the Infosys facility in Electronics City, the 
Golf View Campus and the WIPRO Corporate Office on 
Surjapur road are three leading examples of this trend. 


After the budget 2003-04 and the resultant tax sops 
homebuyers are rejoicing. On the residential front, 
Spacious two and three bedroom flats in the range of 
1,000-1,200 sft and 1,500 sft to 1,800 sft within a 
price tag of Rs 12 -15 lakhs drive the present demand. 
There is also a marked preference for row houses that 
combine all the comforts of an independent house with 
PITMGWARO the current trend: a two- 


Rs. 7000-8000 per month plus one lakh as security 
deposit. As banks are more than willing to sanction 
housing loans with an interest tag of 8-8.25%, monthly 
EMI per lakh falls below Rs.950. Hence for anyone who 
can afford a down payment of 3-4 lakh, buying the 
house is the best option. 


There are no time tested, full proof methods in making 
investment decision in property. But one may avoid 
Investment near Metros as the prices have already 
touched its peak. 

While considering the TERENY to the Metro, Yelahanka, 
Marathalli, Devanahalli: (near the propose airport) 
Sarjapur. Kagadasapura, Whitefield and Banergatta 


are some of the fast developing areas. 
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Isn't space the ultimate luxury ? 


‘ today’s global leaders, selecting an infrastructure provider is more than just DivyaSree Towers - 3 lakh Sq.ft. on Bannerghatta Road 











Isourcing another operation. It's about building a partnership with a trusted expert. Ripert: aos NACE ADM a 
ie who understands complicated infrastructure needs and is better equipped to livyaor e Greens - 5 lakh Sq.ft. on Koramangala Ring Road 
adle them. | M — Lou rid | 


ct noPark - 40 acre campus. development in Whitefield 





it an IT park, a residential complex, an infrastructure project or a built-to-suit 
npus, DivyaSree’s technical expertise, exposure to global clientele and project 
nagement skills gives it the edge to constantly innovate and deliver the best. 
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DEVELOPERS (P) LTD New Heights 


DivyaSree Chambers, ‘A Wing, 11, O’Shaugnessy Road, Bangalore - 560 025. 
4 Phone: 221 3344 Fax: 222 8840 E-mail: marketing@divyasree.com www.divyasree.com 
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RITESH SHARMA 





Want to give your kids a financial headstart? start building them an 
investment portfolio straightaway. Here's how. Bv sHILPA NAYAK 


RJUN IS A LUCKY BOY. HIS MOM, PRIYADARSHINI 
Anand, 31, a Tata Steel executive, has a 
full-fledged education plan for her four 
year old. She has been putting aside Rs 1 lakh 
every year towards this, since the year he 
was born. That’s a lot of money already, and will be a 
mammoth amount by the time Arjun is ready for his 
TOEFL and SAT. American Ivy League colleges cost up- 
wards of $20,000 a year, and even with a scholarship, 
the cost could be staggering. With some sharp planning 
and wise investment strategies, you can get there. The 
point is to start early, for this can make all the differ- 
ence, instead of scrambling towards the end. Remember, 
education remains the world’s best predictor of future 
earnings potential (often, success potential too, as 
measured alternatively). And your kids will be more am- 
bitious than you ever were. Moreover, they'll be ‘global’ 
in a manner that today’s adults can’t even imagine. So 
if Ivy League it is, Ivy League it'll have to be. Getting 
admission in itself is a global-scale achievement, and you 
wouldn’t want the issue of expense dampen your 
child’s dreams of global glory, now would you? 


Are You Convinced? 
Read on. First of all, both you and your spouse need to sit 
down and draw up a rough joint monthly financial 
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statement to ascertain how much money you would be 
able to set aside for the cause on a regular basis. Your own 
old-age savings are to be set aside separately, so arriving 
at the appropriate monetary allocation is not an easy task. 

A basic rule of thumb: for every rupee saved for 
yourselves, save another for your child. This is a good 
formula for a single child, but if you have two kids, then 
a ratio of 1:2 might become simply too steep. In that 
case, go for a lower ratio, but to compensate, look for 
higher-return investment options (with two, you can af- 
ford greater risk, given that your offspring cradle is al- 
ready diversified, in a manner of speaking). 

A better way to do it, though, is to calculate the tar- 
get you need to achieve, and work backwards from that. 
This involves estimating the present value of the future 
lumpsum you'd need to fund the child's education, and 
then finding the right investment avenues to hit the 
bull’s eye. Return levels vary vastly. In general, bank 
deposits yield too little, these days. Money-back 
schemes from insurers are none too exciting either. 
Bonds being taxable at maturity aren't all that attractive 
anymore. À mix of small savings (PPF and Postal 
Savings) and mutual funds should do the trick. 

Of course, there are no fixed rules. Every set of 
parents has its own targets, risk appetite and ideas. 
Here's a primer. 


_ then rough calculations will show 
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When Should You Start? 

While Priyadarshini Anand may have begun earlier 
than most parents do, the wisest thing she's done is hav- 
ing started so early—right at the child is birth. Time is 


money, and time flies. A buck saved five years ago ¥i!!_ 


be worth quite a lot 10 years hence. So a neighbour 
who starts saving when her child's five will have it much 
harder catching up with Anand. She will have to put 
aside much more money every month. 

Still, no matter how old your child is, it's never too 
late. Vijay Bhaktani, 41, an executive at ACC, for exam- 
ple, has a nirie-year-old special child Barun. Bhaktani, a 
safety-loving investor, invested Rs 7,000 in a uri scheme 
last year that should fetch His son Rs 1 lakh when he 
turns 21. He has also invested in Lic’s Jeevan Adhar, an 
investment-cum-insurance scheme designed for special 
children. Apart from these, he has been putting money 
in PPF twice a year. 


How Much Should You Save? 
Set a target, and map it out against 
the time you have. This is impor- 
tant. If you need Rs 10 lakh in 
the education kitty in 10 years, 


that, assuming inflation of about 7 
per cent, an investment that re- 
turns around 10 per cent per an- 
num will require you to put aside 
over Rs 8,500 every month— 
about as much as Anand does. 
Sounds daunting? Do this simple 
exercise. Make your own accounts 
sheet. Track your regular revenue ex- 
penses (on, say, a monthly basis), place it against your in- 
come, and then see how much is available for saving (both 
for your own old age and for your offspring). It goes with- 


out saying that you will have to cut down your discre- 


tionary spending to make space for this new category. The 
good news is that as your income rises, proportionately 
more of it can go towards the savings kitty, assuming that 
your subsistence needs (which includes lifestyle spending) 


were met at a lower income level. 


How Much Risk To Take? | 

First of all, estimate your risk appetite. Now, unlike with 
old-age savings, you can actually afford to play a some- 
what higher-risk game here (not making Harvard is not 
a survival issue). So that opens up wider options. 


. Moreover, you can take even bigger risks if you've got 


two children. What evolutionary biologists would call 
gene-transmission risk diversification (*back-up’ logic), 
has a monetary aspect as well. Two kids are likely to be 
of lifelong financial support to each other, so your 
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headstart-providing responsibility is lower. Plus, there's 
diminishing marginal savings requirement. By theory, 
the chance that both (or more of) your kids will need 
Ivy League funding declines with each additional child. 

Your own age, financial stability and prospects 
would also determine your risk appetite. *The mindset 
of a parent is very important in determining where she 
plans to invest her child's education fund," says Hemant 
Rustagi, a Mumbai-based mutual fund expert. *While 
equities have been known to have given better re- 
turns over longer investment tenures, there is no point 
in investing a large chunk of the education fund in eq- 
uities, if you are going to spend sleepless nights over cur- 
rent stockmarket volatility." Assured returns typically 
mean lock-ins. So be prepared for that. 


What Should The Investment Mix Be? 


Your risk-taking capacity and the sum to be achieved. 

These two are the main factors that should determine 
the investment mix. Irrespective of your risk profile, you 
should consider allocating some 
amount of the fund to equities. 
Over long periods, it's the best inf- 
lation beater. If your child is bet- 
ween one and three years of age, 
and you are looking at investment 
maturity when the child turns 15, 
equity is a better bet than if your 
child is between seven and nine 
and you are looking at a maturity 
amount at the same age. “If the 
investment is made in an equity 
fund," says Rustagi, *you get the 
benefits of having invested in equity 
as well as the flexibility in terms of withdrawal, in 
case of any changes you may need to alter the education 
plan since new education courses keep coming up." 

Spread your investments across equities and debt, dep- 
ending on your risk appetite. Also, the longer the tenure, 
the greater should be the allocation to equities. A young 
couple might want 60 per cent of the money in equities, 
while an older, more conservative couple may opt for 
just 20 per cent. For equities, mutual funds are a good 
route. They offer dynamic asset churning, high flexibility 
and a nice tax deal. Not to imply that you should go for 
children-aimed funds, of which there are many. Judge 
schemes for their potential. For debt, PPF, postal savings 
and debt fund investments could come in handy. 

In all, you'll need to keep a sharp eye on investment 
opportunities, just as you do for any of your investments. 
The difference here is the objective, which spells out 
the target lumpsum for you and also gives you some addi- 
tional leeway on risk. You may make mistakes. But take them 
in your stride. The important thing is to get going. 
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TOLD YOU SO" IS THE FIRST THING THAT COMES TO 

mind when I see the rapid erosion in profitability, 

growth rates and stock prices of our hallowed 
tech giants. Once untouchable, these Tendulkar-like titans 
are now feeling the wrath of a press that once kissed 
the ground they made Powerpoint presentations from. 

The market has woken up to what it understands 
best: earnings. Say that your earnings will go down, and 
no matter how you buzzword it, a punter will do 
the same to your stock price. 

So how can we save the Indian tech tiger? Chest- 
beating won't help. Here, then, are a few prescriptions. 
1. Accept reality. The honeymoon is over. The market 
doesn't think you're God any more. The man on the 
street is now talking about your billing rate. Your busi- 
ness lies exposed. You're not a software company: you 
sell hours. You're a remote staffing company, accept it. 
2. Accept that reality will continue. Repeat after me, 
“my billing rates will not go up, and my costs will not 
come down". The world has seen that you can oper- 
ate at $10 to $20 an hour. Those prices aren't going to 
go up, ever. What you're earning now is more than 
you'll get next quarter. And you can't give your peo- 
ple decrements. Your margins and stock price will 
go down. Accept it. To get out of the jam you're in, 
you have to rethink your business. 

3. Understand the volume-value law. You're in a 
commodity business. Some sell kilos of cottonseed, you 
sell hours of C++. That by itself isn't bad. But under- 
stand how it works. When price is the differentiator, 
the winner is the player who has the highest volume. 
This is good news for the Infys and Wipros. Not so for 
the second-, third- and fourth-rung firms. How are you 
going to compete when a Bangalore bigshot with 10 
times as many people quotes $10 a hour to your client? 
4. Understand this law, again. This can work in your 
favour if you're smaller. Move away from commodity 
work. Pick a niche where you can charge a premium. 
If you're private and flexible, this might be a good time 
to look at your bench, and pick quality over quantity. 
Or map a path where you keep bread-and-butter 
services going till the jam of product revenues kicks in. 
5. Dinosaurs tend to get extinct. What if you're a 
bigger player? You don't have to die, like Triceratops. 
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NOTES FROM THE TROUGH W Mahesh Murthy 


Save The Tech Tiger 


! In which your columnist offers a prescription for the Indian software sector. 





You can adapt, like Microsoft. Gates has bet his entire 
company, and entire fortune, several times on his 
hunches. Can you? Or will you choose the supposedly 
risk-averse path again? 
6. Safe is risky, risky is safe. People keep telling me that 
products are riskier than services. I keep disagreeing. 
Please, if anything, the market is saying the entire 
software services sector is risky, and getting out of these 
stocks in a hurry. Take the path well travelled, and 
you'll find yourself in a traffic jam. Software product 
companies don't face commoditisation. Take the step. 
7. Products do NOT cost a bomb to market. Some 
misguided gent from Infy said a software product costs 
$200 million to market, and every Indian has been run- 
ning away ever since. Balderdash. Look at the software 
on your desktop, in your phone, in your business. I can 
bet not one was made by a company that started off 
with even $2 million in the bank. Yes, marketing costs 
grow as you have competition, but you pay for that 
from profits. The better the software, the less it costs 
to market. You use Google, Yahoo, Hotmail, ICQ, 
Norton. When have you ever seen an ad for these? 
8. You need product marketing. You've done well when 
others write the specs and you build the product. But 
90 per cent of the value is in the specs, not your code. 
Do you understand global customers well enough to 
know their problems, craft a solution and sell it to them? 
9. Trust gut, not education. You need to find prod- 
uct marketing people and work for them. But where 
are they? Remember, our IIMs train people to be 
mechanics on FMCG machines. That won’t help. 
Indian software awaits its Karsanbhai. 
10. Quick, pick another career. For the employee: re- 
gardless of who’s hiring and who’s reducing salaries, 
there will be a bloodbath. For the millions of NuTians 
looking for H1 visas, sorry. The world has figured 
out it’s cheaper to hire an Indian in India. If you 
HAVE to go abroad, cruise ships are hiring cooks, and 
the Americans want bricklayers in Iraq. | 

If we don't fix things soon enough, the tiger will be 


left in just a few sanctuaries. Bf 


Mahesh Murthy heads Passionfund, a firm that invests in and advises 
companies. You can reach him at mahesh@passionfund.com. 
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Vestas RRB-Harnessing Power From Wind 


estas RRB India Ltd (Vestas RRB) is an Indo- 
Danish joint venture set up for manufacture of 
Vestas type Wind Electric Generators in India. 
It is promoted by RRB Consultants & Engi- 
neers Pvt Ltd (RRB) and Vestas Wind Systems A/S 
(Vestas), Denmark. Vestas RRB was established in the 
year 1987. Today almost 930 Vestas Wind Electric Gener- 
ators are operating successfully across India in Gujarat, 
Maharashtra, Tamil Nadu, Orissa, MP, Kerala and Karna- 
taka. Another 14 Vestas Type V39-500 KW and six V27- 
225 KW Wind Electric Generators (WEGs) are under ins- 
tallation at various locations in Tamil Nadu & Karnataka. 

India's first private sector commercial independent 
power project of its kind based on wind energy aggre- 
gating 15 MW and established by Vestas RRB India for 
a southern industry was dedicated by the Prime Minister 
of India, Atal Bihari Vajpayee at Kayathar, Tamil Nadu. 

Vestas RRB India Ltd had also installed nine Vestas 
Type V27-225 KW WEGs at Kappattaguda in Karnataka 
in 1995. This project received special awards from 
Karnataka Power Corporation for three consecutive 
years from 1999 to 2002 for its efficiency. 

Rakesh Bakshi, MD, Vestas RRB India Ltd, is a rene- 
wable energy entrepreneur, who has successfully pro- 
moted and implemented advanced climate-friendly 
technologies by converting renewable sources of energy 
into heat and power. In recognition of his immense 
contribution in the area of alternate sources of energy, 
the GOI honoured him with the Padma Shri in 1991. 

Vestas Wind Systems A/S, Denmark is one of the 
world's largest manufacturers of WEGs. The production 
department of Vestas Wind Systems has been accredited 
with ISO 9001: 2000 and 14,000 quality standards. 
The brand name, 'Vestas' has stood for quality products 
and for the ability to evolve suitable designs to cover 
every aspect of a 
Wind Farm Project. 
Vestas Type WEGs 
aggregating more 
than 6,500 MW 
are operating suc- 
cessfully in 40 
countries, which 
represents about 
34.2 per cent mar- 
ketshare of the total 
installed capacity 
of wind farm proj- 
ects worldwide. 

Development 








Ye 


from M. Kanna- 
ppan, Union Minister of State for Non-Conventional Energy 
Sources, the first Indian Type Approval certificate, issued for 


Rakesh Bakshi, MD, Vestas RRB, receiving 


the first time in Asia and developing countries by the Centre 
for Wind Energy Technology for Vestas Type-V.39-500 KW WEG 


of the Vestas Type Wind Electric Generators began 
with 30 KW Wind Electric Generators. This was pro- 
gressively upgraded. Vestas Type 500 KW Wind Electric 
Generators are known worldwide for their proven per- 
formance. The Vestas type 500KW WEG is also suitably 
designed to meet the Indian climatic condition. The 
electrical system is suitably designed to work in harmony 
with Indian grid networks. The WEGs have a user- 
friendly local control system with an option for central 
monitoring and control system and the WEGs are 
mounted on sturdy lattice towers. 

Vestas RRB is a leader in Wind Energy in India and 
have installed the maximum number of 10 MW capacity 
wind farms in India. The WEGs installed at Muppandal 
site in Tamil Nadu & Kappattagudda site in Karnataka 
can be ranked among the top-most WEGs for generating 
the highest output in the country. 

Vestas RRB, apart from supplying, erecting and 
commissioning the WEGs can also provide comprehen- 
sive project support from ‘concept to commissioning’. 
Vestas RRB can assist the client in the following: 

m Identification of suitable wind sites and wind data 
assessment. 

m Procurement of land and site development 

m Carrying out micrositing required for establishing the 
wind farm 

Vestas RRB is also fully-equipped in: 

ii Carrying out civil and electrical work associated with 
the erection of wind mills 

@ Erection, testing, and commissioning of the wind mills 
m Operating and maintaining the WEGs both during 
and after the warranty period 
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power brands 


AN IMPACT FEATURE 


Bajaj Pulsar-A Triumphant Journey 


ver noticed how motorcycles have always been 
referred to as 'she'. If a biking enthusiast were to 
describe the looks of a bike, he would say, 
'she's a beauty'. And the performance would be 
described in terms of ‘how she moves’ or 'she sets the 
road on fire’. It's really uncanny how nobody ever referred 
to a bike as ‘he’. Maybe it were the motorcycles them- 
selves; none of them had a rhyme or reason to be ad- 
dressed otherwise. 
That was until the 
design team at Bajaj 
Auto conceptualised 
and built the robust 
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Engine Type 


- VALUE 
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pany to position it in the market as ‘definitely male’. 
Pulsar has been a runaway success from the time it 
was launched in the Indian market. It is all the more com- 
mendable as Pulsar is the first endeavour of its kind 
from the Bajaj stable. In a short period of less than one 
year since its launch, Bajaj Pulsar scaled a remarkable feat 
when the company rolled out 1 lakh units from its 
Chakan unit at Pune. The second 1 lakh units have just 
been sold within six 
months. The un- 
matched combination 
of style, features, power 
and mileage has made . 











f 
looking Pulsar, which 4 stroke every Pulsar owner a 
rtm woulshve | Guage | Ar Cok ao aa 
you agreeing to g - 
the brand carries—'def- | Displacement 178.60 cc celebrity in his own 
initely male’. No. of Cylinders Le right. The demand for 
Launched in Bajaj Pulsar is continu- 
November 2001 with MaxPower 15 bhp | neat growing and cur- 
the objective of herald- | Max Power RPM 8,000 rpm | rently the bike is scaling 
ing the ie era 4 us Max Torque 132Nm Bali i acd excess 
ing much beyond the : of 20,000 units. 
100 cc mindset existing | Max Torque RPM 6,500rpm The Pulsar has ex- 
in the country, Bajaj Ignition Type CDI. jin the ES 
Pulsar set its journey in wn ance of premium bike 
the performance cate- Lise int Type ica category many folds 
gory of the Indian mo- | Eledrical System 12V and has completely 
apenas ano | Front Suspension Telescopic | RPR VAE eria 
or ears since in the markets. The per- 
tha di md was | Rear Suspension Trailing arm with coaxial hydraulic b -(amtincé kaa 
launched, the market shock absorbers | bikes has seen an ex- 
did not see a shift from Front Brakes Hydraulic Disc Brake ponential growth of 137 
the economy mode Reor Devine Drum Brake-130 mm a cent compared to 
and very little evolu- - : | ast year due to Pulsar. 
tion happened in terms | Fuel Tank Capacity 18 litres | Pulsar leads this seg- 
of eth iris b Reserve Capacity 3 litres | d id a EE ib 
capacities. This resu - marketshare. The nex 
in the consumer mind- | Maximum Payload 268 kg year too is expected to 


set being restricted to 
100-110 cc bikes. 
Brand Pulsar came  . 
to fore with a radical approach in terms of styling, 
power, performance and positioning. It was launched in 
two engine capacities, viz., 180 cc and 150 cc, which 
took the market by storm. And to add to this impressive 
performance, it boasted of a solid muscular styling. It is 
the design of the Pulsar that formed the platform for the com- 


Max Speed 





107 kmph 


see the highest growth 
in this sub segment. 
Thanks to the Pulsar, 
the market has moved its expectations up from pseudo ex- 
ecutive bikes to handsome performers. 

Indisputably, Pulsar has helped Bajaj Auto shrug off 
the 'scooters only' tag. Buoyed by its success of the 
Pulsar, Bajaj is going to give the Indian bikers more to 
look forward to. 





Source: www.bajajauto.com 
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) VISIONTEK } 
LEADERSHIP THROUGH INNOVATION 


Our Vision: To make Visiontek brand, a household name 
not only in India, but across the globe. 


Linkwell Telesystems 
(P) Limited was 
incorporated in 1993 
with an aim to develop 
and deliver quality 
products in the field of 
Telecommunications. 
They are pioneers in 


PBX, Pay Phone gà 
Products / Systems and 
Digital Telephone 
Products with a strong 
nationwide market 
under the brand name 
Visiontek. 


With a strong network of 800 vital dealer links, 
they have a very dominating presence in the 
country. Starting with a single PCO monitor, 
Linkwell today has grown to manufacture 
comprehensive range of telecom products 
under the brand name Visiontek. The immense 
trust of over 1 lakh satisfied customers enforces 
Linkwell's leadership position. 


The Visiontek product range consists of PCO, 
SOHO (Small Office Home Office) niche 
products and telecom software services. 
The range has both wireline (fixed line) and 
wireless like GSM and CDMA. The company 
also markets a comprehensive range of 
products for office use which includes 204 to 
624 EPABX and Genie model fax machine. 


They have a sophisticated R&D division which 
follows the policy of ‘Leadership through 
innovation'. Through extensive research they 
develop world class technology indigenously. 
DSIR has recognised the dedication of their 
R&D division, which has won several awards 
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in 1997-98 including 
ELCINA, FAPCCI and 
Ministry of Information 
Technology Award 
from DOE (Govt. of 
India) for Excellence in 
Electronics. 


Linkwell has 
substantially grown 
today. And is going 
global. Right now they 
have ventured into 


The state-of-the-art manufacturing unit in Kushaiguda Gulf, Middle East, 


| SAARC and African 
markets. And have made their presence felt 
there too. With the present boom on the 
domestic front, Linkwell has partnered with Tata 
Teleservices on the Village Telephone Project 
(VTP) to provide customized solutions for their 
payphone market. 


Keeping pace with times, Linkwell presently 
is concentrating on developing embedded 
products and applications in the areas 
of Telecommunications, SMART card 
applications, Automobile automation, GPS, 
Home/Medical appliances etc. Now the new 
products in the pipeline are Key Telephone 
Systems (KTS), Telephone Instruments, Least 
Cost Routers & VoIP Products. 


The latest revolution from Linkwell is the 
Visiontek 81G - GSM embedded Auto Router. 
This dual band router doesn't require a 
handset. It has a built in Caller ID and . 
compatible IVRS systems. Along with Payphone 
feature, it has DTMF and Pulse dial capability. 
It can be either installed on the wall or on the 
desktop and it can be easily programmed using 
ordinary telephone instrument. 
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aN IMPACT FEATURE 


Double your savings [yey 
with GSM tech nology. Linkwell Telesystems (P) Ltd., 


has always brought you high 
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( Uninterrupted communication with our world class product 


quality telecom products, which 


provided high utility services and 
facilitated clear communication, 
cost effectively. All under the 


brand name Visiontek. 


Our dedicated R&D division now 





brings you high Quality FCT/ 
po hl e | Auto Router with GSM 


technology. Be it business 


Visiontek - GSM Auto Router botes sul sede ia ED 


e Automatically routes calls through the economical network (GSM or PSTN) 





* Immediate primary telephone access. network, STD/PCOs, banks, 
* Availability of extra lines in no time. 
* Behind EPABX for usage in multiuser environment service providers, news 
e Can be installed upto 40 km radius from the BTS 
e PC/Fax connectivity for data transmission up to 9.6 kbps agencies, broadcastin Z 
* Free unlimited mobile-to-mobile calls* 
e Entire state can be accessed on Local Call** companies, share brokers, 


e Save up to $2%** in STD calls to any mobile 
e Free calls to and from mobile network within the state 
e Built in Caller ID 
e Alternate mode of communication in case of primary link failure 
e Free unlimited hotline facility 


e Superior voice quality 
e Telemetry and Remote Monitoring agencies or law enforcement 


event management 


organisations, cargo/courier 


agencies. Whatever be your 


*Assuming free incoming / outgoing airtime tariff scheme. **Assuming average STD call is of 3 minutes 






kind of business, you can now 
make outgoing calls any time, 
any where at the most affordable 


emm. 
uM ea. 


cost. And cut down on your 





—- telephone bill. 
GSM PCO Least Cost Router Genie Fax 





LINKWELL TELESYSTEMS (P) LTD. 


!-11-252/1/A,Gowra Klassic, Behind Shopper's Stop, Begumpet 
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Branch Offices: Noida (Delhi); Ph: 0120-2549090, 2549095, 2541427, 2541437 | Mumbai: Ph: 022-24316940, 24316942 | Hyderabad: 
Ph: 040-27810349 | Vishakhapatnam: Ph: 0891-2564752, 2550725 | Chennai: Ph: 044-26218127, 26285608 | Bangalore: Ph: 080-5598811 
5550729, 5591457 | Ahmedabad: Ph: 079-6760973 Kolkata: Ph: 933-22176549, 22169301! Kerala : Ph: 98470 377 
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Carrier ACs. 
Now with 
SuperSaver 


Rotary 
Compressor. 


Carrier Aircon Ltd., Branch offices: Ahmedabad: Ph: 6449096, 6441547/3947. Bangalore: Ph: 8525126, 8525130. Chandigarh: 638283, 84, 638 
Kolkata: Ph: 23549779/80. Lucknow: Ph: 2789083, 2789036, 2789304. Mumbai: Ph: 26540000, 26528989. Pune: Ph: 5434238/7741, 5468301. 
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Celebrate cool summers with savings like never before. 


5 


The revolutionary SuperSaver Rotary Compressor comes loaded with advantages unlike any other et compressor 
inits category. 


e High on energy efficiency and therefore high on savings 
* Operates at very low noise levels 
e Engineered for highest reliability with patented-technology components 


What it means to you is unbelievably low running costs. So bring home a Carrier air conditioner and enjoy cool summers 
for years to come. 


Lower Noise ), Longer Lasting Superior Technology. 
Higher Power Savings | Better Air conditionin g. 


Featured above, is the Carrier Celesta Window AC. 
ms / TN Ws - Ra ve E i 15-4 e 1 : f M S 
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Women bosses are no cause for discomfort, so claim most men. 
But have corporate work cultures really evolved so far? BY SHILPA NAYAK 


EALITY ONE: WOMEN BOSSES. REALITY TWO: 
men yapping about it. So—are they willing to 
go on record with at least some of it? And 
what is it that they're saying? Hear out Ashish 
Baxi, an executive at ICICI Bank. “In my office,” he chor- 
tles, “women are given preference, since various impor- 
tant departments are headed by women. Assuming 
that a woman gets 80 on a scale of 100, and a man gets 
full 100, one can be certain that the woman will get 
promoted, not the man.” He speaks in jest, part-jest. 

Officially, icici Bank—with a one-third female 
workforce—does not consider gender differences an HR 
issue, least of all any discomfort males might feel at ‘tak- 
ing orders’ from females. Bankers are bankers, and 
abilities have no correlation with gender. Likewise for 
most other corporates. Therefore: no issue. But more 
than half of an informal sampling of men, and a hand- 
ful of women executives we spoke to, disagree. 

Does the truth lie somewhere inbetween? It's a 
good time to ask, given the way the Indian corporate 
scenario is changing, amidst growing 
consciousness of gender equality, even as 
conservative forces tug backwards. Are 
Indian male executives really at ease with 
women authority figures? 






First The Good News 


Considerable progress have been made over 
the past decade. *In my 25 years of working , 
life," says Renu Karnad, Executive Director, ; 

HDFC Limited, "I have seen a major positive 
transition happen, especially in the last 10 
years." Though she sees some barriers in such sec- 
tors as manufacturing, she is pleased by the 
acceptance of female bosses in most service-oriented sec- 
tors, particularly retail, which is typically seen as an in- 
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dustry in need of strong intuitive skills. 

When it comes to a ‘boss’ as a symbol of authority, 
though, the Male Boss is still what fits best into the clas- 
sic archetype (think of it as a ‘mould’) in 
most people's heads. Blame cen- amis 
turies and centuries of condi- (i 
tioning. Slow to loosen, but s4 
loosening nonetheless. And 
that’s good. 

“I have had both men 
and women reporting 
to me in my thirty one 
years of service,” says 
Uma P. Desai, 55, Assistant 
General Manager, Export 
Credit and Guarantee Corp. | — 
“I feel that as a boss, if you © 
are understanding and friendly 
towards your subordinates, ei- 
ther of the sexes shouldn't have 
problems reporting to a 
woman boss." She's... 


clear about that. C 
Nods Suraj Dalvi, 744 
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an ex-fund manager, who makes a point of enlightened 
self-interest. “Sound work-knowledge is one obvious as- 
pect,” he says, “but the person has to have vision and 
man-management skills to run an organisation. Then re- 
spect flows automatically. After all, when the boss 
grows, I as a subordinate will also grow with the or- 
ganisation. It’s a mutually beneficial formula." Nishit 
Bhattacharya, a senior executive at a telecom firm, 
does not find it difficult reporting to a female boss either. 
“It’s only that she should deserve to be the boss, which 
my boss doesn’t,” he growls. Why? She hogs the credit 
he feels is due to him. | 

According to Karnad, there are two types of men: 
the first category to whom it doesn't matter who 
they report to, and the second, who find it difficult 
having to report to a woman. 
“Thankfully,” she says, “at HDFC, 
most men fall in the first category. 
But when one deals with people 
outside one’s organisation, one 
does come across men who make it 
obvious that they’d rather have a 
man to talk to. It’s simply hilarious 
at times.” On a recent trip to a 
small North Indian city, she found 
her interlocutor responding only to 
questions posed by her junior male 
colleague. Men who play domi- 
nant patriarchal roles in their own 
homes, she observes, have the most 
trouble with new realities. 

If there’s an age gap, it’s even 
more difficult. When Prachi Sinha, | 
a 28-year-old IAs officer, took charge of a 
Government department as boss, she was faced with 
stiff resistance. “Some 40 per cent of the people 
- who reported to me were my father's age,” she re- 
calls, *I had some real tough nuts to crack, but I sur- 
vived." Male staffers avoided her, till she actually es- 
tablished her presence as an officer who gets work 
done, and the tasks at hand started taking precedence 
over her gender in their minds. 

“The rural hinterland can be terrible,” says Sonakshi 
Mantri, a 32-year-old marketing manager at an MNC 
pharma company. “We are used to people doubting our 
capabilities because we are women," she smiles. No big 
hassle there. So long as the immediate office culture is 
reasonably enlightened... 


Now The Bad News 

Thankfully, male executives do have their moments of 
weakness, when they're willing to be blunt. Unwilling 
to have their identities revealed, but blunt nonetheless. 
None of them claim to have any ‘gender issue’, since 
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nobody is a chauvinist. But yes, they admit to some bar- 
stool grumbling in their all-male groupings. 

"I'd rather have somebody as boss I can slap on 
the back after two drinks," says a banker, com- 
plaining about the formality that enters the picture 
with a female boss. “The modus operandi is very dif- 
ferent with a lady boss,” adds a software man, “It’s all 
very prim and proper, and we miss the kind of in- 
formal work-related chat over the drink kind-of- 
thing with a male boss." 

Needless to say, female bosses do not see the ‘zero 
bonding criticism as valid. Priti Sharma, a marketing 
manager with an FMCG company, for example, says 
every boss is entitled to a personal style of work. *We 
go out for drinks, indulge in long discussions over 
diverse topics of interest both re- 
lated and unrelated to work. It's 
all very professional, yet informal," 
she says, of her own style. Other 
women may prefer different ways of 
generating team spirit, and that's 
up to them. Why complain? 

Yet, probe a little deeper, and 
you can often detect a stronger whiff 
of male angst. One telecom execu- 
tive complains about the strain in in- 
terpersonal relations that a woman 
boss can allegedly cause. “The dif- 
ference is that guys don't take things 
personally," he gripes, speaking of 
his own experience, “With my ear- 
lier boss, even if I pointed out mis- 
takes, he could accept it and go on, 
instead of holding a grudge." In this view, women are 
not self-assured enough to make good bosses. And 
this is often explained as a natural consequence of the 
male-dominated environment. Catch 22. 

For another Catch 22 at work, as men would 
have it, listen to those who get worked up about 
‘merit’ getting the go-by in all this. “I would be okay 
with a female boss," says an engineer, *but only if she 
actually deserves the job, and I think that would be a 
rare case. I’m not a chauvinist saying so, I’m just 
saying that the way our society is structured, a woman 
always becomes boss through a godfatherly favour or 
family inheritance or something.” 

Ouch! Such preconceived notions can be self- 
fulfilling. Anyhow, getting into the meritocracy de- 
bate is not the point of this report. What can be said 
is that misperceptions and misgivings still abound, 
which is sad. But then, more the thought devoted to 
the issue, the more they loosen. Or ought to loosen. 
To conclude, consider this anonymous quote: “I like 
being miss-underestimated. It helps me win.” 
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Five years ago, it was a basket case. Today, it's not just 
profitable, but a Rs 1,000-crore electronics giant. The 
story of ECIL's improbable turnaround. sy E. KUMAR SHARMA 


HUMARI ANANDA HAS 

lived a world of lit- 

tle surprises. That 

is, until July 13 last 

year, when the 48- 

year-old tradesman 

(read: cleaner) at Electronics 

Corporation of India Ltd (ECIL) 

got an hour on the blue cushion 

seat in the 25x30, red-carpeted 

boardroom in the state-owned 

company's headquarters near 

Hyderabad. Ananda had spent 

nearly 30 years on the same job, 

but this was the first time he was 

getting to see the inside of the 

boardroom—let alone attend a 
meeting with the chairman. 

If Ananda's job got just a little 

more involved, it was because of 

two reasons. One, a man called 
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REWIRING THE CIRCUITRY 





Using simple management principles, ECIL has 


clawed its way out of the red. 
PROBLEM RESPONSE 
Slowing Growth Focus on customer needs, improve 


competitiveness of its products, and manage 
relationships better 


Working Capital 
Grini P 
Worker Indiscipline 
Stakeholder Distrust 


Import Restrictions 





Introduce “collect & spend” policy, control 
raw material and WIP inventories, and 
optimise working capital need 

Change mindset, empower performers and 
increase transparency 


Convince them of commitment to change, 
improve performance, and always deliver 





Encourage R&D, create in-house think-tanks, 


and partner with other agencies 
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Vittal Hanumantarao Ron: A job well done, but the challenge now is to remain nimble-footed 


Vittal Hanumantarao Ron, who has been ECIL’s 
Chairman and Managing Director since September 
1998. And two, the company's near-death experience 
five years ago, when its net worth had been wiped 
out and employee indiscipline touched a new high, 
resulting in Ron's desperate predecessor faxing his 
resignation to Delhi. 

The “mukha-mukhi” (face-to-face) meeting of July 
13, then, was just one of the rules Ron was rewriting 
in his bid to turnaround the 36-year-old enterprise. 
Says the electronics engineer and ECIL lifer: “It’s no 
rocket science. What I have done is to implement 
some basic principles of good management." 


The Short Circuit 


The turnaround may seem simple and obvious today, 
but it was an altogether different story beginning the 
early 90s, when the company's slow descent into the 


spiral began. Thanks to liberalisation, ECIL—which 
makes a range of electronic gear for the defence, nuc- 
lear and telecom sectors—had suddenly to contend 
with stiffer competition from multinational and 
private Indian companies. While the company was 
trying to focus on growing its market in strategic ar- 
eas and on new technologies, it was stuck with a 
workforce that was unwilling to make the transition. 
Shockingly, close to 300 workers were actually 
working elsewhere, while continuing on the ECIL pay- 
rolls for medical and other benefits. 

Then, disaster struck. In May 1998, India con- 
ducted its nuclear tests in Pokhran and was imme- 
diately put on the "entities" list by the US. Sourcing 
components from the US became impossible, affec- 
ting production and customer delivery. ECIL was 
worse hit also because, unlike some other strategic PSUS 
such as Bharat Electronics Ltd, all its manufacturing 
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The rewired ECIL is working. It now talks of 
competing internationally. Revenues are up from — 
Rs 215 crore in 1998-99 to Rs 1,005 crore last year 


is done in one facility in Hyderabad. While its pro- 
duction for the nuclear sector—it makes, among 
others, control systems—was not affected, defence 
production took a big hit. R.F. Filters used for com- 
munications systems for the defence sector had to be 
developed indigenously. 
Worse for ECIL, the 
problems hit it when it was 
at its weakest. Its then 
Chairman and Managing 


Director, C. Rao Kasara- ^ 1998.99 215 
bada, and Director Person- 

nel had quit. Losses tou- 1999-00 

ched a record Rs 60 crore, 2000-01 


employee morale was 
abysmal, customers were 
cancelling orders, suppli- 
ers wanted bank guaran- 
tees before they'd ship 
parts, and even the gov- 
ernment was beginning to 
have second thoughts about 
the company. Requests for 
additional funds fell on 
deaf ears. Recalls Ron: 
“Everybody had great sym- 
pathy for us, but did not 
know how to help." 

That was when the 59- 
year-old Ron and his A- 
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2002-03 


2000-01 
2001-02 
2002-03 


STRENGTH IN NUMBERS. 


Revenues Are Climbing... 


442 





..Losses Are Turning Into Profits... 







...And Employee Cost" Is Falling 


had some great engineers and scientists as honchos, 
but unfortunately they made poor businessmen. 
Some outstandings were as high as Rs 200 crore. Ron 
introduced a simple slogan that told the managers 
what was expected of them. “Collect and Spend" be- 
came the new rallying cry. 
Within six months, cash- 
flow began to improve 
and in another six, sundry 
debtors as number of days 
of gross sales fell from 
203 to 165. 

With the cash flow im- 
proving, it became easier 
to focus on customer satis- 
faction. Ron, who joined 
Bhabha Atomic Research 
Centre as a trainee in 1965, 
and moved to Hyderabad 
two years later as a mem- 
ber of the team that set up 
ECIL, encouraged his men 
to meet the most critical 
customers so that all the 
glitches could be ironed. 
He himself travelled eight 
days a month to meet with 
customers and assure them 
of ECIL's capability and 
commitment. 


979 
681 






1,005 


100* 







team—comprising Dire- z 1998-99 42 To speed up customer 
ctor (Technical) K.S. & response, each of the 16 di- 
Chandrasekar, Director = 1999-00 26 visions was given a 24-hour 
(Finance), K.R.S. Sastry : 2000-01 21 deadline. All customer 
(now retired), Director = queries and concerns had 
Personnel V.R.S. Natarajan £ 2001-02 24** to be dealt with in that time. 
(has now moved to Bharat ^ 2002-03 14 To streamline the process, a 
Earth Movers Ltd as its z Fay : M at customer satisfaction index 
CMD)—decided to do š Fane N ae T PRIN AERA P was devised with help from 


something on their own. 

Taking stock of the situa- 

tion, Ron identified four key challenges: Working 
capital crunch, customer distrust, production prob- 
lems, and worker indiscipline. As the team dug into 
the problems, it realised that the liquidity crunch was 
because of non-recovery of outstanding dues. ECIL 
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ICICI. Customers would be 
polled every year or at the 
end of the process to assess responsiveness of the di- 
visions and to measure customer satisfaction. 
Ron says the initiative has helped. The index 
has risen from 66 per cent in 1998-99 to 95 per cent 
last year. 
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“We are no more emotionally attached to our products" 


Director (Technical) K.S. Chandrasekar (right) with Gen. Manager, G.N.V. Satyanarayana 


Changing The Mindset 


At the same time, Ron realised that in a public sec- 


tor unit, with 6,801 employees (now it is at 5,300), 
the new initiatives could not be sustained unless 
the mindset was changed. A sense of accountability 
had to be brought in down the line. Employees 
were given greater powers to make and execute 
decisions. For example, in finance, heads of divisions 
were given the powers to buy, accept quotations and 
place orders without necessarily looking to the di- 
rector (finance) for clearances. Competence and 
performance, and not seniority, became the new 
yardstick for promoting employees. 

To enable the workers to deliver on their new 
roles, retraining and redeployment programmes were 
introduced. By 1999, one out of every four workers 
was undergoing training for multi-skilling and multi- 
tasking. Absentee workers were dismissed, but at the 
same time the general secretary of the employees' 
union and the secretary of the officers’ association were 
allowed to take part in management committee meetings. 


WHAT IT MAKES*~... 


Armament Fuses (Defence) 








Reactor Control & 
Instrumentation (Nuclear) 


Message Switching 
Systems (Telecom) 


Electronic Voting 
Machines (Others) 


*Not a complete list 


„AND REVENUE BREAK-UP 


“When employees have a higher stake and say in the 
well-being of the company, it’s easier to get their 
buy-in,"says Chandrasekar. 

No doubt that philosophy helped in pulling 
ECIL's R&D up by the bootstraps. For starters, a 
chief technology officer was appointed, whose pri- 
mary job was to keep tabs on technology trends. 
About 16 think tanks were created at the divisional 
level to encourage bottom-up product innovation. 
In fact, ECIL’s new detect and defuse remotely con- 
trolled improvised explosive device (RCIED) has 
been developed due to the efforts of the think- 
tank in the communications division of the com- 
pany. Says Chandrasekar: *We are no more emo- 
tionally attached to our products." 

The rewired ECIL is working. It is now talking of 
competing globally. For instance, it has just quoted for 
an airport information system in Philippines, and 
within India is working on niche, hi-tech products for 
the defence and atomic energy sectors. Revenues are 
up from Rs 215 crore in 1998-99 to Rs 1,005 crore 

last year. Net losses of Rs 60 crore have turned into 

an estimated net profit of Rs 100 crore (See 

Strengtb In Numbers). Raw materials and work in 

progress inventory are down from 185 days to 

85 days, and employee cost as a percentage of 

revenues is a third of what it was five years ago. 

The challenge now, Ron says, is to remain nim- 
ble-footed. *The focus increasingly has to be on 
quick adaptability, and for this we need anticipatory 
intelligence and an organisation where everybody is 
geared to deliver this," says Ron. With just two 
months to go before his retirement, Ron may con- 
sider his job done. But for his successor, whose 
task would be to consolidate ECIL’s improbable 

turnaround, it may have just begun. Œ 
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bt case game 


The Case Of 
Banking Flexibility 


How should RubikSoft address the US market for banking software? Anant Koppar of 
Kshema Technologies, M. Padalkar of i-flex, and Girish G. Vaidya of Infosys discuss. 


















ELIEF—THERE WAS A 
hint of it on Vijay 
Dhar’s face, but years 


of banking software develop- 
ment had made enough of a 
banker out of him to conceal 
it. Global interest in 
Bangalore-based RubikSoft, 
of which he was the chief, 
had turned exponential as a 
result of recent newspaper . 
coverage. But brand recogni- 4 
tion was just the start, and 3 
the real challenge lay ahead: in = 
cracking the $130-billion (45 per cent of s 


the world's total) American market for banking -— 


and financial service software packages. 

"It is high-risk, high-return," said Dhar, *and 
that is why the stockmarkets are watching us." 
Indeed, opting for the packages rather than serv- 
ices business was a courageous decision in itself, 
given that the product had to be a global success—in- 
stalled across hundreds of banks and ris—just to re- 
coup fixed costs. That too, against entrenched global 
bigwigs. And for that, the marketing budget had to be 
global in scale, which could easily negate the loca- 
tional R&D cost advantage. “But then," continued 
Dhar, "the good news is that an acutely well-fo- 
cused marketing effort need not cost the earth." 

Was it well-focused? Conceptually, yes. As a spin- 
off from a global banking conglomerate, RubikSoft 
boasted of a rare combination of banking expertise and 
tech prowess to begin with. And now, it had a poten- 
tial winner in RubikIntegra, its leading-edge brand, 
positioned in the target banker’s mind as the ‘most flex- 
ible integrated banking package’. 

Dozens of banks in Africa, Asia, and even Europe 
had already taken to the package, and were highly 
satisfied. With its n-permutation architecture, 
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RubikIntegra had brought sin- 
gle-platform coherence to zillions 
of transactions across locations, 
interfaces and services (includ- 
ing net-banking), and all within 
an ‘individual window’ format 
. to make the customer the focal 
=~ point of the entire operation. 
Plus, RubikIntegra's open mod- 
ular structure allowed other spe- 
. Cialised sub-packages (say, an m- 
b. commerce software) to be 
F snapped in and out of the super- 
P structure rather painlessly. “The deal- 
~ clincher, though,” said Dhar, “is the 
money we save them. Not just on installa- 
tion, but on actual transaction cost. That’s why 
we ve got some 150 customers in more than 60 coun- 
tries, and all this in less than five years.” 

Naresh Nair, Chief Marketing Officer, nodded vigo- 
rously: “Yeah—money talks.” 

“Sure,” replied Jayesh Swaminathan, the R&D Chief, 
“and louder than ever these days, even in America. 
Besides, we’re armed with demos that zero in on the 
weak links of the software jumble out there.” 

No exaggeration there. The opportunity had been 
well chalked out, with thousands of man-hours of re- 
search, The US market was not only fragmented, it was 
also chaotic. Hundreds of American banks’ legacy systems 
were in desperate need of replacement. Several were still 
using proprietary mainframe-based systems from the 
1970s that were proving way too rigid, insecure, and in- 
efficient to adapt to the current banking environment, 
what with shifting market dynamics, growing real-time 
service expectations and redrafted regulations. 

“Who'd have imagined a cellphone replacing your 
wallet,” mused Swaminathan, “but visit Atlanta and 
see—3GM banking is on.” 

“That’s good,” said Dhar, keen to get the strategy 
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pow-wow underway, “but we've still got to reach out. 
Remember, we're still relatively unknown and don't 
have sufficient reference sites." 

"We've got our target segments worked out," said 
Nair, “and while our own team can move in on 
the smaller banks with demos, maybe we could 
strike deals with America's established tech-service 
vendors to target the big banks." 

“The vendor idea might have worked well in Europe,” 
said Dhar, *but l'm more keen on containing costs in the US, 
since our other efforts will hog so much money. You 
know, it costs more to host a high-profile banking confer- 
ence in America than to create a whole product in India." 

All three laughed. Then Nair made another at- 
tempt: *I know, but by my calculations, just two of the 
big-name vendors can give us some 25-30 installa- 
tions that can serve as referrals for our own direct 
pitching team. Also, the ‘safety in num- 
bers' rule might hold sway. Big banks will 
be afraid to reject the UK-based majors in 
favour of this little nobody from 
Bangalore, no matter what the flexibility 
and savings we offer. You know, no- 
body ever got fired for..." 

^, . buying ICM,” came Swaminathan's 


^Yeah," Nair glanced back, *Though 
that's just a vendor in this case. The volume market 
leader Equidux has more than 600 installations, and the 
value leader Heisenberg has more than 120—each 
worth a helluva lot more." | 

Dhar didn't wince. He sat there, thumb at the 
chin. *Let's not overstate their dominance," he said, 
*some 600 installations is not even one-tenth of all the 
installations in the world. Second, let's not underesti- 
mate our power to revolutionise the scene. In dollar 
terms, we're operating on a realisation per installation 
that's so low that those guys can't even begin to un- 
derstand how. I like that. It means we're going to 
shake the market up a little bit. If we weren't going to 
be bold, we could’ve easily stuck to tailored software 
services and suffered under the commodity-type mar- 
gins that only the mega-firms can survive on." 

“We could try making a go of it without vendors, 
but that implies a total dependence on our own team, 
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which is still a little wet behind the ears. Would an up- 
ward revision in risk be okay with shareholders?" 
asked Swaminathan. 

“You leave that to me,” replied Dhar, “they know 
what the global brand game takes." 

*Fine—so we get more leeway on our own ideas," 
said Nair, looking pleased. 

“Leeway doesn't mean recklessness, Naresh,” 
said Dhar, “Anyhow, my point is, I want the entire 
show to go low cost. Low cost and high buzz. We’ve 
got to out-think them.” 

Nair and Swaminathan looked at their boss, 
whose eyebrows had started rising just the way they 
typically did when he had something up his sleeve. 
Sure enough, he did. “Okay,” began Dhar, clearing 
his throat, “tell me what you think. My suggestion is 
that we don’t go to vendors, but pull off a few in- 
stallations ourselves in such a way that 
the vendors are drawn to us. And then, 
if we get good terms, we let them fan 
out and do the job.” 

The chief’s eyebrows were showing 
no signs of descending. There was more. 
The two waited. After 20 odd seconds of 
silence, Dhar uttered his mind: “Basel.” 

“Basel?” 

“Yes,” said Dhar, speaking slowly, 
for emphasis, “that’s what’s on every bank chief’s 
mind. The notion of prudential banking is in flux. For 
years, banking remained enslaved to a rigidly sim- 
plistic formulation of assigning risk-weights to assets, 
conceived and laid down ages ago. New Basel think- 
ing favours a finer risk calibration that’s in better syne 
with banking realities. But even these thoughts are un- 
der evolution. Whatever shape the prudential regu- 
lations finally take, the fact is that bankers are think- 
ing about all this from a ‘need’ rather than ‘regulation’ 
perspective. They actually need real-time dynamism 
in their view of safety—as a probability.” 

“That’s where RubikIntegra comes in,” smiled Nair. 

“You bet. Flexibility is the story, and flexibility is 
RubikIntegra’s story. As the Americans would say, 
the die ain’t cast yet.” 

Question: should RubikSoft risk making its own 
sales pitch in the US? [fl | 
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bt case solution 





Critical Choices 


Making 


ANANT KOPPAR 


President & CEO, 
Kshema Technologies 








basks in a fair amount of brand recognition, go- 
ing all out with its own sales pitch and leveraging 
the cost savings that it is able to show (not only on in- 
stallations but also on transaction costs), would be 
the right course of action. In the situation that the 
company finds itself, attractive costs are most cer- 
tainly the deal-clincher. RubikSoft has a leading-edge 
brand, RubikIntegra, to support its claim. It would 
be right for RubikSoft to pull off a few installations it- 
self, like the managers suggest, and draw vendors 
through the ensuing success for greater market pene- 
tration. American markets are high-risk, high-return en- 
vironments. Bold, daring moves will pay off. 
Electronic banking is a ‘happening’ industry in the 
US and consumers there are now spending more 
money buying personal com- 


F OR A COMPANY LIKE RUBIKSOFT, WHICH ALREADY 


“While RubikSoft puters than they are on buying 
can count on a television sets. As PC penetra- 
bustling business tion goes up, banks and finan- 
scenario, it could cial institutions need to devise 
face trouble from a ground-breaking service strate- 
global budget that gies, and this in turn creates 
threatens to get huge opportunities in tech- 
out of hand” nology. The flurry of deals 


among banks, software com- 
panies, online services, credit card companies and 
financial institutions serves to underscore this process. 
All banks are going to have to make some critical 
choices about the electronic future. One of the choices 
would be to partner with software companies to create 
specialised and integrated packages for a competitive 
edge. In a scenario such as this, there is always a demand 
for the most flexible integrated banking packages. 
Therefore, RubikSoft is favourably positioned. 

Let's do a quick swor on RubikSoft. Consider first, 
the company's strengths. RubikSoft is a risk-taking 
organisation that believes in packages rather than serv- 
ices, has a rare combination of banking expertise and 
tech prowess, has a brand positioned on flexibility, de- 
livers low transaction costs, has a set of satisfied inter- 
national clients, and is acutely conscious of competition. 
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Among the company's weaknesses are a small budget 
and its lack of exposure to the US market. 

While the company can count a bustling business sce- 
nario and the high-return markets it is geared to, as 
opportunities, it could potentially face trouble from a 
global budget that threatens to get out of hand, being 
at the mercy of US vendors, and failing to convince big 
banks to give up their existing cosy relationships with 
global software companies for a relative outsider. 

RubikSoft would be better off making its own pitch. 
For which it must out-think its competition with a 
cost-driven strategy and guerilla marketing tactics. 


MAKARAND PADALKAR 


Chief of Staff and Head (Product Marketing), 
i-flex Solutions 





is more important to do what is strategically 
right than what is immediately profitable. 
The financial services industry in the US essentially 
faces three key challenges—integrating various chan- 
nels, cutting operating costs and increasing prof- 
itability. Any new entrant in the market needs to help 
financial institutions address these key challenges by 
deploying the appropriate technology. | 
A technology provider like RubikSoft needs to deve- 
lop the right equity in the 


A CCORDING TO MARKETING GURU PHILIP KOTLER, IT 


market, and being a new pla- — "RubikSoft needs to 
yer, it would be foolhardy develop the right equity 
to adopt a loner strategy for in the market, and 


the North American market. 

Therefore the first stra- 
tegic step would be to forge 
and or extend technology 
and consulting partnerships 
with global leaders in the 
North American market, thereby enabling RubikSoft to 
develop a credibility that is much needed in the tech- 
nologically conservative Banking and Financial Services 
Industry. After all, the old saying in the business still holds 
strong: “Nobody ever got fired for buying IBM.” Simul- 
taneously, RubikSoft needs to work with partners 
who understand the needs of the American market 
better, and who can complete the life cycle of engage- 
ment with the client, right from selling to implemen- 


being a new player, it 
would be foolhardy to 
adopt a loner strategy 
for the North 
American market” 


tation and support. In a mature market like North 
America, Industry Influencers or Research and Analyst 
firms play a major role in influencing the technology de- 
cision-making of banks and ris. Therefore, a strong in- 
fluencer strategy is crucial. Pivotal influencers must 
be identified on priority and convinced about the of- 
ferings of RubikSoft, its financial stability, successful 
global implementation and value proposition. 

Thirdly, RubikSoft needs to stress on getting local 
. technical architects on board who can position its 
flagship product RubikIntegra adequately and evaluate 
it for fitment to each market segment in North America. 

À mission critical product like RubikSoft also needs 
to allay customers and potential customer's fears by hav- 
ing a strong local support capability (if not a local 
near shore kind of a development centre), so that cus- 
tomers are fully assured of round-the-clock capabilities. 

Finally, winning customers depends on how best 
RubikSoft can position itself as a truly global com- 
pany with a strong base in America—and with local tal- 
ent, robust infrastructure and strong processes. It's 
also imperative that the product is sufficiently showcased 
at all the local exhibitions and seminars, thus subtly pro- 
viding the almost local touch. 

RubikSoft must also break the outsourcing obsession 
that exists in the US, and sell its products as being 
the appropriate technology to help Banks reduce costs, 
mitigate risk, and increase customer satisfaction. The real 
challenge for an ambitious non-commodity player is to 
compete on brand competency rather than cost. 


GIRISH G. VAIDYA 


Sr. Vice President and Head, Banking Business Unit, 
. Infosys Technologies 





at hand for RubikSoft, let us first do a quick swoT 

analysis for the company's product offering 
RubikIntegra. One of the strengths of RubikSoft is 
that it has a low-cost base. This will allow at least a lit- 
tle leverage for the company as it enters the US 
market. The other strength the company has is its in- 
stalled base, which spans not only developing markets 
but also developed markets like Europe. Some of 
these customers in Europe could provide good ref- 
erence inputs to US banks. 

One of the weaknesses that the company faces is the 
lack of reference sites in the US. Another drawback that 
confronts the company could be higher entry barriers 
because of its origin in India. India has been known for 
its services capabilities and hence a product which 
requires in-depth domain knowledge may be seen as a 
weak offering by the US banks. 


i N ORDER TO ARRIVE AT A SOLUTION FOR THE PROBLEM 
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One of the threats that the company faces is that the 
product game being a long-term sales cycle business, the 
company may need to invest big money for a long 
period, before being able to see any returns. This 
could seriously affect the profitability of the company 
and hence erode the support of the Board. Thus, the key 
challenge confronting the company is that of “opening 
the doors” in the competitive US market. 

In the Case Game, Vijay Dhar has rightly identified 
Basel II as an opportunity that RubikSoft can use to 
make its entry into the US market. While the strategy 
of going with big vendors like ICM may enable it to ac- 
quire some customers, the fact remains that motivating 
such big vendors to take active interest in their solution 
will be a steep challenge in itself. Additionally, such big 
vendors typically *control' customers—thus defeating 
the purpose of RubikSoft trying to establish reference 
clients for its own sales efforts later on. 

Keeping all these factors in mind, RubikSoft should 
look at a novel way of entering the US market. It 
should align itself with ‘boutique’ risk management 
consultancies or leading academics at US universities 
who can provide the credibility that RubikSoft so 
badly needs. As part of the entry strategy, RubikSoft 
should identify such individuals or consultancies, tie 
up with them to offer a joint solution to US banks in 
which such an alliance would provide the brand with 
credibility and reach in the US banking market. 

The value proposition 


to the customer would “RubikSoft should align 
be that the alliance part- itself with boutique risk 
ner provides Basel II re- management consul- 
lated consulting, and tancies or leading 
RubikSoft provides the academics at US 
software which is flexible universities who can 
enough to incorporate provide the credibility that 
Basel II principles as and — RubikSoft so badly needs” 


when they crystallise. 

Clearly, this is a positioning strategy in which RubikSoft 
will use the established credibility of the alliance part- 
ner to open doors using the Basel II ‘pain point’, while 
selling its existing product. 

As part of the entry strategy, the company should 
identify and target specific customers for pilot instal- 
lations which can then be used as reference sites for the 
rest of the market. While targeting these specific cus- 
tomers, the prospect should be told about the various 
benefits that banks in Europe (which is comparable to 
US) have derived by using RubikSoft’s software. This 
will make the pitch much more effective. 

This strategy has the advantages of addressing 
both the issues of retaining customer control, while at 
the same time, providing credibility to potential cus- 
tomers in the US market. E 
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In defence of global brands, a tactless book on advertising versus 
PR, an Asian market sensitiser, and a creativity toolkit. 


OT SO LONG AGO, PEOPLE 
swore by globalisation. 
It was often touted as the 


panacea to all problems. The 
myth created was that free trade 
and market forces could spur eco- 
nomic growth, create job oppor- 
tunities, and all would be well 
with the world. But the bubble 
had to burst. Critics of globalisa- 
tion began to protest the transna- 
tional-corporat- 
ion-led move- 
ment, denounc- 
ing it as a strat- 
egy that would 
make the rich 





Brand New 
Justice 
The Upside 
Of Global 
Branding 


By Simon Anholt richer and the 
Butterworth- poor poorer. 
Heinemann *Coca-Colonisat- 
Price: ion' assumed the 
Rs 1,679.52 form of a global 


threat. Just then, 
Naomi Klein, a Canadian journalist, 
burst onto the scene with her book, 
No Logo, that took pot-shots at multi- 
nationals' quest for global domination. 
Brand power, she proclaimed, was 
synonymous with corporate power. 
Overnight, Klein was crowned the 


CONDENSEU 





movement. And marketing became a dirty word. 

So, are brands really the tools with which American 
MNCs seek global domination? Simon Anholt, an inter- 
national ‘branding and marketing thinker’, presents a case 
for global brands in Brand New Justice: The Upside of 
Global Branding. He argues that poor countries don’t 
have to be victims of globalisation. Brands, far from be- 
ing the cause of inequality and oppression, have a 
unique, untapped potential to redistribute the wealth of 
nations more fairly. While global branding strategies can 
help create successful brands and profit for the com- 
panies deploying them, branding strate- 
gies can also be used to position na- 
tions and ‘make a real difference to the 
country’s long term prospects’. 

Writes Anholt: “A national brand 
strategy determines the most realistic, 
most competitive and most compelling 
strategic vision for the country and en- 
sures that this vision is supported, re- 
inforced and enriched by every act of 
communication between the country 
and the rest of the world.” 

Anholt argues that the transition 
from unbranded to branded goods, 
and from branded domestic products to 
branded exports, has the “potential to 
be far more than just the symptom of 
economic development". He adds: 
“The development of international 


cheerleader for the anti-globalisation Pe ner THE WARROL COLLECTION brands is, in today's globalised world, as 
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inevitable and essential for the growth 
of an individual economy as the de- 
velopment of domestic brands has 
been in the past—for many coun- 
tries, this kind of development simply 
can't happen too soon." 

Through Brand New Justice, Anh- 
olt offers a response to the critics of 
marketing as a discipline. *Marketing 
is not about adding worthless gloss to 
worthless products or persuading 





F2 YEARS, ADFOLK JOKED THAT poor AL 
Ries doesn't sell in Japan, despite the bril- 
liance of Positioning, a classic co-written with 
E Jack Trout. Now with another Ries as co-au- 
thor, adfolk wonder if he'll sell anywhere at 
all. Not because of the surname. But because 
this book, while being cuddly, irreverent and 
provocative, crumbles under its own glib- 
ness. Ries’ proposition? Advertising is in- 
credible, PR is credible. Advertising is for all, 


The Fall of 
Advertising 
& The Rise. 
of PR 


PR is target specific. One is funny, the other 
serious. Expensive, inexpensive. Big bang 
happy, slow build up. Brand maintenance, 
brand building. Dying, thriving. And so 


dumb consumers to waste money on 
rubbish they neither need nor want, 
nor is it a charlatan's trick for over- 
charging people for ordinary prod- 


ucts. It is a way of squeezing more By Al Ries and on—you get the drift. Starbucks, Linux, 
value out of a marketplace; a way Laura Ries Body Shop and Google all got built ad-free, 
of stimulating trade and commerce;  Harper-Collins the authors emphasise, while Apple, 
and in the right hands, an immensely . PP: 295 Benetton, and other ad-brands sag. 


- ‘Advertising is art, it has lost its communi- 
cation function’, say the authors, comparing 
| it to painting, which has “‘no function as a 
representation of reality" anymore (as it did before photography) 
and is valued only by a few connoisseurs. 
The book hardsells the PR industry, but also betrays an ignorance 
. ofthe ad audience's sophistication. Yet, adfolk are advised to read 
it. Why? One, to fix the weak credibility link. Two, to rekindle their 
_ Own passion in defence of a discipline that they know has enormous 
persuasive power—when done well. Advertising is about changing 
minds without being too brazen, and that's better done in the mass 
media. Art it may be, partly, but all it means is that it can work won- 
ders in telling the stories that are best told imaginatively. A poetic 
song will always be more influential than any PR verbiage. 


powerful instrument for widespread 
and cultural change." 

Still, Anholt's book is a wake-up 
call. It is for the marketing community 
to recognise that today's customer 
can't be fooled with mere gloss. That 
players like Enron have no place in 
today's marketing environment. The 
book is an attempt to put marketing 
on the right track, and if countries 
and corporates pay heed to his sug- 
gestions, there might still be hope 
for marketing to redeem itself in the 
eyes of sceptical consumers. 

ADITE CHATTERJEE 


Price: Rs 875 


T CHIEF OF AN OUTFIT CALLED UPSTREAM ASIA WOULD BE AN 
unlikely buzzword creator, and David Ketchum's Big M lit- 
tle m Marketing is unlikely to achieve buzzword status. You 
are, still, intrigued. Good enough. So here goes: Big M refers to 
.. Strategies and small m to tactics. Ketchum's advice is to align the 
. two. He places marketers in four quadrants, by tactical and strate- 
- gic finesse. ‘Dreamers’ are good strategists, poor tacticians. ‘Doers’ 
3 . are good tacticians, poor strategists. ‘Duds’ are duds. And the best 
.. off are ‘Mm Winners’ that do a good job of both. Coca-Cola, for 
EN e . instance, had to move from Dreamer to Mm in India. 
itle — Flicking Your — if thats market localisation for beginners, this other book by the chief 
. | Creative Switch of All Sorts Habit Creation (yes, his outfit), is creativity for starters. It talks 
‘Wayne | Oofde-conditioning the mind and features Bill Bernbach’s ROI test (rele- 
Lotherington ^^ vance, originality, impact), before recommending such tools as random 
John Wiley & Sons word association, fresh eyes, kid questions and surreal heterogeneity. 
PP:161 .  Butwhat anyway, és creativity? Try ‘CREATIVE’ spelt backwards: ‘EVITAERC, 
Price: Rs 888.93 ; or ‘Every Virgin Idea Takes A lot of Energetic Raw Courage’. 
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Price: Rs 1,437.60 
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Glow golf is back. Brought to you by Business Today and Hero Global Design, this exclusive 
event is being held for the second consecutive year. This time, however, it is going national, 
played across three venues in India.And the prize: 6 night/7 day deluxe package with business Class 


'the exotic isle, Sri Lanka’. Played by the cream of the Indian corporate world 


with glowing golf equipment, it is going to be a memorable event for many moons to come 
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hen Microsoft honcho and the world's 
richest man Bill Gates during his last 
visit to the country in November last year 
spent a couple of hours closeted with 
Uttaranchal Chief Minister Narayan Datt 
Tiwari to handpick the state for his company's first ver- 
nacular software development lab, the world took note of 
the fact that Uttaranchal isn't all about tourism alone. 
That's not all. The Uttaranchal is one of the two 
states along with Andhra Pradesh where 
Microsoft will carry out its massive iiem 
computer literacy programme Shiksha. $ 
Just two years after it was carved out 4 
of Uttar Pradesh, Uttaranchal, under 













on the upswing 


going for it. At 63 per cent it has one of the largest forest 
covers in the country and is blessed with a surfeit of 
medicinal flora unique to the region. And a better than 
average literacy rate of 73 per cent may prove to be the 
biggest ace up its sleeve. As a result of being seen as a 
peripheral region in a huge state, Uttaranchal inhertited a 
largely underdeveloped industrial sector. "The domestic 
market actually kept shrinking," says Madhukar Gupta, 
Chief Secretary, Uttaranchal. But the state's able leader- 
ship isn't deterred by that. 


industry Focus 
The Industry Ministry in conjunction with 
the Uttaranchal government has 


the dynamic leadership of N D Tiwari, Uttaranchal worked out a special industrial 
is fast realising the high growth oppor- package keeping in perspective the 
tunities the in the areas of hydroelectric special needs of this unique infant 
power, food processing, niche agricul- T». W state. The Prime Minister during his visit 


ture, information technology and of course d 
tourism. Cradled in the breathtaking beauty and WA 
the serenity of the stately Himalayas, Uttaranchal, 

also called the Devbhumi (the abode of Gods) has a lot 


OE 






to Uttaranchal in March 2002 announced 
tax and central excise concession to attract 
investments in the industrial sector. The 
industries eligible for such incentives will 
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have to be environment 
friendly with the potential of 
generating employment in 
the local areas using local 
resources. "The package is 
aimed at improving the 
availability of capital and 
increase market access for 
the local entrepreneurs," 
says the Chief Minister N. 
D. Tiwari. Under the pack- 
age the new industrial units 
that fulfil the state govern- 
ments criteria are entitled to 
100 per cent outright excise 
duty exemption for a period 
of 10 years from the date of 
commencement of commercial production and also the 
new industries in the notified location would eligible for 
Capital investment subsidy at 15 per cent of their invest- 
ment in plant, machinery, subject to a ceiling of Rs 30 
lakh. In the area of horticulture the government plans to 
retain 27 of the 104 of its nurseries as most of them are 
being sub-optimally utilised. "The rest will be developed in 
association with private players," says Madhukar Gupta, 
Chief Secretary. There are four food processing export 
zones and two more floriculture export zones in the anvil 
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as well. It is a lesser fact that 
certain regions of 
Uttaranchal grow very high 
quality tea---some even 
comparable to the best from 
Darjeeling and Assam. The 
government has already 
started a big marketing exer- 
cise along with the private 
company DS Foods to sell 
Uttaranchal's Tea under the 
"Uttara" brandname. 


A Potential Powerhouse 

With two perennial rivers of 
the Subcontinent, Ganga and 
Yamuna flowing through the 
hilly terrain of the state, Uttaranchal possesses immense 
scope in the area of hydro electric power generation. The 
Galgoi hydropower station near Mussoorie, commis- 
sioned as early as in 1907 remains one of the country's 
oldest such installations. Today, the Uttaranchal Jal Vikas 
Nigam operates 29 hydro plants of small, medium and 
large capacity ranging from 0.2 MW to 240 MW with a 
total capacity adding upto 1,124.26 MW. But it has an 
unrealised potential of 15,000 MW. Keeping in mind the 
national objective of increasing power generation through 


We Will Ensure An All Round Development Of The State! Chief Minister of Uttaranchal, 
Narain Dutt furari shares his vision for the young hill state with our correspondent 








g Q. How has been your 
. experience since you 
= took over as the chief 
minister of Uttaranchal? 
| am the son of the soil. 
Even in my earlier roles - 
. as the Chief Minister of 
. Uttar Pradesh four times 
- - | have done whatever | 
. could do for this area. 
. The hill development 
. department in UP was 
= - created on my sugges- 
a / — tion. We had several sep- 
: | arate hill development 


- when | was the minister 
in charge of the planning 
in UP. There are chal- 

lenges of bip EA resource mobilisation and gal- 

vanisation of people's participation. My approach is based 
|. on consensus and will try to get the support of all political 
parties. This will ensure the integrated, all round develop- 
, ment of the state. 


i a. What are your priorities for the state of Uttaranchal? | 
: We have to utilise our forest wealth and turn degraded for- 
est areas into assets not only from an environmental view- 


- plans ever since 1969, 


point but also from a developmental perspective. We will 
promote herbal cultivation in a big way. The other areas of 
thrust are sericulture, floriculture and horticulture. For 
instance, we are looking at growing new varieties of apple, 
guava and apricot. Mother Dairy buys a huge quantity of 
vegetables and fruits from Uttaranchal market. The vari- 
ous airstrips will be developed for cargo movement. 


Q. Where does Uttaranchal stand in industrialisation? 
Prime Minister recently announced a concessional indus- 
trial package for Uttaranchal. The package envisages 
excise exemption for units located in various tehsils of the 
12 districts of the state. This package will help bring in pri- 
vate investment to the state. Plains are suitable for heavy 
industries. Ecologically sensitive areas like Dehradun are 
suitable for software and electronics industries. We are 
proposing a software park in Selaqui. We are also plan- 
ning to generate 15,000-20,000 MW of hydel power in five 


years from the region. 


Q. Tourism is an important economic activity in the state... 


Yes, we will have a harmonious blend of religious and gen- 


eral tourism. Besides five star or three star hotel resorts, 
we are encouraging local villagers to develop dhyan 
kendra, sadhana kutir, chintana kutir and yoga kendra. 


They can become tourist entrepreneurs. We have request- 


ed banks to offer credit to villagers for this purpose. This is 
a way to raise the per capita income of the people. 


mI MPL 


lita Gtchal 
OH F7 ST: 


t 
t UTTARANCHAL TOURISM CONCLAVE 


x5 2-24 February 2003 
u— 


— a € 


Sussoorie 


$ 


" IN a As. 
= dh anna = & $ i 


Jaypee Hotei 


Uttaranchal calling: The Tourism Conclave in February 2003 


environmentally appropriate means, and the target of 
3000 MW for the hydropower sector in the 10th plan, the 
Government of Uttaranchal has framed a policy to attract 
investors and to ensure project viability. Fourteen small 
hydro power stations with a total capacity of about 12 MW 
are generating electricity. UJVN achieved 47 percent 
additional generation from small hydro power stations for 
the period of April, 2002 to September 2002 in compari- 
son to the generation achieved during the preceeding 
year for the same period, thus substantially increasing the 
revenue. Five projects namely Son Prayag (500 KW), 
Rudraprayag, Pilangarh (2250 KW), Railgad (3000KW), 
Badrinath II (1250 KW) and Jumagarh (1200 KW) are 
presently under construction and are likely to be commis- 
sioned at the end of financial year 2003-04. Detailed stud- 
ies, including hydrology are being conducted for restora- 
tion of the 6000 KW Sobla Project which was washed 
away in the floods that ravaged the state in 2002. A sum 
of Rs 79. 50 crore has been sanctioned by the Central 
Electrical Authoruty and the Power Finance Corporation 
for the renovation and modernisation of large power sta- 
tions. In july 2002, a loan of Rs 800 crore was sanctioned 
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by PFC for the construction of maneri bhali 
Stage ll project (4x76 MW). The project is 
proposed to be commissioned within 39 
months. The estimated cost of the project is 
close to Rs 1,250 crore and the annual gen- 
eration from this project is estimated to be 
1,556 million units. 

lourism: Advantage Uttaranchal 
Uttaranchal's sylvan settings and scenic 
Himalayan landscapes are second to none. 
And if you are a trekking and eco-tourism 
buff, this state is just tailor-made for you. 
The hills of Uttaranchal are dotted by quaint 
hamlets and many of them, for example in 
Landsdowne have some of the most strik- 
ingly beautiful examples of colonial architec- 
ture. Since time immemorial, sacred pilgrim- 
age of different relegions have drawn seek- 
ers of spiritual fulfillment to Uttaranchal. The rich cultural 
traditions, the rare natural beauty and the cool and 
invigourating climate of the land of the origin of the Holy 
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We are commited to 
creating similar 
infrastructure and 
ambience, which rivals 
Nanita! and Mussoorie, 


in other places of 
Garhwal & Kumaon. 


Lt. Gen.( Retd) TPS 
Rawat, Tourism Minister 





ganga and yamuna rivers constitute a rare combination of 
attractions. The relatively small population density help to 
provide a clean and wholesome environment, and a high 
rate of literacy indicates the presence of a host population 
conducive to tourism development in the state. 


Pilgrimage has traditionally been 
the major segment of tourism in 
Uttaranchal. However, Uttaranchal 

is also endowed with enormous 
resources for cultural, adventure, 
wildlife, nature, leisure and eco-tourism, 
and potential for a wide variety of entertain- 

ment and sporting activities which attract the modern 
tourist. Some important and unmissable places of pilgrim- 
age are badrinath, Kedarnath, Yamunatri, Gangotri, 
Humkund Lokpal, Nanak Matta and Meetha-Reetha 
sahib, Piran Kaliyar. Uttaranchal is also home to 12 
National Parks and sanctuaries, including the world 
famous Corbett national park, the world heritage site of 
the Nanda Devi Biosphere reserve, the Rajaji national 
park, Goving Pashu Vihar and the Askot Musk deer sanc- 
tuary. 





Uttaranchal 
lourism 


Uttaranchats Chief secrelarv Madhukar Gupta is 4 no-nonsense man u UT 7117 (131789 IHOCCTIS bs POCA 


spoke lo our correspondent about how Uttaranchal ts leveraging its natural abundanes 


in select areas and thereby give the local tiidustry: a bie pu 


Q: What are the biggest 
hurdles for Uttaranchal in its 
quest to promote the local 
industry? 

When UP formed its new 
industrial policy in the year 
2000, no special attention 
was given to Uttaranchal as 
everyone knew that it was 
going to become a separate 
state. Our endevour will be 
to give the secondary sector 
a big fillip. The Centre is 
also working out a special 
industrial package for the state where certain thrust indus- 
tries like IT and tourism would be eligible for concessions. 





Q: What are the steps you have taken to facilitate the IT 
industry? 

First of all we are trying to look at IT in a broad spectrum. 
At the outset we are totally focussed on building up an 


excellent IT infrastructure. Being a hilly state, connectivity 
is a huge problem. We are trying to address it by using a 
mix of technology like V-SAT and OFC. We are very much 
enthused by the response of the IT sector towards the 
steps that we have taken. Microsofts choosing 
Uttaranchal for its first Hindi development lab in the coun- 
try shows that our pro-activeness is being appreciated. 


Q: Are there any specific plans to promote agriculture, 
which is the single biggest employment 

generator in the state? 

Food processing and value addition 4s 

presents a huge opportunity for us. Four 
agri-export zones and two flori-export have 
been approved in the state. And this year RES \ 
we intend to touch the 200 tonne mark with "E 
our litchi exports. We hope to bring nearly ©& 
1000 hectares of land under commercial 
medicinal plantations. We are also working with l 
the NGOs to make Uttaranchal an organic d 
state. | 
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Q. What is your mandate 
as the CEO of Uttaran- 
chal Tourism Develop- 
ment Board? 

Uttaranchal is now a well 
known tourist destination. 
In the last two years, we 
have participated in a host 
of exhibitions and fairs 
and launched numerous 
publicity campaigns. We 
are also implementing the 
major projects aimed at 
improving the tourism 
infrastructure in the state. 
They include new ski resorts, trek routes, eco-tourism 
parks and airstrips. 





Q. Where does Uttaranchal stand on India's tourism map? 
We probably rank the second-highest (after Andhra 
Pradesh) in domestic tourism. We get 11 million tourists, 
quite an achievement considering that our population is 
just 8 million. Last year, we had a million tourists more 
than the previous year, a growth of around 10 per cent. 
About 60,000-65,000 of these were foreign tourists. 


Q. How did your February tourism conclave go? 

The event was immensely successful. We had close to 
500 national and international delegates. There were 
200 one-to-one business meetings and 51 letters of 
intent were signed. The ultimate success of the conclave 
depends on the follow-ups, which is happening now. 


Q. How do you plan to involve the local people? 

We have launched a number of tourism-centric self- 
employment schemes. Under these, the government will 
fund up to 20 per cent of the costs for 
projects with a maximum capital 
investment of Rs 10 lakh. This ‘¥ 
includes fast food centres, retail out- 
lets, adventure sports and so on. 
We are also planning tourism vil- 
lages on major trekking routes. 


Q. What are your plans for craft 
industries in Uttaranchal? 

The wood, wool and wax-based # 
souvenirs industry will get a big 
push. We partnered Haryana in 
hosting the Surajkund crafts mela 
this year. It was a runaway suc- 
cess. Fifty-four of our artisans 
participated in the mela and got a 
tremendous response. 
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Valley of Flowers: Exotic flora and fauna 


Steady Progress 
Its important to take a look at the new 
tourism policy-the blueprint for the growth in 
the state. Broadly the policy looks at pil- 
grimage, cultural tourism, heritage, eco- 
tourism, adventure tourism and well- 
ness." Enhanced private sector partic- 
ipation, an agressive and well planned 
publicity and marketing strategy, a 
more action-oriented tourism admin- 
stration, all year round tourism and the 
more active participation of local host 
communities are the focus areas" Says 
Indira Hridyadesh. The Uttaranchal 
Tourism Development Board has been 
envisaged as an apex body to advise 
the government on the matters relating 


ml MP 


! will prefer if people 
come to Uttranchal 
and don't go to 
Switzerland, for the 
view, flowers and 
Snow. 


Indira Hridyadesh, 
information and 
PWD Minister 





to tourism in Uttaranchal, to act as an implementing 
agency for tourism projects and to play a role of tourism 
development and regulatory body in the state. "To keep 
ourselves in tune with the latest trends and developments 
in the tourism sector, we have abolished the tourism 
directorate and established an Uttaranchal Tourism 
Development Board (UTDB). It is for the first time in the 
country that a state has ever done so," says N. N. Prasad, 
Secretary, Department of Tourism and CEO UTDB. A 
tourism master plan for the development of new tourist 
destinations in Lansdowne/Pauri/Khirsu and 
Pithoragarh/Munsiyari, masterplan for chardham yatra, 
trek masterplan, masterplan for areas around small 
airstrips; identification and listing of heritage properties in 
Uttaranchal has been worked out with the. view of active- 
ly involving the private sector. "Uttaranchal as a tourist 
destination suffers from the lack of awareness among 
both national and international travellers, but we are leav- 
ing no stone unturned in our efforts to popularise the state 
both within and outside the country," says Uttaranchal's 
Minister for Tourism, T.P.S Rawat. In such an effort, UTDB 
along with CII organised a massive tourism conclave in 
Mussoorie in February 2003. This was attended by 400 
delegates from within and outside the country. Investment 
propositions amounting to over Rs 1,000 crore were put 
on the table and discussed. 


The New New Opportunity 
Information technology has played a vital role in putting 
India on the global map. When that's the case, the 


Major Achievements in Infotech 


7.Computerised pay account system where 
detailed information of each employee. 


2. Information dissemination and sharing data 
through internet 


3. CM's letter monitoring system has been 
computerised 


4. Land records registration system is being 
computerised 


5. Networking of Secretariat 
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Mr. ND Tiwari with Bill Gates inaugurating 


the first Hindi Lab 


momentum surely can't be sustained by a handful of 
states who are proactive in the area. A young Uttaranchal 
is also among those trying to hitch their fortunes on to the 
infotech bandwagon. And the signals have been 
extremely encouraging so far. Take for example, 
Microsoft's ongoing Shiksha programme to provide sub- 
sidised computer education to school children. "We want 
to deploy IT as an effective tool for catalysing accelerated 
economic growth and efficient governance," says 
Madhukar Gupta. The usage of IT at the government-to- 
government basis is being given a major push. Video con- 
ferencing facilities with all the 13 district headquarters 
have been completed. Being a predominantly hilly region 
a decision was taken to establish earth stations to provide 
connectivity for IT-enabled services. The first earth station 
has been operationalised at Dehradun. The Software 
Technology Parks india (STPI), has already agreed to on 
the request of the state government to establish earth sta- 
tions at Haridwar and Nainital. For computer literacy, the 
Uttaranchal government has entered into an MoU with 
Intel and Microsoft to provide teachers training pro- 
gramme under their outreach programme. Under this 
scheme 443 schools/colleges have been covered till date. 
With the IT infrastructure in place, IT-enabled services, 
which are of specific relevance to Uttaranchal, will need to 
be put in place. These services ill relate in the main to 
agriculture in the belts of Udham Singh Nagar, Haridwar 
and Dehradun. As also horticulture in the state's higher 
regions. It has also been proposed by the state authorities 
to outsource these services to professional agencies such 
as Mahindra and Mahindra and ICICI. The role of the 
government will only be that of a facilitator in creating this 
infrastructure at specific mandis providing connectivity 
and specific content creation. With a large pool of tal- 
ented and well-educated youth, and proactive leadership, 
itis only a matter of time before Uttaranchal gets counted 
among the best developed states in the country. 


COUNSELLING 


Help, Tarun! 


| have been working with a big pharmaceutical company for 
a year. However, despite having a Phd in Microbiology, | 
started off in the unrelated petrochemicals sector as | was un- 
able to find a suitable pharma job. My salary is much lower 
than that of my colleagues in the pharma sector, most of 
whom are far less qualified than | am. When | pointed this 
out to the HR department, | was told that my experience in 
the petrochem sector had little relevance to my present 
job. How can | leverage my qualifications to compensate for 
my lack of experience in the pharma sector? 

Did you get a raise when you joined this company? I 
assume you did. That means you already are being paid 
more than what you used to make in the petrochem sec- 
tor. As far as your peers go, salaries in the pharma sector 
have traditionally been higher than those in the petrochem 
sector and hence people who have worked longer in it are 
likely be better paid. You cannot compare your salary to 
those with more experience in the pharma sector than 
yourself. If you feel, however, that there is too much of 
a discrepancy given your qualification, you could talk to 
your department head and ask him to push your case 
with the HR department. His word is likely to have 
more weight than yours. You can make up for your 
relative lack of experience in the sector by working hard 
and seeking a pay hike on the strength of your per- 
formance. That’s the one fail-safe way of getting ahead 
in any sector, including the pharma sector. 





| quit my sales job with a bank a month ago after working 
there for more than three years. A headhunting company has 
offered me a similar job but | am not interested in doing a 
sales job again. | am more interested in a marketing job or in 
working as a trainer in a MNC. That would help me to 
move out of the financial sector. What should | do? 

You may tbink tbe kind of jobs that you mentioned are 
ideal for you, but bow likely are you to get them? You 
need to be realistic. For those who are looking to 
change their jobs, these are not the best of times. You 
should take up a job even as you continue your search 
for the job of your dreams. While looking for some 
meaning in your work is not bad, most of us have to 
make do with what we get in an imperfect world. 








| quit my job as a middle-level manager after an eight-year 
stint to pursue my dream of working in the hospitality 
industry. To this end, | enrolled in a hotel management 
course. Though l'm still working part-time for my company, 
| do not intend to return to it after completing the course. 
| plan to open a restaurant in the future but am not sure 
how to go about it or whom to consult. What should | do? 
If you are interested in becoming a restaurateur, you will 
need much more than just a degree. Before you plunge 
into any such enterprise, you need to have enough 
knowledge of tbe industry. This knowledge can come 
only from hands-on experience and not a degree. 
Running a restaurant involves a high level of risk and 
you need to learn the ropes first. That is why you 
should first take up a job in a restaurant. By working 
and gaining experience there, you will learn the tricks of 
the trade. Once you gain enough experience in your job, 
you will be able to figure out for yourself how to open 
a restaurant and run it successfully. 


In the last four years that | have been working, | have 
changed 10 jobs. | just can’t seem to stick to one job for 
more than four months. In each of my new jobs, | tend 
to become restless, dissatisfied, complacent, and display 
a couldn’t-care-less attitude after an initial period of 
enthusiasm. Moreover, | get frustrated when my boss ign- 
ores what | feel are some of my best suggestions. What 
should | do? 

Always remember this: Your boss ts free to reject any 
or all of your ideas no matter how bright they might 
seem to you. You seem to have a short attention span 
because of which you are unable to concentrate on 
your work long enough. The most suitable jobs for 
you could be the ones that offer variety and have 
short commitment periods such as those that are 
project-based or sales-oriented. Let me also say that 
you have to develop the ability to persist in face of 
obstacles. The best way to do that would be to 
commit yourself to the job for a fixed period of 
time come what may. You will be surprised to see the 
benefits that accrue to you once you develop this pos- 
itive approach towards work. 


Answers to your career concerns are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jnandewalan Extn., New Delhi—1 10055. 
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SECTOR WATCH 


The Need Of The Hour 


There’s been a fundamental shift in the profile of employees sought by the increasingly tech- 
driven consumer durables sector. A look at what clicks and what doesn’t in the industry. 


VER THE PAST DECADE, THE INDIAN 

consumer durables industry has 

undergone a phenomenal change 
triggered by the emergence of new techno- 
logies and changing consumer dynamics. 
Another factor that has added to the mom- 
entum of change is globalisation. The 
change in the demographic profile of the 
Indian society from a joint family system - 
to a nuclear family concept has also been 
a catalyst to this change. 

The entry of multinational companies 
and brands specifically targeted at the dif- 
ferent segments of a vast middle class has also fu- 
elled the need for qualitative and tailor-made re- 
quirements. Stiff competition between local and global 
brands and the economic slowdown are forcing com- 
panies to slash prices and constantly upgrade the 
quality of their products. 

These changes have had a major impact on the 
skill-sets required of employees in the consumer 
durables sector. To meet customer expectations, 
employees need to be innovative and implement 


strategies and plans with speed. Knowledge of all as- 


pects of the business is a must. 

A close understanding of the Indian consumer 
and the ability to stay close to his or her heart is one 
of the basic needs of this industry. The employees 
have to manage to translate that understanding and 








Y.V. Verma, 
Vice President (HR), 
LG India 


ability into an effective communication. 

The current trend in the industry is 
towards hiring business managers rather 
than function managers. The ability to 
generate innovative ideas and high-endur- 
ance levels in coping with the Indian con- 
ditions are important qualities that com- 
panies look for when they seek out new 
talent that will give them a competitive 
edge over others. Most recruiters in the in- 
dustry prefer hiring people who can take 
charge and give proper direction to others 
irrespective of the function that they rep- 
resent. Understanding of concepts such as Six Sigma is 
considered a big plus by most recruiters. 

With product development cycles getting in- 
creasingly crunched, most jobs in the sector entail an 
increased level of complexity and sophistication. 
This has created the need for greater cohesion and 
teamwork among employees. So most recruiters in the 
industry look for candidates who have the ability to 
Work as part of cross-functional teams and deliver the 
goods in as short a time as possible. High stress levels 
have also forced recruiters to seek a higher level of 
emotional quotient in their employees. Last but not the 
least, the ability to look at things from a strategic per- 
spective and execute business strategies with speed and 
precision. is what makes the difference between the 
winners and the losers in this industry. 


N THE FACE OF IT, THE BEHAVIORAL 

Interviewing Technique (BIT) looks 
more like something meant for a shrink 
than an interviewer in a large business 
organisation. But corporate houses in 
the country are increasingly taking the 
cue from their global counterparts in 
using it to figure out the mind of the 
candidate at recruitment counters. BIT 
involves studying past job behaviour as 


a means of predicting future job success 
as well as giving due weightage to the 
non-verbal aspects of an candidate's be- 
haviour during an interview. 
Employers such as At&t and Accen- 
ture have been using BIT for 15 years, 
and because increasing numbers of 
employers are relying on this method, 
understanding how to excel in this in- 
terview environment is becoming a 


crucial job-hunting skill. 

Behavioural interviewing offers a 
more objective set of facts to base emp- 
loyment decisions on than other tech- 
niques. Traditional interview questions 
often fail to capture significant beha- 
vioural traits of a candidate. The pro- 
cess of behavioural interviewing, in con- 
trast, throws up a wealth of data on a 
candidate and is more revealing. Œ 
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| Jobs 1 oday 
IATA 


POLICY & STRATEGI 





The Government of Orissa (GoO) State Department Health & Family Welfare (DHFW), 
with support from the Department for International Development and the European 
Commission has decided to set up a new Policy and Strategic Planning Unit (PSPU) to 
assist in matters relating to public health reforms in Orissa. The PSPU will act as a 
strategic ‘think tank’ to assist the DHFW in (i) review existing policies and systems and 
develop new ones (ii) undertake the necessary strategic planning (iii) implementing the 


reforms process. 


TEAM LEADER MS/7316 


As the head of the PSPU, the team leader is responsible for managing and meeting the overall 
objectives set forth for the PSPU. To achieve this, the incumbent would be required to lead the 
preparation, planning and monitoring of the various plans being formulated including the reform 
processes, policy / procedure and systems reviews, and redesigns if applicable, and supporting 
the implementation of all the strategies and business plans developed. He/she would play a pivotal 


role in capacity building within the DHFW for eventually taking on the role of the PSPU. 


HEALTH SYSTEMS ANALYST MS/7317 


While supporting the Team Leader in the PSPU functioning, the primary focus of the job is to 
improve the efficiency & effectiveness of the DFHW by reviewing policies / performances and 
establishing systems for impact assessment and evaluation, providing assistance in the strategic 
plan preparation and undertaking appraisals and assessments of new project. In addition, he/she 
will also need to lead the introduction of IT within the department after undertaking a detailed cost 


benefit analysis. 


HEALTH ECONOMIST MS/7318 


The Health Economist will assist the GoO in enhancing the efficiency of public expenditure in 


health by advising the DHFW on the economic issues surrounding costs and financing in 


Jobs 1 oday 





LANNING UNIT 





healthcare for the State. Through a consultative process he / she would be required to prepare a 
financing paper to ensure sustainability of projects, besides developing a cost allocation 
mechanism, identifying avenues for cost reduction, exploring social insurance and other associated 


issues which address sudden and catastrophic health problems. 


All applicants should be Post Graduates in Management/ Public Health/ Social 
Sciences/Medicine with about 15 years experience of which at least 5 years should be as 
a head of an unit or institution guiding / managing people and such initiatives. For the post 
of Health Economist, candidates should be a Post Graduate in Economics. Good 
documentation and report writing skills are a prerequisite for the posts. Ideally all 
applicants should be less than 50 years of age (relaxable in exceptional cases) 


The above jobs require a sound understanding of social issues related to health and its 
access. Hence candidates must have a strong public health orientation. Preference 
would be given to persons who have facilitated reforms or other change processes within 
large agencies, performed advisory role to governments, bilateral or other large agencies 
in the health area. Candidates with hands-on, experience in those states where 
healthcare reforms have commenced would have a distinct advantage as also those with 


a working knowledge of Oriya. 


Remuneration is attractive and while in line with qualifications and experience will 
not be a limiting factor for the right candidate. All positions are contractual for an 


initial period of three years. 


Please apply within seven days in strict confidence to: 
A. F. Ferguson Associates 
Post Box: 11630 Mumbai 400 021 
E Mail: affplct Q vsnl.com 


giving full details of age, qualifications, experience and salary drawn 
along with contact telephone numbers. All applications and envelopes 
should be marked with the relevant "MS" reference numbers. 


DUUM 


bt back of the book | 






T They may not know Sonny Barger from Sonny Liston, but India 
© Inc. has a small, but fanatical clutch of Hog-lovers. sy momak MiTRA 


Rajeev Khanna 


He bought a 1340 cc Fat Boy 
Harley after cult motion pic 
T2 popularised it. Khanna 
even has a 1945 750 cc 
Harley parked at the office. 


T'S A LAZY SUNDAY MORNING ON BANGALORE'S 
62-kilometre Outer Ring Road and the traffic 
is sparse. The noise isn't—there's the rich, 
almost sexual throb of eight 750 cc-plus en- 
gines chugging in tandem. This is where MOB 
rules. The name may intimidate, but the eight- 
member strong Motorcyclists Of Bangalore is 
as far removed from the beer-and-tattoo violence of the 
Hell's Angels as the soft-pop of Al Stewart is from 
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the metallic exuberance of Black Sabbath. All eight are 
white-collar men in their late thirties and early forties, 
not very different from typically greying Harley cus- 
tomers in other parts of the world. Here, style gets pref- 
erence over speed. Accessories are in. And much like 
noblemen indulging in their favourite pastime of equit- 
ation, the eight put their bikes through their paces. One 
of the eight is Rajeev Chandrasekhar, the 37-year-old 
Chairman & CEO of BPL Innovision Business Group, 
cruising along Ring Road in his 95th anniversary—just 
for kicks, Harley is celebrating a century of existence 
this year—Ultra Electra Glide, a 1,300-cc specimen. The 
bearded six-footer’s Harley even boasts a four-speaker 
music system the man has affectionately dubbed “The 
Tower”, and cruise control to boot. “I wear a full-face 
helmet on Sundays so that people don’t recognise 
me,” he says. That’s perfectly understandable. 

Fame, evidently, can’t stop the almost primal de- 
sire of some successful men to be one with the 
road. The market may be replete with 100-cc bikes, 
ersatz cruisers, even a genuine power bike or two, 
but nothing, I repeat, nothing, comes close to the 
sheer thrill of straddling a hog. “A Harley is the 
Rolls-Royce of motorcycles,” gushes actor Sanjay 
Dutt (actually, we featured the 44-year old toughie 
here because he is CEO of a company named White 
Feather Films) who rides his blue 1,600-cc Softail 
Classic four times a week, mostly at night. “The rest 
is just Jap c+*p.” That's more or less the senti- 
ment displayed by two Hell’s Angels when actor 
Mickey Rourke, who was keen to be considered part 
of the gang, presented them with Kawasaki bikes. 
They trashed them. Or so goes a story that has all 
the makings of apocrypha. 

It doesn’t need a shrink and several hours of psy- 
choanalysis to figure out why business-types (or, for that 
matter, others) love big bikes. A car, after all, is just a 
car. A bike is a way of life. And the experience of 
revving it up on a big bike, vouch hog-lovers, is far more 
real than aseptic car rides. Which is perhaps why 
Sameer Thapar, the Delhi-based CEO of jcT Mills, and 
one of Dutt’s best buddies—he was gifted a Harley by 
the actor—rides to the gym or to Delhi's very own 
patch of historical green, Lodhi Gardens for a run. The 
38-year old has even decked his bike out with saddle- 
bags and a chrome eagle claw stand. The twin-en- 
gined beauty (with a bod) stands by the porch at 
Thapar's 1.5-acre house in Central Delhi. 

Mumbai-based interior decorator Jimmy Mistry 
(actually he heads a Rs 52-crore firm and features 
elsewhere in this magazine in his capacity as a new new 
entrepreneur) does one better than Thapar—he rides 
his VRSCA V-ROD cruiser in to work on Saturdays. He 
recently rode it down the city’s heaving Lamington 





One Hundred Years Of Attitude 


The Harley Softail: Bikers’ choice 


HEN TWO 20-YEAR OLD MILWAUKEE YOUTH 

William S. Harley and Arthur Davidson sold 
their put-together-in-the-backyard version of a 
motorised bicycle to a school chum Henry Meyer 
in 1903, little would they have known that their 
legacy would carry on for a 100 years. Carry on it 
did, and also acquired a cult status among men all 
across the world. Starting August 28 this year, 
Milwaukee is all set to rewind back to the very first 
days of the H-D with a four-day long centenary fes- 
tival. The Summerfest Grounds (renamed as the 
Henry Meyer 
Festival Park) 
on the shores 
of the pictur- 
esque Lake 
Michigan will 
be the epicen- 
tre of all ac- 
tion. There will 
be a wide variety of musical entertainment and 
unique bike displays. The company will also 
unveil its models for the year 2004. And the lake- 
front will be the final stop for the "The Harley- 
Davidson Experience," featuring fully updated 
and expanded exhibits that circled the globe 
during the company's Open Road Tour. 

For those interested in the evolution of the 
bikes right from 1903, an exhibit on the Harley- 
Davidson Motor Company will be presented at the 
Milwaukee Art Museum. This exhibit will demon- 
strate various stages of the motorcycle design 
process utilised by the Styling and Engineering de- 
partments. There will be original sketches, 
videos, clay models, and mock-up motorcycles 
of some all time favourites. And yes. It's all for a 
good cause as the proceeds go to help find a cure 
for muscular dystrophy. For more reasons to 
make it to Milwaukee this August, check out 
www.harley-davidson.com. 


Harley's 1903 bike: A great ride 





bt back of the book 


Sameer Thapar 


TREADMILL 





He rides his Harley to the 
gym or to the Lodhi gardens 
for a run and has decked it 
up with saddlebags and an 
eagle-claw stand 


Street to meet with a client who was putting up a 
multiplex. The man gawked, “but then things settled 
down," grins Mistry. The gawking bit is only to be 
expected given the Harley's distinctive roar. Just ask 
Parvez Damania, now a director on the board of the 
Sahara Parivar. Three years ago, he bought a Harley in 
Dubai but *whenever I took it out, people were deafened 
by its strange noise." He takes it out less frequently now. 

Delhi-based Rajeev Khanna—he heads R.K. 
Consulting—has no such misgivings. He bought a 
1,340 cc Fat Boy Harley after cult motion pic T2 
popularised it. Khanna even has a 1945 750 cc 
Harley permanently parked at the office. And like a 
true fanatic he rattles off all the Harley gear he 
owns—leather jacket, boots, cap, a Zippo with the 
bar-and-shield logo. That's an attitude that belongs as 
much in the Oakland HOG (Harley Owners Group) as 
Delhi. Own the road, it screams. 
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VYHAW NVAIA 


FAQs About Gymming 5. 


Te TIME, l'M GOING TO RUN YOU V / 7 
through some—not represen- [RRS 
tative by any means—com- Bi. | 
mon questions people have about 
weight training and cardio. Regular 
gymrats may find these too ele- = 
mentary but then are you one? If not read on. - 
The commonest question any wannabe fitness 
freak wants a quick answer to is how to get a flat 
middie. No easy way of doing that but here’s 
something that may help. To tone the muscle and 
reduce the size of your mid-section, plan to do a ba- 
sic 10-minute routine of stomach crunches and leg 
raises, three to four times a week. Add 15-20 min- 
utes of intense cardio—walk, run, cycle or get on 
the elliptical machine—in order to help overall tone 
and improve metabolic processes to burn body fat. 
Most of that enemy we're fighting against is stored 
in the hips (women) and the mid-section (men). 
Also cut down on fats in your diet. Give up some 
good stuff. And add more protein to it. — | 
How much water do you need to drink a day? 





NvNVS LVÍVM 


No simple answer to that. Depends also on how 


much you lose because of sweating and dehydra- 
tion. But remember water is the main ingredient 
that makes up your body and that includes muscle. 
Top up with two litres a day, at least. one 
How many meals should | eat every day? 
Breakfast a must. And then, one meal every three 
hours. Each meal should have 30-40 per cent pro- 
tein, 30-40 per cent carbohydrate, and 10-20 per 
cent fat. Eat 30 to 60 minutes prior to your workout 
or athletic activity and again 30-60 minutes after your 
training to serve energy and muscle demands. 
Should | go gymming if I’m feeling sick? Again 
no simple answer to this one. | have a simple 
formula that works. If I'm afflicted by anything 
the neck upwards—like a simple cold or a 


- headache, why even the occasional hangover—then 


| go gymming with gusto. If, however, it's a fever or _ 
an injury or sprained ankle or wrist, then, obviously, - 
give the gym a break. | | 
And here's a. personal favourite: If you're dep- — 

ressed, should you exercise? YES, you should. 
There's nothing more therapeutic than a hack 

bes with 90 kgs on the bar. Happy pumping! 
MUSCLES MANI 


bt after hours 


Sole 
To Soul 


por OF THE SAME OLD SPAS? 
Check out Angsana Oasis Spa 
& Resort near Bangalore. It offers 
something called the Thaiyurveda. 
As the name suggests, it is mix of 
Thai massage and the traditional 
Ayurvedic massage with hydrotherapy thrown in. It involves a complete head-to-toe treatment, giving you a 
feeling of good health and well being. Thaiyurveda works wonders on back pain, insomnia, mental tension. 
and stiff necks and shoulders. Besides, it improves muscle tone and boosts energy levels. Owned by Nawab- 
zada Omar Bin Jung of the Prestige Group and managed by the Angsana Resorts & Spa (a sister brand of Banyan 
Tree Hotels), Angsana Oasis offers a range of other massages, including Maui massage and a sensual massage (don't 
get any ideas; sensual as in of senses). Room fares at the spa—named after a tropical forest tree whose golden 
flowers bloom and close randomly—range from $110 (Rs 5,280) for an executive room to $215 (Rs 10,320) 
for a suite per day. These are, of course, rack rates. The spa runs different promotions and schemes, which 
offer the rooms at more attractive rates. But what's a few hundred rupees when it comes to healing the soul. 

VENKATESHA BABU 





Angsana Oasis Spa & Resort: All for physical and spiritual well-being 





For details contact: 080-846 8893; email: bangalore@angsana.com 





Batter-Made 


AC IS A DOSA 
Is a dosa, rig- 
ht? Never. Not 
just because you 
could easily find 
more than a dozen 
varieties of dosa at 
any decent South 
Indian eatery. Also 
because a lot of 
skill goes into 
making that paper 
roast—it's like the 
McDonald's fries. It's that belief which has made 
Saravana Bhavan a 24-outlet (five of them in Dubai, 
Singapore and the US) hotel chain, with more than a 
hundred thousand customers walking in every day. 
Now, the Chennai-headquartered chain, which makes 
370 different dishes, has come to the heart of Delhi. 
Founded by P. *Annachi" Rajagopal, a grocer-turned- 
hotelier, Sarvana is a no-nonsense experience. The 
food is superb, the service prompt, and the damage 
reasonable. Does the formula work? Well, consider 
that Annachi opened his first joint only in 1981, 
and today it could be raking in at least Rs 100 crore 
a year (one lakh customers a day multiplied by an av- 
erage ticket size of Rs 30). 





Saravana Bhavan: Fool-proof recipe 








China Town 


E e iat ARE FIERCELY 
possessive about many 
things concerning their city. But 
if there's one thing they're most 
proud of, it is their opinions. 
About anything. The general 
opinion about Chinese restau- 
rants in Kolkata is that the best 
of them are in Tangra, a Chinese 
colony in the eastern part of town, dotted 
with tanneries and, now, nearly a 100 restau- 
rants—from mom ‘n pop cubbyholes to golden 
dragon-festooned plush joints. We checked out 
one called Kim Fa (there are loads of others to 
choose from), which a friend described as a 
speakeasy (the liquor is sold in bottles and 
don't ask for a formal receipt!). The cuisine's 
a melange of everything— Cantonese, 
Schezuan, you name it. So you've got to 
stretch your notions about Chinese food a 
bit. But get in there through the meandering 
lanes and lunatic traffic and don't be sur- 
prised to find top-notch lawyers rubbing 
shoulders with truckers and happy middle-class 
families. Oh! And if you've a stomach for 
chillies, that's the place for you. 
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OR A MAN WHO IS AVERSE TO TALKING ABOUT HIS 
H coni dani personal wealth, Wipro Chairman 
Azim H. Premji manages to have his discussed in the 
financial dailies fairly often. Thus, when the stock- 
market tanked in April after Infosys’ and Wipro’s 
less-than-flattering results, it was the man’s personal 
wealth (through an 85 per cent stake in Wipro) that 
the papers discussed. For the record, he lost about 





Happily Indignant 


p. HIS CORPORATE BACKGROUND (HE ONCE WAS A BOX- 
seller with IBM in the US), Union Agriculture Minister Ajit 
Singh is a farmer at heart. On April 21, Singh filed a public in- 
terest litigation against the powerful Indian Sugar Mills Asso- 
ciation (ISMA) for not paying sugarcane farmers in UP the state- 
fixed price, but instead offering a lower price based on mill effi- 
ciency. “It'll lead to chaos," warns Singh. On second thoughts, 
is the zeal because the Minister's constituency is Baghpat, UP? 
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AZIM H. PREMIJI: Being the richest, this software sultan has the most to lose 


Whimsical Fortune 





Rs 7,176 crore in a week. Earlier, during Sun 
Microsystems CEO Scott McNealy’s trip to India— 
Wipro is a Sun partner—the CEO of the company’s 
Indian arm made a reference to Premji featuring 
above McNealy in the list of the richest men in the 
world during a small function in Bangalore celebrat- 
ing the partnership. Clearly when you are as rich as 
that (Oops!), there’s just no respite. 


Principled Stand 


LL’S FAIR IN BUSINESS AND WAR? NOT 

for Cyrus Guzder, CMD of Airfreight. 
The 58-year-old was offered the Vice 
Presidentship of cis Western Region, 
but Guzder turned it down. Reason: He 
couldn't stomach the fact that the apex 
chamber had actually apologised to 
Gujarat Chief Minister Narendra Modi 
over scathing remarks made by Rahul 
Bajaj and Jamshyd Godrej on the state's 
law and order situation post-Godhra. “I 
felt out of line with the cit approach," says 
Guzder simply. Bravo. 


VNHIN NVAIA 






CYRUS GUZDER: 
No confusion. 


UMESH GOSWAMI 
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Silver Lining 


FTER THREATENING TO TURN PROFITABLE FOR TWO LONG YEARS, 

Sify's R. Ramaraj may finally be delivering. For the quarter 
ended March 31, 2003, the internet and e-commerce com- 
pany, which was once valued more than 60 times its current mar- 
ketcap of $133 million on NASDAQ, reported a marginal cash 
profit. Says Ramaraj, its CEO & MD: “This is a validation of Sify's 
(new) business model." The next question for Ramaraj: When 
is the profit turning net? 


BHAWAN SINGH 







B.C. KHANDURI: 
Snuffing road rage 
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Trading Blame 


| ARPAL DUGGAL’S RESIGNATION AS 

Athe CEO and Managing Partner 
of Optimus has turned into a murky 
fight between him and Arun Jain, the 
main promoter of the BPO company. 
While sources close to Jain say that 
Duggal (and colleague Suren 
Khirwadkar) was forced to resign 


due to poor performance, friends of 


the former StanChart honcho say he 

quit because Jain wouldn't give them 
the promised sweat equity. That leaves 
both scouting: Jain for a replacement 
CEO and Duggal for another job. 


HARPAL DUGGAL: - 
Sweat off his nose F3 


The Negotiator 


E MAY HAVE HELPED PUT TOGETHER 
IH... of the most ambitious road 
projects in the country, but Minister of 
State for Road Transport and Highways 
B.C. Khanduri isn't any more popular 
among truckers for that. Recently, when 
the minister met truckers to put an end 
to their agitation, the talks ended in a 
deadlock. But he was in no mood to give 
up. “I have spoken to various ministries, 
besides my doors are always open," he 
told BT, pointing out that some of the 
truckers’ demands were non-negotiable. 
With some operators breaking away 
from the striking association, Khanduri’s 
job may already be done. Ef 
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Blues for the urban cowboy 


Our new range of indigo shirts, knits and trousers will bring out the cowboy in you. Indigo shirts come in solids - blue and bleached, 


checks, dobbies and stripes. Knits are in blues and textures. The trousers are available both in blues and in o special liahtweiaht ra ae 


Come lasso a few before they are taken. 
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INDIGO COLLECTION 


AMITY 


LEADERSHIP 
E CORNER m 


If you want to share your 
leadership secrets, 
e-mail them at 
leadership@amity.edu 


AMITY 


BUSINESS SCHOOL 


THE NO.1 PVT. B-SCHOOL IN INDIA 


Website : www.amity.edu 
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G. KRISHNASWAMY 


Hands-On Leadership 


KAILASH M. BHATIA, Director & CEO, ColorPlus Fashions 


T IS ONLY WHEN A LEADER HIMSELF IS 

motivated and sincere that he can get the 

best out of his team. A leader with a half- 
hearted approach towards work will have his 
team members following suit very soon. 

He should have a hands-on approach 
towards leadership. He should not shy away 
from doing things that he expects the other 
members of his team to do. The benefits of a 
hands-on approach to leadership will perco- 
late through the organisation. 

A leader should have the ability to draw a 
clear picture of the goal in front of his team. 
A leader should understand the aspirations of 
his team members and help them realise their 
full potential. A true leader always stands by 
his team members in their hour of need. This 
is absolutely essential if he is to retain their res- 
pect and loyalty in the long run. 
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In matters of discipline, the leader has to 
lead from the front. This holds true particularly 
in cases where the problems of one employee 
affects the other team members. The leader 
needs to talk to the employee concerned as well 
as bring about indirect pressure. 

A leader should try to create an open and 
transparent atmosphere where his team mem- 
bers are able to approach him freely and put 
forth their ideas, even if some of them are un- 
conventional. The organisation suffers when a 
communication gap arises between the mem- 
bers of a team and the leader. 

A leader also needs to ensure that the dif- 
ferent departments under him interact properly 
if he is to get the optimum results. However, a 
leader should not become obsessed with hold- 
ing meetings that serve little purpose or add lit- 
tle value to the organisation. [fl 


.erview: Stanchart's Reliance hy Sunil Alagh Scootermania 
=. Mervyn Davies Infocomm Ver 2.0 Is Going 


www. business-today.com May 25, 2003 


He’s no more the Storekeeper, the 
glorified accountant, the backroom 
beancounter. Today’s finance. chief 
at India’s biggest businesses is 


umant Sinha, — driving*strategy"closing out deals 
eo and is the CEO’s right-hand man. 
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Carmine 


Cheerful holiday plaids. Just not your usual casual. It's 
kaleidoscope of vibrant yellows, oranges, blues and gree 
that challenge the sun and dare the heat. Get into one 
then go out and find your place under the st 


Why wait? Take a break 





Indian Terrain Flagship Showrooms: Chennai - 128 TTK Road, Ph: 24986790; Bangalore - Prestige Meridian 1, 29 MG Road, 
Ph: 25321964; Hyderabad - Road No. 1 Banjara Hills, Ph: 6586047; Delhi - S-208 Sahara Mall, Mehrauli, Gurgaon. Available at: 
iS Shoppers Stop, 4» 4%é and other leading outlets across the country. 
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From The Editor 


HINK OF THE MAN WHO HEADS FINANCE IN COMPANIES 

and you'll probably conjure up the image of a 

stodgy middle-aged man, brows constantly furro- 
wed, nit-picking about expenses and costs and, generally, 
relegated to the background. Beancounter, numbers 
nerd, cost-cutting maniac... there are epithets galore to 
describe that archetype. Only the archetypal finance 
chief has changed. Meet the new breed of India Inc.’s CFOs 
(chief financial officers). Not all Indian companies may 
anoint their finance heads with that rather American 
designation, but every one of them has a person in charge 
of finance. And their roles are changing. Whether it's at a 
high-profile, diversified conglomerate like the A.V. Birla 
Group or a sharply-focused software juggernaut like 
Infosys, the CFO’s role is changing dramatically. He's no 
longer a glorified storekeeper, minding the treasury, or the 
backroom boy whose sole aim in life is to crunch numbers 
and count beans. Today's cro plays a far bigger role 
than that. He’s a dealmaker. A strategiser. And even a 
driver of new businesses. And, on 
occasion, as our cover story by Asso- 
ciate Editor Brian Carvalho reveals, he 
even overshadows his boss, the CEO. 
Our story describes how rapidly the 
CFO’s role has changed in corporate 
India and throws the spotlight on a 
bunch of ultra-high performers— 
across sectors—to show you how 
crucial the CFO is in business today. 
It also looks at the CFO’s quiver of arrows, which, inciden- 
tally, is much much more than just accounting and store- 
keeping skills and requires a comprehensive grasp of the com- 
pany’s business. The bottomline: keep an eye on some of 
the CFOs we've profiled; and don't be surprised to see them 
move into their companies’ corner-rooms soon. 

The rumblings began some time back. But they were 
dismissed as rumours, At least four months back, the cor- 
porate grapevine was buzzing with talk about some high- 
level shuffles at foods major Britannia. Only to be dismis- 
sed as baseless rumours. But now it’s out in the open. Sunil 
Alagh, Britannia’s posterboy CEO and the marketing whiz 
who is credited with the company’s success with brands 
like Tiger, is on his way out. Our story by Special 
Correspondent Debojyoti Chatterjee looks at how the 
cookie crumbled for Alagh and what Chairman Nusli 
Wadia may have in store for the biscuit major’s future. 

Did you notice that the once-plebeian scooter has just 
bounced back in a hip avatar? After playing second fiddle to 
the motorcycle for nearly half a decade—when mobike sales 
burgeoned at the expense of scooters—the scooter is back 
with a bang. Our story by Special Correspondent Suveen 
Sinha traces how scootermania may be gripping Indian 
roads—from small towns and villages to the big bad 
metros—and what this means for two-wheeler makers. 


SANJOY NARAYAN 
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Industries decides to call it quits in 
rather dramatic circumstances. What 
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LAS Unlimited 

Just like the esoteric world of high finance that they in- 

habit, the chief financial officers of today are a far cry 

from their predecessors of yesterday. But just who are 

the men who control the purse-strings at some of 
\ India’s most powerful corporations? Click here to 

Sumant Sinha: CEO's right hand find out. 





The Amway Man 

You can call him the first citizen of the $83-billion direct — 
selling industry. Son of Amway co-founder Jay Van | 
Andel, Steve Van Andel, Chairman of Alticor Inc 
(Amway's holding company) almost missed joining the 
family business but for the US steel downturn. 
ALLEE Recently, he poe to BT on Amway in India. 





Maruti Goes Public DC i | 


‘Tt E. Sure, but the small investor is unlikely to get any | 
piece of the action. Reason? A clause in the joint | 
venture agreement between the Government of India 
and Suzuki Motor Corporation bars sale of more 
than 5 per cent of the stock in Maruti Udyog to ind- 
ividual investors. 
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You need to get more out of what you have. We have just the thing: solutions based on our open technology 























platform, SAP NetWeaver". Because it's preconfigured to work with your current IT investments — from legacy to new 


best-of-breed applications — SAP NetWeaver reduces the need for custom integration. That lowers your total cost of 


ownership for your entire IT landscape and gets you quicker ROI. Everything a CIO wants (and a CFO didn't think was 


possible). Visit sap.com/open for details. 
THE BEST-RUN BUSINESSES RUN SAP ay 
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The New New Thing 
This refers to your cover story The 
New New Entrepreneurs (BT, May 
25, 2003). It was heartening to read 
about the rapid rise of a whole new 
breed of entrepreneurs to the cen- 
trestage of Indian business. Dhiru- 
bhai Ambani, the late Chairman of 
Reliance Industries and one of India's 
most successful entrepreneurs, has 
always been a tremendous source of 
inspiration for newcomers. Unlike 
the 90s, when entrepreneurship bec- 
ame almost synonymous with tech 
ventures, this breed of entrepreneurs 
is drawn from across all industries. 
Let us celebrate this new spirit of 
entrepreneurship in the country and 
hope to see more Dhirubhais emerge 
in the near future. 

KAMLESH MEHTA, through e-mail 


Economy Woes 
Apropos The Economy 2003's 
Chamber Of Horrors (BT, May 25, 
2003). Post Iraq war, uncertainties 
continue to loom large with respect 
to the global economy. Needless to 
say, the Indian economy is a casualty 
of these uncertainties. The Indian 
economy, which showed signs of 
picking up this fiscal after two dis- 
mal years, may fail to do so, thanks 
to the ongoing global recession, the 
Iraq factor, and SARS—a new epi- 
demic that has badly affected 
tourism and a host of other indus- 
tries all over the world. Will the 
economy manage a 5.5 per cent- 
plus growth this fiscal? The econo- 
mists—the most optimistic breed 
of individuals in this country—cer- 
tainly seem to think so. It would 
be foolish to assume that the coun- 
try will be left untouched by the 
recessionary pall. With economic 
contraction happening worldwide, 
how can we even dream of rem- 
aining unaffected. Weaker world 
markets and low business sentiment 
are bound to affect our exports. A 
good monsoon is our sole hope of 
setting the economy rolling again. 
$. SHARMA, through e-mail 
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Life Sciences 
Your story Inside Reliance Life Scien- 
ces (BT, May 25, 2003) made an 
interesting read. From the huge inv- 
estment in RLS and with the ambi- 
tious plans that the Ambanis have 
for the business, it is but obvious that 
they expect huge payoffs in the not 
so far-off future. Hard-nosed busi- 
nessmen like the Ambanis betting 
big on biotech should be a pointer 
to others as to where the best 
growth opportunities lie, provided 
they are willing to take some risk. 
RAM ROY, through e-mail 


End Of The K-Era? 

Apropos Balaji’s New Script (BT 
May 11, 2003). Balaji’s quest for 
growth has been well-served by Ekta 
Kapoor’s never-ending K-series of 
soaps. The company has seen its sales 
grow almost four-fold and profits by 
14 times in the last three years. 
However, with the heady growth 
showing signs of plateauing, it is 
but natural that Team Balaji is eye- 
ing new areas of growth. With its 
foray into music, multiplexes, films, 
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documentaries, event management 
and in-flight entertainment, Balaji is 
all set to become an integrated me- 
dia conglomerate. Hopefully, it will 
manage to sustain the growth tempo 
and keep its success saga going. 
VIVEK VARSHNEY, through e-mail 


The VAT Effect 
This refers to Textile In Turmoil 
(BT, May 11, 2003). It is really 
unfortunate that the Union gov- 
ernment failed to foresee the havoc 
that VAT would create in the small- 
scale industries sector. The textile 
sector, which is labour-intensive, is 
one instance of the kind of com- 
plications that VAT has introduced. 
With no assembly line manu- 
facturing in place in most the small- 
scale textile businesses, it is impossi- 
ble to calculate the value added at 
each stage as required under CEN- 
VAT. The government has failed to 
communicate its VAT intentions. 
RADHA JAIN, through e-mail 


The Longest Day 

This refers to your trends item Very 
Much Bankable (BT, May 11, 
2003). On April 11, a rumour about 
ICICI Bank's liquidity created panic 
among depositors and resulted in 
the withdrawal of Rs 550 crore 
from the bank's ATMs and branches. 
The RBI came to ICICI Bank's timely 
rescue with cash and a even issued a 
press release to vouch for its 
creditworthiness. However, the epi- 
sode has highlighted the need for 
the Union government and the RBI 
to keep depositors informed about 
the eventualities in case of a financial 
crisis. After all, under the Banking 
Insurance Scheme, customers have 
the right to adequate information. 


NIDHI CHAUHAN, through e-mail ` 
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globalisation its own perils. While the major driv- 

ers of global growth—including the US, European 
Union, Japan and the upstart South East Asian 
economies—agonise over the fallout of the US-Iraq 
war, earnings disappointment from the corporate 
world, and now the SARS epidemic, Indian economists 
seem to be sitting pretty. They are smug in the belief 
that there is little to stop the lumbering elephant 
from continuing its 6 per cent-plus growth. 

In. fact; almost 
everybody from the 
Reserve Bank of India 
to the independent rat- 
ing agencies such as 
CRISIL is predicting a 6 
per cent plus growth this 
year, even discounting 
the initial reports from 
the met department of 


[in i HAS ITS OWN BENEFITS AND 


less than normal rain this Z 
year. Their confidence = 
stems mainly from an € 
expectation of a reb-  z 
ound in agricultural gro- 
wth—especially after the 


dismal performance last 
year, when the sector 
registered a negative 3 
per cent growth. Agricultural growth this year is most 
likely to touch 3-4 per cent, thereby putting the GDP 
growth on the 6 per cent trajectory. 

The other important sector, industry, seems to 
be on the revival path as well. After suffering for years 
from overcapacity, declining prices and fierce com- 
petition, thanks mainly to the excessively optimistic 
projections made in the three good years (1994-97), 
industry growing at 6-6.5 per cent a year seems very 
much a reality. The overcapacity problem finally 
seems to be over, and after many rounds of re-engi- 
neering Indian industry is ready to take on both the do- 
mestic and overseas competition. After all, the Index 
of Industrial Production for the first 11 months of last 
financial year show a healthy 5.7 per cent growth. And 
the ever-dependable services sector will continue to 
chug along at a robust 7-7.5 per cent rate, even 
though there may be temporary hiccups such as the 
ones IT services is currently witnessing. 
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. Stumbling On 


Then there are other positives of the economy 
that the sanguine economists are counting on. With a 
less than 1 per cent share of the world trade—0.77 to 
be precise—and a huge domestic market, the Indian 
economy is far less susceptible to a global (read: US) 
slowdown than its more influential peers such as 
Korea, Singapore, Malaysia, and Thailand. Therefore, 
the pitfalls of globalisation are unlikely to undermine 
the Indian economy to any significant extent. 

Similarly, the SARS virus, which seems to have 
taken its toll of various 
economies, including 
that of China, has not 
really hurt the Indian 
economy. Other than 
cancellation of a few 
export orders and some 
loss to the travel and 
trade industry, the econ- 
omy is none the worse 
for it. India too will 
weather this storm as it 
did the short-lived US- 
Iraq war and the two oil 
crises before. 

The isolation not- 
withstanding, the Indian 
economy is on a strong 
wicket. Despite the mas- 
sive spike in oil prices during the US-Iraq war, 
when oil prices surged 29 per cent in two months, 
inflation is not really going to go through the roof. 
A country that has regülarly lived through 8 per cent 
to 10 per cent inflation in the 1980s and 1990s is 
unlikely to see inflation cross the 5 per cent mark 
this year. Clearly, the Indian economy is now much 
more resilient than it was in 1991. 

Similarly, exports have continued their dream 
run, clocking over 16 per cent growth in the first 11 
months of last fiscal, despite the slowdown all around. 
More importantly, the US-Iraq war may have a posi- 
tive impact on the flow of remittances into India, 
which in turn will have a beneficial impact on the cur- 
rent account balance. Again, tax collection—so impor- 
tant to keep the unsustainable fiscal deficit in check— 
is growing at a healthy 15.3 per cent (April 2002 to 
January 2003). Put all that together and you know why 
optimism is the flavour of the moment. B 
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sneezing, Hiccups, Anc 
Localised Gloom 


The Indian economy won't be laid low by SARS but that doesn't 
mean it will be wholly immune to the virus either. BY ASHISH GUPTA 





HE IMMEDIATE NEWS 

should make 42-year- 

old Kishore Chokhani 

happy. The managing 

director of Mumbai- 
based pharmaceutical trading house 
Euro Transcontinental has just 
bagged a $500,000 (Rs 2.37 crore) 
order to supply four tonnes of 
Roxithromycin, an antibiotic, to 
China’s Guangdong province, one 
of the worst affected by the SARS 
epidemic. If Chokhani isn't smiling, 
it is because he has, not too long 
ago, lost an order thrice that mag- 
nitude. Euro Transcontinental was 
a sneeze-and-a-cough away from 
bagging an order to supply $1.5 


million (Rs 7.1 crore) worth of 
Cefixime to the same Chinese pro- 
vince. But Chokani was unwilling 
to travel to Guangzhou, the capital 
of the province, to ink the deal. “It 
is a major loss because I have 
worked on this deal for the past six 
months; but I am not willing to 
take the risk." 

India may be sans-free as the 
World Health Organization has so 
obligingly declared, but its econ- 
omy is, evidently, not immune to 
the fallout from the outbreak. The 
shipping industry, for instance, is 
almost grounded: deliveries to the 
ports of Singapore and Hong Kong 
have all but ceased and apart from 


hurting India's bilateral trade with 
these regions, this has hit India's 
exports to the US West Coast and 
Australia (shipments are routed 
through either Singapore or Hong 
Kong) hard. And the Hong Kong 
Trade fair, originally scheduled be- 
tween April 21 and April 24, has 
been pushed back to July. This 
means a loss of a few thousand 
crores of rupees for garment- and 
gift-products-exporters. The April 
fair routinely attracts large buyers 
from Europe, US, Canada, and 
Australia who place their Christmas 
orders well in advance. July may 
be too late for that and it is likely 
that these buyers have identified 
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other suppliers. The Delhi-based gift products ex- METRICS 


: porter Globe Enterprises secures orders accounting for 

Ü 20 per cent of its revenues at the fair and its Managing 

b Director, T.R. Kathuria fears that it may have to e | n ex 
"d 


forgo that portion this year. ^The cancellation of the 


fair has meant a major loss,” he rues. — The market, as any kid on D-street will 
India’s Health Minister Sushma Swaraj may be tell you, is headed nowhere. If you need 


E. taken in by WHO’s clean chit to the country, but some furth fpl for t 
buyers are playing extra safe. Virender Uppal, the any Turtner proot, please reter to our own 


is Chairman of the Apparel Council of India estimates - index which, too, is headed nowhere. 
; that orders to the scale of Rs 400 crore have been lost 
à primarily due to the unwillingness of buyers to 
travel to India. Travel and tourism, an industry that has 
become vulnerable to most things—recent exam- 
ples being 9-11, the war in Afghanistan, Gulf War 
II—is, expectedly, the worst hit. Ankur Bhatia, the 
Managing Director of Amadeus, a company that 
provides the information infrastructure for the travel 
industry claims that the volume of inbound and out- 
bound traffic into and from India has fallen between 
25 per cent and 30 per cent in the months of March 

and April (as compared to 


The Indian last year). Particularly hit has 


been outbound traffic to West 


economy IS Asia and the Far East: vol- 
evidently not umes have fallen up to 40 per 


cent compared to last year. 


immune to The gems and jewellery 
the fallout from sector, the bellwether of India's 
the outbreak export performance, isn't far- 


ing too well either. First, 

thanks to Gulf War II, Dubai, 
an important centre for the sale of gold jewellery, was 
out of bounds. Now, courtesy SARS, it is Hong Kong, 
another hotspot. That could shave a few percentage. 
points off the rate of growth of Indian exports, reck- 
ons Rafeeque Ahmed, the president of the Federation 
of Indian Exports Organisations. 
Software continues to be the great white hope: 
| the far East accounts for a fraction of Indian soft- 
ware exports. Better still, companies have been 
able to route their execs to the US West Coast 
through Malaysia and Europe, avoiding SARS-scarred 
Hong Kong and Singapore. Still, should the epi- 
demic continue to ravage China for some more 
time, argue some experts, India's drug, chemical, 
dye, and garment exporters—they are in direct 
competition with Chinese exporters—could gain. 
“The mishandling of the SARS epidemic by the 
Chinese could well mean greater inflow of Foreign 
Direct Investment into India,” reasons Surjit S. 
Bhalla, the President of Oxus Research. “Global in- 
vestors dislike misinformation and could shun 
China for sometime.” We'd love to think so. 
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Paired Success-genes 


India’s biotech companies discover that they need to partner to thrive. 


I B. BOWONDER, THE DEAN OF RESEARCH AT 
Hyderabad's Administrative Staff College of India, 
should know a thing or two about India's fledgling bio- 
tech sector. The man has been tracking Indian biotech 
companies for years. Now, based on a study of 20 of 
Indian biotech's finest, he says partnerships represent 
the only way ahead for companies. His reasoning: prod- 
uct development requires substantial funds and involves 
a longish gestation; ergo, venture capitalists won't be too 
interested in funding biotech firms. Bowonder's theory 
is backed by the fact that 12 companies in his sample 
have identified partnerships as a sustainable strategy. 

That's a theory that finds easy acceptance among 
practitioners. “The biotech space is volatile and it is not 
possible for individual players to survive if they do 
not leverage the synergistic forces that exist within the 
industry," says K. Varaprasad Reddy, the Managing 
Director of Shantha Biotechnics, the first company to 
launch an indigenous hepatitis vaccine. Shantha forged 
an alliance with Bangalore-based Biocon last year to man- 
ufacture and market recombinant human insulin. And 
over the past year it has been seeking a strategic partner 
that can invest money and expertise in an endeavour to 
become à significant multi-product company . 

Hype and competition are two reasons for the sec- 
tor's volatility. Buoyed by the media's representation of 
biotech as the next big thing, a flurry of companies en- 
tered the business. Today around half-a-dozen locally 
made hepatitis vaccines compete with Shantha's. It 
isn't that the company hasn't been able to find partners 
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A biotech hotshop in Hyderabad: Going solo won't do any more 


with money—Reddy claims companies from Korea 
and Taiwan are interested. It is just that not too many 
of these have the requisite expertise. Biocon does, for 
instance, and that saved Shantha investments of some 
Rs 70 crore that it would have otherwise had to make. 
Even pharma major Dr Reddy's is looking to use 
Bharat Biotech's manufacturing facilities to make its own 
hepatitis vaccine, an arrangement that Executive Vice 
Chairman & CEO G.V. Prasad prefers to describe as 
“more in the nature of contract manufacturing than a 
partnership". Whatever the nomenclature, as Bowonder 
argues, it is only by riding on each other's shoulders that 
Indian biotech firms can hope to thrive. 

E. KUMAR SHARMA 
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Year Total” TV Press Radio Cinema Outdoor 
1996 3,725 33 60 2 0.2 5 
1998 5,147 36 56 2 0.2 6 
2000 7,131 39 49 3 0.1 8 
2002 8,593 41 48 3 0.4 B 






Source: Optimum Media Solution Analysis 
*Rs crore 


Figures in per cent unless otherwise mentioned 





Gopalbhai. Village elder at Chapredi, Bhuj. 
Believes in life after death. Seen it. 


On 26 January, 2001. At the epicentre of destruction. 


When a hundred thousand people fell victim 

to seismic fury. That struck with the power of a 
5-megaton hydrogen bomb. 

Chapredi was reduced to rubble. 

A few, like Gopalbhai, survived. 

Among the silence of the dead. 

The groans of the dying. 

And the wails of those who wished to die. 

Far away in Kerala, a newspaper listened. 

Gave words to these sounds of agony. 

It got heard. A relief fund followed. 

The task of rebuilding Chapredi began. 

Overseen by Gopalbhai. 

A mosque. Roads. A temple. A community centre. 

A bus shelter. And among all these, 119 new homes. 
Where Gopalbhai has seen the spirit of a population 
rebuilt. Brick by brick. Seen an entire village 

rise from the ashes of mass funeral pyres. 


And he's seen life return. 


Malayala £ Manorama 
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Celluloid Siege 


A recent suicide reiterates that all's not well in Tamil filmdom. 





G. Venkateswaran (L) and a still from Anjali: Neither had a happy ending 


VL tete Mosi quod BUSINESSMAN RUNS INTO ROUGH WEATHER, 
creditors make life miserable, and faced with no other option, the 
protagonist takes his own life. That's a script worthy of a Kollywood (the 
Chennai film industry) weepy. So, when 56-year-old Tamil film producer 
G. Venkateswaran, or Gv as he was popularly known, was found hang- 
ing from the ceiling fan of his bungalow in a tony Chennai borough, it 
was a cruel case of life imitating art. 


In the often-shadowy world of Tamil films, GV was an exception of 


sorts, and not just because he was the first producer to take his company, 
GV films, public in India, as far back as 1989. A chain smoker, the 
man could talk about his glory-days in the late 1980s—he once paid an 
income tax of Rs 3.75 crore—and the not-so- great years that followed 
with equanimity. He also had a near-perfect pedigree in Kollywood. His 
father Ratnam Iyer made a fortune as a film distributor-producer in the 
black-and-white era, and ace director Mani Ratnam is his younger 
brother. The family once owned the whole of Venus Colony, a neigh- 
bourhood in the heart of south Chennai. Gy, mostly in association 
with Mani Ratnam produced and distributed some of Tamil Cinema's 
biggest hits like Nayakan, Dalapathi and Anjali. 

For a producer of the stature of GV to succumb to financial pressures 
indicates that all is not well with the Rs 300-crore Tamil film industry. 
Plagued by rampant piracy and disproportionately high star costs, the 
number of films coming out of Kollywood has come down signifi- 

cantly over the last five years. And of the 100 movies made in 2002, 
barely a dozen managed to succeed at the box-o. 

“Tt is very difficult to survive,” moans Chitra Lakshmanan, Secretary, Tamil 
Film Producers Council. “Piracy alone sets the industry back by Rs 100 crore 
every year. And even new actors who’ve had half a hit demand unrealistic 
salaries.” That forces producers like Gv to borrow money at bleeding in- 
terest rates from private lenders. The result is rarely a happy ending. 

T.R. VIVEK 
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| Stability: the 
current govern- 


DASH BOARD 


Just when everyone thought the 
Nandas of Escorts couldn’t find 
anyone to bankroll their new tele- 
com aspirations (cellular ops in 
Rajasthan, Uttar Pradesh East and 
Himachal Pradesh, courtesy new li- 
cences), Rajan Nanda has roped in 
International 

Finance Corp- 

oration as an eq- 

uity investor and 

a debt provider. 

Bravo. 


.. With MIT's own 1 media lab 


-going nowhere it was only a 
matter of time before 
something happened to the 
-Indian version. On a recent 


| visit to India, founder MIE 


_ Negroponte met with Telecom and- 
AT Minister Arun Shourie and deci- 
s ded that MIT Media Lab - 
would no longer be 
part of the active 
management of 
Media Lab Asia. Gone 
in 60 Seconds, eh? 
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To Pick India - 


| @ Yesterday’ s 

- superstar China 
has been laid low 
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ment has been in office. 42 
- months 


| @The Indian i dn Was 
_ the second fastest growing 
-one in the world in 2002 


 eihecricket team isona 
high; and Bollywood is gain- 
-ing global recognition —— — 
its key ministers can and. 
. do speak the language. of. 
business, English . | 


Wheeled Computer Bag 

Rich full grain leather 

Can be used as an overnightei 

front zip-down organizer 

Detachable padded shuttle for Laptops 

Open volume pockets for adapters and accessories 
Rear compartment featuring file-divider organization 


= emooth rolling wheels for increased mobility 





Available at select Samsonite Travel Worlds & select dealers. 
For more details visit www.samsonite.com 
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It’s A Bird, It’s A Plane, It's Super-rupee 


The rupee shows every sign of strengthening against the dollar. 


Flush With Dollars 
India's Forex Reserves 


2001 $423 billion 
2002 $ 54 billion 
2003 $ 76.36 billion 
The Rupee To The Dollar 
2001 Re/$ Rs 46.85 
2002 Re/$ Rs 48.93 
2003 . Re/$ Rs 47.36 


All figures on April 18 of the corresponding year. 
The Reserve Bank of India's credit policy declared 
on this date reveals yearly forex statistics 


HEN A COUNTRY ADDS A 

billion dollars to its foreign- 
exchange reserves in two weeks— 
India did recently, taking its total 
reserves to $77 billion (Rs 
3,65,211 crore)—its currency is 
bound to strengthen against the 
dollar. That's a radical difference 
from the past when dollars were 
scarce; according to a recent issue 
of Economist magazine, India has 


A strong rupee: That's 
for exporters 





News 


the sixth highest foreign exchange 
reserves among emerging 
economies in the world today. 
Given the glut of dollars, it is no 
surprise that for-ex traders have 
adventurous estimates of the ru- 
pee’s position a year from now. 
Jamal Mecklai, CEO of forex 
trading firm Mecklai Financial be- 
lieves the exchange rate could touch 
Rs 44 to the dollar in 2004 and 


Rs 45 to the dollar in 2005. The 
lull in the fabled American eco- 
nomic engine, the relative boom 
(an estimated growth rate of 5.4 
per cent to 5.75 per cent in GDP is 
just that in these trying times) in the 
Indian economy, and with little 
chance of the US Federal Reserve 
slashing interest rates further, the 
rupee looks set to gain against the 
dollar. “All this clearly plays in 
favour of the rupee," says Mecklai, 
*and it means that NRIs will con- 
tinue to bring in money and cor- 
porates will be selling forward". 
Economist A.V. Rajwade isn't 
quite as bullish as Mecklai, but he 
agrees that the rupee can only get 
stronger. “The sARS-scare could ben- 
efit India," he explains. *It could be- 
come a preferred destination for 
foreign direct investment." Tem- 
pering those glad tidings is the fact 
that the strong rupee will make 
Indian exports uncompetitive, and 
shave some more off the rapidly 
thinning margins of Indian soft- 
ware companies. 
DEBOJYOTI CHATTERJEE 





MUDDLE 


Price Unknown 


NDIAS TELCOS ARE DOING THEIR 

bit for the cause of educa- 
tion: if the telecom regulator 
allows them to have their way, 
they will soon convert their 
customers, at least some of 
them, into math whizs. The 
medium for this instruction in 
arithmetic is the tariff plan. 
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Everyone knows that incoming 
calls on mobile phones are free 
starting May 1. But the rate at 
which outgoing calls depends 
on several factors: the service 
on which they originate, that on 
which they terminate, the ge- 
ography of the call, and the 
time (peak or non-peak). 





Fortunately, all these pro- 
posals are before the regula- 
tor which could well decide 
to limit the number of tariff 
plans a telco can offer. 

VANDANA GOMBAR 
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ceotoons 


by Saurabh Singh 


Anand Mahindra of Mahindra & Mahindr. 
became the new CII President... r 







P ^ A 


... Sunil Mittal of Bharti jumped onto the BPO bandwagon... "SESS 












qu v 


...0.S. Kanwar of Apollo Tyres managed to buy back 
15 per cent of its stock put on the block... 





...Raghupati Singhania of J.K. Industries seemed set ...;8nd V.C. Burman of Dabur India announced a record 
to sell his pharma business to Teva of Israel... dividend for the last fiscal. 
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since the introduction of caffeine. 
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M just one inch thin, this is the powerful, new secure wireless 
6M ThinkPad T40 notebook with Intel® Centrino" mobile technology. 
'uddenly, the best place to work is everywhere. 


low you can get more done wherever you are - with greater confidence. Just get 
1e secure wireless IBM ThinkPad T40 or R40 notebook with powerful Access 
‘onnections Software. It makes switching between different types of networks 
imple. In fact, whether you're connecting from the airport or the office, it’s never 
een easier than with IBM. 


\nd thanks to built-in IBM security, you can feel comfortable knowing that your 
‘ork is protected. Factor in the extraordinary wireless performance of brand-new 
itel” Centrino" mobile technology and you'll experience a whole new level of 
roductivity. With or without the coffee. 


~ 


Special Offers: 

Portable Executive Storage Options: 

128MB USB 22 Memory Key - at just Rs. 8099/-* 
1GB Microdrive with PC card - at just Rs. 18.999/-* 


FREE Webcam worth Rs. 3,000/- with the 
IBM ThinkPad R40 for all orders placed 
before May 31, 2003. 





MOBILE 
TECHNOLOGY 





NEW! IBM ThinkPad T40 


System Specifications: 
Intel® Centrino™ mobile technology 
Intel® Pentium® M Processor 13 GHz 
Intel® PRO/Wireless Network Connection 802ffb 
Intel® 855 Chipset Family 
256MB DDR RAM, 30GB HDD) 8X DVD ROM Drive 
358 cm TFT 1024 x 768 resolution 
16MB Graphics AGP 4X 
10/100 Integrated Ethernet 
56 kbps modem 
Lithium lon Battery 
Up to 6 hours Battery Life 
Access IBM 
Microsoft® Windows® XP Professional 
Estimated Street Price: Rs.1,99,900/-* 


Distinctive Features: 

e IBM Embedded Security Subsystem’ 

e IBM Access Connections Software 
(provides the easiest wired and 
wireless connectivity) 

¢ Titanium Composite Casing 

e ThinkLight Keyboard Light 

e World's thinnest 2 spindle notebook? 

e [BM Rapid Restore PC' 

e System Migration Assistant 

e Three-year Insurance’ 

e Three-year CCI global warranty 
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NEW! IBM ThinkPad R40 

System Specifications: 

Intel® Centrino™ mobile technology 
Inte/* Pentium® M Processor 13 GHz 
Intel® PRO/Wireless Network Connection 802flb 
Intel® 855 Chipset Family 

256MB 266 MHz DDR RAM, 2 DIMM slots 

20GB HDD 8X DVD ROM Drive 

358 cm TFT 1024 x 768 resolution 

10/100 Integrated Ethernet 

1024kb L2 Cache 

56 kbps modem 

8 Cell Lithium lon Battery 

Access IBM 

Microsoft® Windows* XP Professional 

Estimated Street Price Rs. 1,39,900/-* 


Choose an IBM ThinkPad today. 


-> www.ibm.com/in/ipdecision 
e-mail response@in.ibm.com 
© Bangalore - 6787216 


Chennai - 24988508 
Kolkata - 22822126 
Mumbai - 26533577 
New Delhi - 23702022 
Weekdays 9am to 6pm 


to buy direct, locate an IBM 
reseller for more information. 


O&M 9495 


® 


IBM recommends Microsoft® Windows® XP Professional for Business. 


1 is a registered trademark of International Business Machines Corp. in the U.S. and/or other countries. Other company product or service names may be trademarks or service marks of their respective owners. intel, intel Centrino, Intel inside, the intel Centrino logo, the 
| Inside logo and Pentium are trademarks or registered trademarks of Intel Corporation or its subsidiaries in the United States and other countries. Microsoft and Windows are registered trademarks of Microsoft Corporation. Certain Microsoft software product(s) included 


\this computer may use technological measures for copy protection. IN SUCH EVENT, YOU WILL NOT BE ABLE TO USE THE PRODUCT IF YOU DO NOT FULLY COMPLY WITH THE PRODUCT ACTIVATI 


ON PROCEDURES. Product activation procedures and Microsoft's privacy 


cy will be detailed during the initial launch of the product, or upon certain reinstallations for the software product(s) or reconfigurations of the computer, and may be completed by Internet or telephone (toll charges may apply). Location: The Park Hotel, Bangalore 
les tax and other levies extra. 'Free download. "Insurance at the sole discretion of Bajaj Allianz. Customers need to send application forms to Bajaj Allianz for eligibility. Offer and prices subject to change without prior notice Available on the IBM ThinkPad T40 








ILS WHAI 1Ht HIGH FLIERS PREFER. 


ON LAND. 


Fasten your seat belts. With 94 bhp under its bonnet, a flatter torque curve and an unbeata 
travel time. Its all 4 independent McPherson strut suspension ensures that you have a luxuriously smo 


16 valve 94 bhp Smart-i Engine | 175 kmph top speed | 0-60 in 4.92 seconds* | Driver's seat height adjuster | 13 advanced noise reduction technologies | An AC | 
Source : *Autocar India, **Overdrive. The above specifications are for the Baleno Sedan only. Accessories shown are not part of standard equipment. 


Visit us at : MARUTIUDYOG.COM. Call your nearest Baleno dealer or 1600 11 1515* for a test driv 
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speed, the Baleno is guaranteed to make you breeze through your 
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'r than the Mercedes-Benz S-Class** | Alloy wheels | Rear spoiler | Tilt steering | Power antenna | Keyless entry DRIVEN BY PERFORMANCE. 


doorstep (*Service available in Delhi, Gurgaon, Mumbai, Bangalore, Chennai and Hyderabad). 
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Return Of The King 


Yesterday’s laggard Raj TV is making waves in the Tamil satellite channel market. 


RAAJHENDHRAN OPERATES OUT 
of a room filled with smoke 
from countless incense sticks and 
several statues of Ganesha. No 
shod foot has ever entered the 
room and the 51-year-old co-pro- 
moter of Tamil satellite channel 
Raj TV is the very picture of devo- 
tion. Someone up there must ap- 
prove of such piety: Raj TV Group's 
two-channel (Raj Tv and Raj Digital 
Plus) bouquet, claims Rajeev Nam- 
biar, the CEO of Raj TV, is gaining 
mind-share in the dog-eat-dog 
Tamil satellite channel market. 
Mind-share is the term to use: 
Raj is still a clear #2 (revenues of 
Rs 40 crore as compared to rival 
Sun’s Rs 100 crore) in the mar- 
ket. But it has gained ground in 
recent months, a resurgence that 
can be attributed to some recent 


Channel 


TRP Range For 


Top 10 Programmes 


19.87-23.06 
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All figures fo 
April 13 to April 19 


blockbuster programmes. Says S. 
Nalini, Senior Media Executive, 
Optimum Media Solutions (a di- 
vision of Mudra Communications): 
“Raj is definitely showing an up- 
ward trend in mindshare .” 

And a fracas between Chennai's 
two largest cable operators, Sun's 
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I WONDER WHO 
WILL HELP ME. 


| AND THEY MOVE 
YOUR. HEAVY THINGS. 





I'^ MOVING TO 
A NEW HOUSE 
NEXT WEEK. 


MAYBE IT WILL 
BE SOMEONE WHO 
CARES ABOUT 
HIS CAREER. 


IT'S A WONDER- 

FUL SYSTEM. YOU 

SHOULD LOOK 
INTO IT. 









r cable and satellite homes in Tamil 
Nadu (including Chennai) in all towns with a 
population exceeding 100,000 for the week 










scv and Hathway led to either 
Star's offering Vijay TV or Sun's 
secondary channels being blacked 
out in some areas. Raj didn't suf- 
fer. Now, if only the company 
can successfully go pay as it has 
articulated a desire to. 

NITYA VARADARAJAN 






I HAVE LOTS 
HEAVY OBJECTS 
THAT NEED TO BE 





DID YOU KNOW THAT 

PROFESSIONAL 

MOVING COMPANTES 
EXIST? 


AND MAYBE YOU | 
CAN BRING YOUR 
TRAILER. 
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First day tickets to Devdas. Brought to you by your car. 


As a Petro Card™ member, you've probably watched the first shows of "Devdas", "K3G", "Scooby-Doo" or James Bond - "Die Another 
Day". Or attended special screenings of the soccer World Cup. And enjoyed the company of friends over cups of coffee. Above all, 
you have enjoyed the benefits of a Rewards Programme - courtesy your vehicle. As a member of a one-million strong family, you 
enjoy more than just quick, cashless transactions. You can buy fuel and lubes, even groceries, at our 
In&Out™ stores. Every use of your Petro Card™ earns you Petromiles™, with which you can redeem some 
exciting gifts - movie tickets, invites to premieres and special events, and lots of other goodies. 


For further details contact your nearest Bharat Petroleum PetroBonus™ outlet or visit us at www.petrobonus.com 





O&M 9500 





The CEOs Fantasy. 
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The world’s happiest shareholders. 


WE ADMIRE YOU, WE ADORE YOU, WE WORSHIP YOU, roar your ecstatic 
shareholders. Imagine that! Turning your company into a global powerhouse and running it 
this efficiently, this effectively, this profitably! Not only did you imagine it, you did it! 
Your company anticipated consumer trends before they happened! Your managers knew 
what your customers wanted before they did and caught your competitors 
unaware! Your team worked day and night, filling orders, which had yet to 
be ordered! Build it and they would come, you believed! And they did! 
And when they came, they were happy. They got what they wanted. 
When they wanted it. Where they wanted it. 


How do you do it, and keep doing it? 


Board of directors, ecstatic at over 
achieving projecting target. 


You knew times had changed! You saw it coming! You recognised the Sales Push had become 
the Consumer Pull! Your company was in the on demand era! Your competitors werent! You 
were ahead of the game! You were in the ideal position to be able to sense the needs of your 
customers, your partners, your suppliers and your employees. And you responded immediately! 


Sounds too good to be true? Maybe it is too good to be true. Then again. maybe it's not. 


IBM, the e-business logo, e-business on demand are either registered trademarks or trademarks of International Business Machines Corp. in the U.S. and/or 
other countries. Other company, product and service names may be trademarks or service marks of others. ©2003 IBM Corp. All rights reserved. 


EXUN 7N 


<= + 


-—— T2387 -: CD UC UIDOgyLD ERE. pt? > eaten oe ne eee > See i C 
7 17 5 E i p i » 5j 7% £1 


Reality. 





Consumers are in control. 


CUSTOMERS DEMAND MORE, MORE, MORE. Welcome to the new era - the 
on demand era. In the on demand era, your customers will expect you to deliver what 
they want, when they want it, where they want it. With unprecedented levels of 
customisation. Your suppliers and partners will demand tighter integration of your 


business processes. And your shareholders will demand more value and less waste. 
Solutions for the on demand era. 


To remain competitive in the on demand era, indeed, to 
remain relevant, your business will have to be able to 
sense, and respond to, unpredictable changes in market 
and customer needs. Youll need business flexibility — a 
variable, optimised cost structure which lets you pay only 
for the technology you need - and only when you need 
it. Youll need reliability — self-configuring, self-protecting, 
self-optimising and self-healing computers. Youll need 
adaptability - an operating platform that can integrate with applications and processes 
that havent been invented yet. You'll need e-business on demand. You'll need a partner 
you can trust. To find out how IBM's on demand solutions can help you, call us at 
Bangalore - 6787216, Chennai - 24988508, Kolkata - 22822126, Mumbai - 26533577. 
New Delhi - 23702022 or visit us at www.ibm.com/c-business/in 


(€) business on demand = mI 





IBM Business Consulting 
Services. Combines the 


people rated #1 in Consulting 


Monitor's survey for 
"understanding clients’ 


industry" with the formidable 
executional force that is the 
whole of IBM - the world's #1 


Business and IT Strategy 


Consultant and #1 technology 
company. To learn more visit 
www.ibm.com/e-business/in. 
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SHIVAY BHANDARI 


Bharti's BPO Blitz 


The telco eyes a logical diversification. 





Bharti’s Sunil Mittal: New kid on the BPO block 


MUS YOU'VE GOT 3 MILLION CUSTOMERS FOR 
your service, and inherent telecommunica- 
tions strengths, it may not be all that bad an idea 
to venture into the go-go business process out- 
sourcing business. That is exactly what Bharti 
Enterprises has done. “We will be among the top 
three BPO companies in this country in the next 
three years," announced Bharti CEO Sunil Mittal, 
at a press conference to announce the launch of the 
company’s 50:50 joint venture with the US-based 
Tele Tech Holdings. 

The joint venture, Tele Tech India, will build a 
500 seat centre in Gurgaon at a cost of Rs 100 crore. 
The company, which will employ 5,000 agents by 
the end of its first year of operations proposes to of- 
fer the entire spectrum of BPO services: from back- 
office administration to credit and collection to 
account maintenance to asset management to in- 
frastructure support services. 

The in-house business will help. “We need to 
outsource for better customer service," explains 
Akhil Gupta, Joint Managing Director, Bharti 
Enterprises. “We will be leaving all our processes to 
Tele Tech”. That could be one reason why the 
company expects to break even in its second full year 
of operation. However, that isn't all: communi- 
cations costs account for between 20 per cent and 
30 per cent of a BPO outfit's costs. Apart from being 
a logical step at forward integration, this could 
also help the company increase the efficiency with 
which it uses its network. 

SUVEEN K. SINHA 
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ster S.M. Krishna and | 
his Andhra Pradesh ~ 


tive states, are busi- | 
ness- and investor-friendly, and want their re- 
-spective state capitals to be considered the - 


Lab apart from Intel and Cisco de n 
centres. Now, the front-page photo-opp with f 
IBM CEO Sam Palmisano should give the 
Karnataka chief minister the lead. Palmisano- 
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Karnataka Chief Mini- . 
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preferred destination for any technology com- 
pany that wishes to invest in India. Naidu's 
Microsoft connection—Hyderabad i is where 
the company's development centre is based- 





gave him the lead initially, but Krishna has 


since caught up. Bangalore bc boasts. a ot 





chose to give Hyderabad a go-by. 


INDOPHILES 


Sell India Best 


INE, MANAGEMENT GURU C.K. PRAHALAD 

was the guest of honour at 
Confederation of Indian Industry’s an- 
nual do, but have you wondered about 
the other men who sell India best. 
There’s outgoing McKinsey Managing 
Director Rajat Gupta, an outspoken 
salesman for India. Then there's Infosys 
co-founder N.R. Narayana Murthy, who 
has managed to acquire a following 
among politicos and businessmen in all 
parts of the world. Surprising, isn't it, 
considering that none of the trio has a 
background in sales? Even more sur- 
prising? They all have tough day jobs. 
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DOESN'T YOUR DATA DESERVE THE ADVANTAGE 
OF DUAL PROTECTION? 


Moser Baer CD-R is here. Moser Baer is the third largest manufacturer of CD-Rs 





in the world, producing 760 million CD-Rs a year. It's also the preferred supplier to 
10 of the top 12 international brands. 

What makes Moser Baer CD-Rs so special is Dual Protection. The 'Advanced Protection 
Layer’, a unique scratch-resistant coating that offers additional protection during handling 
and storage. And the 'Patented Dye Technology' that protects the data from the 


long-term effects of time, ensuring longer life. Together, they give 





/tolechon you the advantage of Protection Plus. Now if only everything in life mMm Aso 
A) Pls | | 
could give you the same level of protection. CD-R © CD-RW * MINI CD-R 
For technical support/purchase queries call 1600-111113 or whsii Wwww.moserb ei 


10096 Replacement Warranty (See pack for details) 
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Ten Insights From 
IRS 2002 


Literacy no boon to print media 
The country's literate population grew by 5.2 per cent, 
yet readership grew by a minuscule 0.3 per cent 


Dailies better off than magazines 
Readership of dailies grew 2 per cent, that of 
magazines fell 15.2 per cent 


Yet, dailies face eroding readership 
The ratio of average-issue readership to claimed 
readership is down O.1 per cent 


English dailies have come off worst 
Seven of the top 10 English publications are 
magazines 


C&S shone, and terrestrial waned 
C&S channels gained close to 3.5 crore viewers, 
terrestrial television dropped close to 1 crore 


Star gained the most; Zee lost the most 
Zee's viewership in the general entertainment 
market dropped 51 per cent 


Regional C&S channels face competition 
The gap between #1 and #2 in many regional C&S 
markets narrowed 


Clear winners exist in some categories 

Aaj Tak (part of the India Today Group that pub- 
lishes this magazine) boasts a 58 percentage point 
lead over #2 Zee News, and Tamil Channel Sun TV, 
a 65 per cent lead over Jaya TV 


FM rules the roost 

The number of FM listeners grew by 1280 per 
cent; listenership of non-FM stations dipped 
1.5 per cent 


The internet remains a niche media 
Usage base almost trebled yet the medium's reach 
is a third that of FM radio's 

SHAILESH DOBHAL 


"India Is One Of 
Our Top 10 Markets” 


You can call him the first citizen of the 
$83-billion direct selling industry. Son of 
Amway Co-founder Jay Van Andel, the 
48-year-old Chairman of $4.5-billion 
Alticor Inc. (the holding company for 
Amway, Access Business Group & 
Quixtar) Steve Van Andel, almost 
missed joining the family business, but 
for the providence of a downturn in 
the United States steel industry! On a 
business trip to India, he spoke to BT's 
Shailesh Dobhal. Excerpts: 





Many people predicted the death of ‘direct selling’ with the 
arrival of the internet. How has the business responded? 

I hear the same thing in lot of different countries. The 
fact is that we look at the arrival of internet as an 
advantage. We actually combine our business, the per- 
son-to-person relationship selling with the technol- 
ogy of the internet. 


How much of a problem are ‘Unscrupulous Direct Sellers’ to 
the direct selling industry internationally and in India? 
Over time they have become more and more of a problem. 
Once we get into a market, we expose lot of people to di- 
rect selling . Then all of a sudden the pyramids come, the 
unethical people come and they try to copy us. What they 
are doing, in my mind, is illegal, wrong, and incorrect. 


How important is India from Amway's perspective, both do- 
mestic market and a base for exports? 

India is one of our top 10 markets, internationally. 
And given that it is a young market and we are is 55 
different countries around the world, I think that's 
spectacular. We source all our products that we sell 
in India from here. Some of them look to be very 
good to export to rest of the world. We are looking 
at doing some of that right now. 
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No one drives India faster. 
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The Tata Group is proud to sponsor the fastest Indian 





, Narain Karthikeyan at the 2003 World Series. Live on TEN Sports* | TATA EEEE 


May 18, Magny Cours (France) @ June 22, Monza (Italy) W July 20, Lausitz Ring (Germany) @ September 21, Al Ring (Austria) : 


| * Check newspapers for exact timings. 
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. Life With Conditional Access 


Broadcasters prepare for life in the CAS regime. 


ULY 14 IS A DAY OF RECKONING 

for broadcasters. Cond- 
itional Access goes live on that 
day— viewers will receive 30 
free-to-air channels on their 
television sets; to access the 
rest, they have to invest in a 
set-top unit that costs any- 
thing between Rs 1,500 to Rs 
7,000 and pay a monthly fee 
that could range from Rs 100 


before D-day. The Zee net- 
work launched a lifestyle 
channel (Trends) on May 1. 
Sony Entertainment has kicked 
off five new programmes tar- 
geting the key 25-35 age 
group. And Star will launch a 
clutch of programmes on May 
15. Money is the motive: apart 
from the Rs 7,000 crore cus- 
tomers will spend on set-tops, 
to Rs 350. Fearing that view- the CAS regime is expected to 
ers may balk at the costs in- help broadcasters increase their 
volved in either, broadcasters ^ Channel.speak: Go out and get that set-top now Subscription revenue from Rs 
are pulling out all stops: on 450-odd crore now to Rs 
Star Plus, a character from one of the popular K-soaps — 4,000 crore in the next five years. Given the fate of that 
exhorts viewers to go out and get that set-top, and on other three latter acronym (VAT, and that reads roll- 
MTV a veejay does the honours. Broadcasters are also back), however, we'll believe CAS is on when it really is. 
scrambling to enhance the quality of their offering SWATI PRASAD 
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‘The technology of cool: 
Nike Dri-FIT. 

Dri-FIT -fabric wicks 
moisture away from your 
skin to keep you more 
comfortable and help keep 
lla cool. You move. The 
air moves. You feel cool." 


DRI-FIT 








Available at all 
Vike Exclusive 
stores, Planet 
sports, Royal 
sporting House 
ind Lifestyle 








Set New Benchzasls 
In Business 


India Today Book Club, launched in April 1999 is the only one of its kind in the subcontinent. The club 
brings the best quality, unique collection of books across a cross section of subject areas varying from 
books on Art, Biographies, Business & Management, Children's Choices, Cookery, Fiction, Health & Beauty, 





aa J sg Home Décor, Information Technology, Parenting, Politics & Current Affairs, Sex, Travel and many others. 
Come join the India Today Book Club and discover a whole new range of books in its Business Collection. In arrangement with 
leading national and international publishers we bring you the widest range of business books, which will be delivered FREE at 
your doorstep. You will also receive huge discounts on the latest national and international bestsellers, a free bi-monthly books 
magazine and of course, free gifts with your subscription. 


Subscribe Today, and start building your business-book collection. Each of these exclusive titles will help you set new benchmarks 


in the way you do business. 


Business Books 
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Pd P. Managing Change Successfully 
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Best of the fortnight 












Using Theory and Experience to Implement Change 
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Hardback; 355 pages 
Pub. Price Rs.795 
CLUB PRICE Rs.595 


This book advocates an active approach to learning and builds on 
our knowledge of how to gain the co-operation of others in 
implementing change, and how to help yourself and others cope with 
the stress of change. The most difficult aspect of this process is 
implementing change because of the implications for jobs, working 
relationships, rewards and working conditions. 


You Save Rs. 200 
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M. Big Bucks! 


Ken Blanchard How to Make Serious Money for 
Sheldon Bowles YOU and Your Company 
€ | Ken Blanchard 


am 
Successful 
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Successful Mergers 










Getting the People Issues Right 
Marion Devine 





Mergers and acquisitions continue to be the preferred 






















option for businesses seeking to grow rapidly. Based 
on studies of existing research and extensive interviews 
with those who have been involved in mergers, this book 
argues that for an M&A to succeed those who work for 
the organisations involved must be properly engaged. 


This book unlocks the secrets of making serious 
money for both you and your company. It shows 
how you can create lasting prosperity and reveals 
how anyone — armed with a set of basic tools — 
can build personal wealth and financial security. 









You Save Rs. 145 
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Code: B0456 Code: $0659 
Paperback; 196 pages Hardback; 230 pages 
Pub. Price Rs.655 Pub. Price Rs.595 


CLUB PRICE Rs.350 CLUB PRICE Rs.450 








Driving Growth Through Innovation 





Code: D0258 

Paperback; 242 pages 
Pub. Price Rs.295 
CLUB PRICE Rs.225 


How Leading Firms are Transforming Their Future 
Robert P. Tucker | 







The book takes you behind the scenes inside 23 Innovation Vanguard 


Companies to benchmark how they boe Med te their innovation 
approach for growth, profit and competitive advantage. It shows you, 
S how to map out and implement your own 21st Century 
Innovation Blueprint that will enable you to win new customers, grow 
revenues, and sustain the momentum. 
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The 26 Hour Day | 1 | 
22 Immutable Laws of Marketing in Asia PORTAIS 


D) Zl How to Gain at Least 2 Hours a Day with 
: Time Control i 
Vince Panella 
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This book will benefit any and every business and 
career professional who is trying to find more 
balanced and enjoyable time at home. It will help 
you learn how to gain at least two to four more 
produci and enjoyable hours a day at work and 
at home. 


This book brings together the experiences and expertise of 
three of the world’s leading iney and branding specialists. 
Drawing on dozens of examples from leading companies 
around the region, it outlines the rules that should govern any 
marketing strategy. 
























You Save Rs. 45 
You Save Rs. 30 dq i 





Code: T0555 | Code: T0556 

Paperback; 263 pages X | Paperback; 159 pages 
Pub. Price Rs.195 | Pub. Price Rs.295 
CLUB PRICE Rs.165 ! CLUB PRICE Rs.250 


Yes! | want to become a member of the India Today Book Club! 


5 years: Pay Rs.750 and [] 3 years: Pay Rs.500 and [ year: Pay Rs.200 and 
get Free Gifts upto Rs.1145 get Free Gifts worth Rs. 675 get Free Gifts worth Rs. 250 


Your assured Free Gift for 5 year period (tick any two) Your assured Free Gift for 3 year period (tick all three) 


Your assured Free Gift for 1 year period (tick any one) 
C] The Foolproof Cookbook for Brides, Bachelors & 
Those Who Hate Cooking. By Rohini Singh. (Paperback: 154+10 EJ Khushwant Singh On Women, Love and Lust 
pages photographs. Cover price: Rs. 225) (Paperback: 208 pages. Cover price: Rs. 200) 
E] The Complete Works Of William Shakespeare C] The Foolproof Cookbook for Brides, Bachelors & Those Who 
(Fabricated leather bound hard back, 1264 pages. Cover price: Rs. 650) Hate Cooking. py Rohini Singh. (Paperback: 154+10 pages photographs. 
225) 


: A ya Cover price: Rs. 
[3 Collins Cobuild English Dictionary For Advanced Learners 


(Paperback, 1284 pages. Cover price: Rs. 495) [] Sights & Sounds of the World 
By Khushwant Singh. (Paperback: 312 pages. Cover price: Rs. 250) 


(Please fill in BLOCK LETTERS): 

Please find enclosed: Cheque/Demand Draft NO. esses IM O Ea NEAPEL EA EESE stickies 
GNOG ee a drawn On... orders ro FCIRE CET RE IRA, een ED favouring India Today Book Club.(please add Rs. 10 
for non-Delhi payment) If payable by Credit Card, please mention: 


Bank Naàrme.......... sce ce echec eri oue Ero EIE MO Le NEL nri ui dt 


card Number [ B LT DIDI) OOO) OOo 
Date of birth LETERE] Card expiry [T1 137313 Card member signature............................ 
D-D M —M' ^Y Y D? D Ww EN Y: 
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Complete and mail this coupon to The India Today Book Club, Thomson Press, 18/35, Delhi-Mathura Road, PO Box 72 7, Faridabad-121007. 
Tel- 0129-2268536, 2268537. Fax- 0129-2268327. email- response@indiatodaybookclub.com 
Visit us at: www.indiatodaybookclub.com 





A new 1500 MW power project? Frequent blackouts? Or illegal connections? Hindustan Time: 
Truth unfolded. Issues brought to light. Facts revealed. Get the real picture. Because you deserve to kno 


Grey Worldwide HT 153 
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Q&A 


Reduction Was A Judgement Call" 


A day after presenting bis 11th 
Monetary & Credit Policy, Reserve 
Bank of India Governor Bimal Jalan 
spoke with Business Today's Roshni 
Jayakar, on the interest rates, 
inflation, and the Indian economy. 
Excerpts: 


What are your main concerns about 
the economy? 

The monsoon definitely has a big 
impact on the growth rate. So, it is 
hoped at the minimum we get 96 
per cent monsoon. The second is 
inflation, although we have said we 
expect it to come down. And we 
hope international oil prices will 
come down. The rise in prices in 
the recent past was confined to 
that group of commodities. So both 
inflation and the monsoon need to 
be watched closely. 


Do you consider a 0.25 per cent reduc- 
tion in bank rate adequate to deal 
with inflation? 

This was a judgment call. After ana- 
lysis, we came to the conclusion 
that on the best information avail- 
able, we did not see inflation accel- 
erating. Then, you could take a call 
that it (the change in interest rate) 
should (have been) be zero. But if 
you don't give an indication, it may 
be presumed by the investor as 
something that is negative to confi- 
dence. Then there were some pro- 
ponents of a 50 per cent cut... It 
was judgment call to take a mild 
stance. It's purely a confidence-buil- 
ding measure. 


Is the RBI working towards setting up a 
framework to encourage banks to lend acr- 
oss the credit spectrum—including small 
and medium enterprises, for instance? 

We have raised the issue that the 
dispersal around PLR is high. We 


j^ 


have been emphasising credit deli- 
very issues. Many of the middle 
and small enterprises say they don't 
have the same access to banking 
funds even if they are well-rated. If 
they have good ratings they should 
be given similar access by banks. 


Banks hold government securities up to 
about 39 per cent of their net demand 
and time deposits as against the statu- 
tory minimum requirement of 25 per 
cent. Is the RBI considering directing 
them against this? 

The standing committee, accord- 
ing to news reports, has made rec- 
ommendations that we are going 
to study. As of now, the view is 
that this is surplus liquidity in the 
system and it is up to the banks to 
decide how they are going to use it. 


But then, the policy has cut CRR. Will 
this not add to liquidity? 

The RBI has been pursuing the 
medium-term objective of reduc- 
ing CRR (the amount of cash kept 











y— 


RBI Governor Bimal Jalan: Inflation and monsoon are his main concerns 


with RBI on a permanent basis) to 
the statutory minimum level of 3 
per cent, so that there is no pre- 
emption of funds. Having high CRR 
for liquidity management has bec- 
ome less important in view of the 
Liquidity Adjustment Facility (LAF). 
Two-to-three years ago, when banks 
had liquid funds, they could invest 
it in the call money market or just 
hold it. Now, if the banks have liq- 
uid funds they could give it to the 
RBI, which acts like an overnight 
CRR. We have been using LAF to 
constantly keep liquidity in the sys- 
tem within manageable limits. 


In February this year, the government 
pre-paid $3.03 billion of foreign currency 
loans. Is any further pre-payment of 
external debt in sight? 

Yes. The government is considering 
pre-payment based on merit. 


Finally, do you see the softer interest 
rate regime continuing? 
As of now.... 
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He's no more the storekeeper, the 
glorified accountant, the backroom 
beancounter. Today's finance chief at 
India's biggest business is driving 
strategy, closing out deals and is the 
CEO's right-hand man. BY BRIAN CARVALHO 


ILL A FEW YEARS AGO, A FINANCE CHIEF AT AN 

archetypal Indian corporation was a bit like the 

white cobra guarding the king's treasure in 

Kipling's Jungle Book. His agenda was single- 

point: To ensure that nobody but the owners put 
their hand into the till. Sometimes, as in the Jungle Book story, 
the finance head would become the fall guy: When the cobra 
attacks Mowgli (Kipling's child protagonist) for attempting 
to pick up a golden elephant goad, Mowgli with some help 
from Bagheera (the black panther) grounds the snake into the 
ground. White Hood loses his poison tooth. He's become old, 
but harmless—just like many of those finance heads, who were 
more of storekeepers and glorified accountants slithering sinu- 
ously all over the /ala's cash box till hell’s tyrant struck (either 
the /ala or the storekeeper). 

It's a bit different these days. The finance honcho for star- 
ters has been rechristened the Chief Financial Officer (CFO) at 
most organisations. But that's just the surface. Scratch it a lit- 
tle, and you'll discover his entire role has changed. No more 
is he the beancounter in the background, reporting financial 
numbers to the boss. If yesterday the finance officer's role was 
to support decision-making, today he's the one making the 
decisions, pitchforked into the deep end of corporate strat- 
egy. If he isn't negotiating an M&A deal, he's either wielding 
the axe on costs, or pushing for an exit from non-core busi- 
nesses, or seeking to cost-effectively raise capital internationally 
for growth, or managing risk, or feeding information to 
investors, even as he maintains that sensitive balance between 
investments and expenditure. To carry the Jungle Book anal- 
ogy to its conclusion, the CFO is now a combination of 
Akela the wolf, Baloo the bear and Bagheera: He’s a leader, 
he knows the law of the financial jungle, as well as all the mys- 
tifications of corporate life. As Vadlamani Srinivas, 43, CFO, 
Satyam Computer, points out: “The task has shifted from 
counting to growing the beans.” 

At India Inc today, the cro brigade is a treasure trove mix 
of the old and the new-fashioned. Whilst stalwarts like Anil 
Singhvi of Gujarat Ambuja Cements, D. Sundaram of 
Hindustan Lever, Ravi Sud of Hero Honda and Suresh 
Senapaty of Wipro have emerged as proven strategists of their 
respective companies, a new breed of young, savvy and dyn- 
amic CFOs are beginning to call the shots at some of India’s 
hottest, high-profile corporations. There’s Sumant Sinha, 
the 36-year-old former New York-based debt capital markets 


Anil Singhvi 
Gujarat Ambuja 
M&AManac — — — 
or the past five years, Anil 
Singhvi, Executive Director, 
Gujarat Ambuja Cements, has 
been on one mission: raising capital. "That's es- 
sential to fuel growth, either via fresh capacity 
or via acquisitions." His agenda for the next 
three years is fairly predictable: More acquisi- 
tions, as Ambuja targets the No. 1 perch in the 
cement sweepstakes. 





D.D. Rathi, 
Grasim 
DyedintheFibe — —" — 1 15— 
f promoters envy Kumar Mangalam Birla, 
it's more for the depth of talent he enjoys than 
his commodities' capacities. Whilst there's 
sumant Sinha in charge of the A.V. Birla 
group's finance function, he's got his trusted, 
experienced lieutenant, D.D. Rathi, at flag- 
ship Grasim. To Rathi must go the credit of 
transforming Grasim from a highly-diversified 
behemoth into a sharply focused cement and 
viscose staple fibre-maker. 


Mahesh Gupta, 
RPG Group, 


Low-profile Performer — —— = 
fter close to 20 years with Ajay Piramal, 
Mahesh Gupta took charge as CFO of the 

RPG group a little over a year ago. Whilst 

Piramal is known for his nose for acquisitions, 

it was Gupta who was the behind-the-scenes 

planner. Those skills will resurface at RPG. “M&A 

will be critical at RPG too,” avers Gupta. 


Ishaat Hussain, 

Tata Sons 

Likely Successor —  — — 
e’s one of the four 
members of Tata's 

group executive office, handles the group's 

finance function and is also Chairman of 

group companies like Voltas and Tata 

Finance. Hussain's been at the vanguard of 

the restructuring aimed at giving the group 

a 'new' economy bias. 
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Other Skills: Knowledge of int 
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information with employees and investo 
the course. "Ultimately, anything that ca 





"s Peeve: Being called RS 


ED, Gujarat Ambuja Cements [' "storekeeper" 


specialist from ING Barings putting together the cor- the most effective arrow a CFO can have in his quiver is 
porate finance blueprint at the A.V. Birla Group (he also a comprehensive understanding of the business. That's 
happens to be the son of India's External Affairs why stints in other departments of the company mat- 
Minister, Yashwant Sinha). N.S. Kannan, CFO, ICICI ter a great deal. Consider S. Mahalingam who took over 
Bank, has his eye on the new “windows of opportunity” as CFO of TCS early this year. Now Mahalingam is no 
that keep opening up. Ravi Ramu, the 44-year-old CFO spring chicken at India's IT services pioneer, having spent 
of Jerry Rao's Mphasis, relies on his exposure in decades across various functions—both in India and 
Amsterdam and the UK with KPMG to give the company — overseas—including consulting, marketing, education 
a global profile. And Deepak Ghaisas, who besides and human resources. He's also been one of the key 
being CFO of i-flex is also CEO of the India operations, drivers in the expansion of Tcs’ offshore development 
spends half of his time negotiating with international initiatives. “A background in business and a grounding 
clients in over 30 countries in a bid to convince them to — in industry are imperative for a CFO today,” says Maha- 


buy his products. lingam, whose primary mandate currently is to see 
through TCs’ impending initial public offering. The 
The CFO's Quiver 38-year-old Kannan of icici Bank too points out that 


Clearly, the CFO today has to be at the cutting edge of “exposure to business lines" is vital. He should know. 
his company's growth ambitions. And that's why, Not only has he moved across the liability and assets si- 
more than accounting and storekeeping qualifications, des of ICICI Bank's business over the past 12 years before 
taking over as CFO in April, he also did a shopfloor stint 
pre-ICICI, which holds him in good stead. Ghaisas of i-flex 
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Ramu today plays advisor to CEO 
Jerry Rao. When Mphasis zeroed in on 
the Shanghai-based Navion Software, 
Ramu urged Rao to make the acquisi- 
tion as it would help Mphasis get a 
redundancy centre outside India as 
well as access to a huge resource base 
Ravi Ramu, CFO, Mphasis 
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Sumant Sinha, CFO, A.V. Birla Group: 
Masterminding strategy 








says "basic qualifications matter only at the entry 
level. After that aptitude—for technology in my case— 
along with common sense, focus and passion matter." 

For companies chasing growth, acquisitions, div- 
estments, cost management and raising capital will 
always be the key prongs of business strategy. Up 
close to those game plans, along with the CEOs, are the 
CFOs. Consider M&A. Grasim’s audacious bid for Larsen 
& Toubro is being marshalled by Sinha. Head-on 
competitor Anil Singhvi, Executive Director, Gujarat 
Ambuja, is looking forward to three years of hectic 
takeover activity, after spending the past five years 
growing capacity via a judicious mix of greenfield 





When i-flex was founded in 1993 (as CITL then), 
Ghaisas had $1 million as capital, a Rs 3-crore 
overdraft, a Rs 8-crore loan, 2,500 sq feet of office 
space and 25 people. Today; he has 2.5 lakh sq 
feet, 2,500 people and a Rs 500-crore balance 
Deepak Ghaisas, CFO and CEO (India Operations), i-flex 


projects and acquisitions, includ- 
ing the (in)famous "strategic al- 
liance" with ACC. 

It isn't just studying valuations 
and the viability of an acquisition 
that's the role of the cFo. He also 
needs to raise the. money to buy 
out the target. Zubin Dubash, when 
CEO of Tata Financial Services (he's 
now ED, Finance, at Indian Hotels), 
was the moving force behind the 
largest acquisition—a cross-border 
one, to boot—made by an Indian 
company. When Tata Tea pocketed 
Tetley for £280 million, it was 
Dubash who had to study the risks 
involved in raising £210 million 
from the debt markets (the Tatas 
could invest only £70 million as 
equity). It wasn’t easy, but Dubash’s 

negotiation skills with lenders came to 
the fore, and eventually triumphed. 

Raising finance also helps the CFO earn his spurs 
when the company is still a fledgling. Take, for instance, 
the challenge that stared Akhil Gupta, Joint MD, Bharti 
Enterprises, in the face, when he joined the company 
as Director (Finance) in 1994. Sunil Mittal was taking 
aggressive steps into the big league by implementing 24 
telecom licences. Required at that time: finance in. any 
form, be it equity or term loans or via JVs or an IPO. 
Gupta did all that. And more. He raised $175 million in 
the primary markets, and more recently $500 million via 
overseas project financing. In the past two years, the 
group has raised $1.2 billion in equity. But the deal 
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D. Sundaram, Praveen Kadle 
HLL Tata Engineering 
Against All Odds Axe-man 
hat Hindustan Lever has he Indica may have 
been able to squeeze out contributed to the 
profits even as its key markets  tumaround at Tata Enginee- 


remain flat is thanks to the 
never-ending initiatives of its 
Finance Director, D. Sunda- 
ram on the cost management 
and supply chain fronts. Just 
one example: If Lever is saving 
all of Rs 1,000 crore in pack- 
aging costs, it’s thanks to 
E Sundaram, who firmly bel- 
ieves cost-reduction isn't a 
“cul-de-sac”. Amen. 


ring, but don't forget the eff- 
orts of the finance team, 
lead by Praveen Kadle, ED 
(Finance & Corporate Aff- 
airs). In two years, the com- 
pany was able to cut costs 
by Rs 630 crore. Think 
what would happen if the 
economy turns around, 
sales boom, and Kadle con- 
tinues to wield the axe... 


Suresh Senapaty, Mohandas Pai, 
Wipro Infosys Transparent 
(Big) Numbers Man Troubadour 


zim Premji’s numbers 

man is a part of the 
charmed inner circle at 
Wipro. Since taking over 
as the CFO of the group in 
1995, 46-year-old Suresh 
Senapaty—a Premji loy- 
alist for 23 years—has 
seen market cap spurt 
from less than half-a-billion 
dollars to around $6 billion 
today. He was also the 
pivot in getting Wipro 
listed on the NYSE. 


MAY 25 


nfosys is known 

for blazing a trail, 
and in finance, T.V. . 
Mohandas Pai, the ' 
tall, well-built 45-year- 
old CFO has done his bit 
by setting standards in 
transparency. In a recent 
conversation with BT, Pai 
had mentioned that "the 
emerging role of the CFO 
is that of an advisor to 
the CEO on strategic is- 
sues". Touche. 
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Ravi Sud, 
Hero Honda 


Market (and wealth) creator — 


“here may be a question | mark he hovering 
over Hero Honda sustaining the heady 


E m .. growth it’s been used to, but here's what kick- 
— — Started the process. In 1998, Ravi Sud, VP 


(Finance), tied up with Centurion Bank to pro- 


. vide motorcycle finance. This was done at a time 


when motorcycles were sold against a waiting 


Arun Duggal, 


= period. Result: the market exploded, and Hero 
— .. Honda raced to the top. It's time now for another 
—— A brainwave from the gutka-chewing Sud. 


HCL Technologies 
Trendsetter 


n September 2002, 
1 Arun Duggal pushed for 
stopping the issuance of 





ao * ... corporate guidance, a practice that had come 
| under fire after the Enron and WorldCom ac- 


counting scandals. The idea was finally ac- 


5 d by the board after a long debate, as there 
was a risk of inviting the wrath of the investors 


and analysts. Another first for Duggal. 


Vadlamani Srinivas, 


. Satyam Computer Services 
 Bean-grower - 


“he task has shifted from counting to: grow- 
ing the beans," asserts Vadlamani Srinivas, 
43, peering over his IBM Thinkpad. Heading a 


z $ i C1. 100-strong team, Srinivas has through timely 


-maneuvers changed Satyam's investor profile. 


a à “Now, 60 per cent is held by these discerning 


Fils and foreign investors who cannot be fooled.” 


= VS. Vasudevan, 
~ DrReddy's 


. . Financial Physician 





t.32: he joined as financial controller. 
Today, he’s 51, with an 80-people finance 


|... team, and an IPO, a GDR and an ADR behind 
him. Today, V.S. Vasudevan has moved on from 
. what he was doing 19 years ago—financial re- 


porting and jaw-jawing with regulators. As 


. . . Iynchpin of Dr Reddy's management council, the 
—  . greying-at-the-edges CA is looking ahead, gaug- 


ing the industry outlook and valuing intangibles 
that an R&D-driven company possesses. 









Mahalingam's background in operations 
allows him to take a pragmatic long-term 
view when it comes to investments vs 
expenditure. For instance, when cutting 
costs he's careful to check that he isn't 
sacrificing revenue-generating potential 


S. Mahalingam, CFO, Tata Consultancy Services 


closest to Gupta's heart is the $58 million he pouched from 
Telecom Italia in 1996. “We were small then. That money 
laid the foundation for our subsequent growth." 


In-house Investment Bankers 
It's such consummate deal-making abilities that promoters to- 
day are looking for in a wannabe cro. That's one good reason 
why the Goenkas of RPG Enterprises roped in Mahesh Gupta 
as finance honcho a little over a year ago. Gupta has spent 
close to 20 years with Ajay Piramal, piloting his acquisitive 
binge from behind the scenes. Now Gupta is attempting to 
repeat that magic at RPG, after spending close to a year 
analysing the group's portfolio. He set the ball rolling by res- 
tructuring tyre company Ceat: The rubber plantations of Har- 
risons Malayalam have been merged into Ceat even as unrem- 
unerative investments have been shed off the balance sheet. 
Indeed, if acquisitions are now part-and-parcel of a CFO's 
repertoire, divestments aren't far behind. When reviewing the 
RPG portfolio, Gupta also took the view that businesses that 
are *small" should be exited. Result? The Goenkas are now 
on the hunt for a buyer for pharma business, RPG Life 
Sciences. In his earlier stint with Ivega, Mphasis’ Ravi Ramu 
decided to hawk its legacy AS/400 maintenance and training 
activities. “Even in 2000 when companies were taking on any 
and all kind of work, I was clear that we had to focus on cer- 
tain niches to grow. The legacy maintenance business did not 
have substantial margins. I, therefore, advised the management 
that it was time to sell that business," recollects Ramu, who 
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Kannan sees himself as the bridge 
between the internal and external 
environment of ICICI Bank. Internally, 
he focuses on value management, 
process improvements, effective 
deployment of capital and risk 
management. Externally, stakeholder 
accountability is the buzzword 


\. Kannan, CFO, ICICI Bank 


you could say has finance running through his veins: His 
father was Managing Director of LIC and his uncle CFO 
of the Tata Group in the early seventies. 

M&A might be one way to add value for India Inc, 
but in times when demand conditions are trying and 
growth proves elusive, squeezing out inefficiencies 
from manufacturing processes and systems are one 
surefire way to keep earnings afloat. Praveen Kadle of 
Tata Engineering and D. Sundaram of HLL know a thing 
or two about this art. If Lever has been able to show 
double-digit profits in flat markets, it’s thanks to the cost- 
management efforts of Sundaram. For instance, he’s 
saved Rs 1,000 crore on packaging alone, and is efficie- 
ntly managing working capital by connecting into 80 per 
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According to Gupta, the only change in the CFO’s 
role is that his canvas has become wider. Earlier, 
for instance, an Indian CFO's financing options 
started and ended with ICICI, IDBI and IFCI. Today, 
he can borrow from virtually anywhere in the globe 
Akhil Gupta, Joint MD, Bharti Enterprises 





cent of his stockists. And cost-rationalisation is a never-end- 
ing exercise for Sundaram. Ditto for Kadle, who’s saved 
Rs 630 crore in two years by keeping a tight rein on mat- 
erial costs, and restructuring working capital and debt. 
In today’s environment, where shareholder is king, 
such efforts don’t count for much if they aren’t com- 
municated to shareholders. And that’s why investor rela- 
tions has become a core responsibility of CFOs today. As 
Kannan of ICICI Bank points out: “Pressure on perfor- 
mance of CFO has increased. Investor awareness has inc- 
reased, and investors are more broad-based. For instance, 
we have to ensure we meet expec- 
tations of an investor in Luxem- 
bourg or London, or from some 
widow or orphan fund overseas.” 
CFOs are doubtless the CEOs’ fore- 
most henchmen today. The reliance 
on the CFO by the chief also gives 
the finance honcho a very realistic 
shot at the top slot. Few finance 
chiefs of India Inc have made it to 
the top, but that might soon change. 
T.V. Mohandas Pai, CFO, Infosys, is 
one of those tipped to be Nilekani’s 
successor. At i-flex, Ghaisas is also 
CEO of the India operations. And at 
the Tata Group, Ishaat Hussain, 
one of the four members of the 
elite group executive office who’s at 
the vanguard of the effort to give 
the group a new-age focus, could 
well take over the reins from Tata 
once he signs off. That’s the CFO for 
you today: In the thick of things, 
and soon on top of it all. Œ 
ADDITIONAL REPORTING BY SUVEEN 
K. SINHA, SAHAD P.V., E. KUMAR 
SHARMA, VENKATESHA BABU 
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? othing| your heart racing like commercial wholesale 
coffee distribution. Especially with customers in 45 cities 
round the world. Which is why Elisabeth turned to Nortel 
Networks" Voice over IP to Integrate telephony into her 
worldwide online customer management system. Now 
even if her regional representatives are out on a sales call, 
her call centers respond to customers seamlessly with 


voice and data features that keep business buzzing. 


#1 in VoIP by Gartner Group Instant access to customer information is triggered when 
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#1 VolP Converged US 2001 (Total Lines Shipped) - InfoTech network can cost-effectively evolve into IP technology 
#1 Voice/Data Converged North America 2002 - Gartner Magic Quadrant and grow as her company grows. And it's 


just one more way Nortel Networks is making the 
Internet what you need it to be. To learn more, visit 


nortelnetworks.com/voip. 
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Businesses are deploying armies of salespersons who work as self- 
bossed entrepreneurs, masters of their own fortunes and schedules. 
And it works. BY SHAILESH DOBHAL & DIPAYAN BAISHYA 


HAT DO THEY THINK OF WHILE 
driving? Whatever it is, they can't be 
sacked for it. You see, they've al- 
ready signed on—invested their 
own moolah—and are now in 
charge of their own little direct-selling business. They 
are, if you haven't guessed, India's growing army of 
sales-entrepreneurs. Self-employed, they're masters of 
their own routines and rewards. And they're busy 
buzzing their way around urban India, selling suds, face 
vitalizers, eyeliners, books, lunchboxes, insurance, 
auto loans, you name it. 

Ask any of the 12-odd companies that constitute the 
Indian Direct Selling Association (IDSA), and they'll say 
it’s all about emancipation and empowerment, espe- 
cially of hitherto income-less housewives, who make up 
two-thirds of the 1.1-million-odd direct sellers in the 
IDSA-defined organised sector; Ponzi-schemers and 
sundry fraudsters abound too, and it's advisable to be 
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extra discerning of the business model’s real credentials. 

Still, 1.1 million is quite an army. A network marketing 
force that even the mighty Hindustan Lever Limited 
(HLL) preferred to join (since it couldn't beat 'em) 
some five years ago with its own direct-selling project 
for personal care products, Aviance. 

And then there was Reliance Infocomm, so smitten 
by the concept that it decided to play for mega stakes 
on its Dhirubhai Ambani Entrepreneurs (DAE) scheme 
to sell mobile phone services. 

It's another thing that those two ventures didn't live 
up to expectations, despite riding on the pioneering 
work done by Avon, Amway and others. An indication, 
perhaps, that this is a game best suited to marketers with 
an undivided passion for this mode of direct contact sell- 
ing. A passion that includes, among other things, a 
fond disrespect for the classic retail distribution system 
that other marketers cannot do without. 

Anyway, divided or undivided, passion or no pas- 


4 
, 


sion, this sort of idle theorising has not deterred India’s becoming an independent salesperson, are very low.” 
largest corporate majors from having a go at it. A Today, over 70 per cent of the company's business 
couple of months ago, HLL relaunched its direct-selling ^ comes from its 18,000-odd agents, and the insurer re- 
project as Hindustan Lever Net, with the aim of sign- mains as bullish on the concept as ever. 
ing on some 200,000 people this year. If that doesn't Yet, to think of direct-selling as a category-neu- 
sound awfully ambitious for a marketer of its stature, try tral phenomenon might be a mistake. The idea tends to 
HLL's 2005 target: a million, no less. And what about do better with selling products and services that cannot 
Reliance Infocomm? To be fair, it managed to get — be mass-sold very effectively. In fact, speak to entre- 
some 60,000 DAEs (each putting in Rs 10,000) within preneurs selling products of Modicare's 
weeks of its December 2002 launch, but this must foreign rivals Avon and Amway, and 
have been a disappointment, for it has since decided you may be surprised by the emphasis 
to go the retail way to achieve its targets. they place on their R&D centres over- 
Market conditions are not to blame, in the seas. In their view, the success of the 
experience of entrenched players. Take it from concept is not merely about empow- 
Modicare, which is among the few domestic erment, but also the story of specialised 
startups to have cracked the direct-selling @ ‘soft’ products that are best sold through 
game. Says Samir Modi, the com- "P < the empathy assured by face-to-face in- 
pany's President and Managing a =- N teraction. The scientific rationale of- 
Director, “Now even men are say- T». ten used is that even the most 
ing that they are not satisfied with "e touching advertising cannot 
the money or lifestyle in their jobs, charm the part of the mind— 
and asking ‘if women can succeed — 3 | the ‘lateral occipital cortex’ 
in direct-selling why can't we?"  - (gulp!)—that needs special 
Insurance has always been a charming to sell, say, a 
male-dominated direct-sales cat- modern contraceptive. 
egory with over 500,000 agents The Indian market’s 
across the country. But now, potential, IDSA claims, is 
with nearly 40,000 new agents so vast that it’s hard to 
having joined the private in- believe. “It’s just the tip 
surers, women are making an of the iceberg,” says 
entry here too. Or take the Harmeet S. Pental, 
growing army of sales asso- Managing Director of the 
ciates selling anything from Rs 100-crore Avon Beauty 
credit cards to auto, personal Products, and President of 
and home loans, who work IDSA, “India can easily take 
for such banks as HDFC on four direct-sellers for 
Bank, icici Bank, Citibank every 1,000 people.” 
and ABN Amro. By that yardstick, 
Gender, really, India’s army of direct-sell- 
has little to do ers could easily quadruple 
with it. Entre- without anyone complaining 
preneurship is of market saturation. 
empowering, Clearly, India’s army of 
and that’s the sales entrepreneurs is gaining 
secret behind momentum. The only worry is 
the phenome- that, as they roll into smaller 
non. “The secu- towns, fraudsters might already have 
rity of a job is dis- hurt the concept’s credibility. Per- 
appearing any- ceptions count. So if that’s indeed 
Way," says Sugata the case, India's gung-ho direct-sellers 
Gupta, Chief of Marketing at will have to proceed with a height- 
ICICI Prudential Life Insurance, ened sense of responsibility. Safe driv- 
"so entrepreneurship is encour- ing, as salesmanship gurus note, is 
aged. The entry barriers here, in also about empathy. 
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RCHANA BATRA, THE WIFE OF 

La successful manufacturer 
of plastic luggage, did not need 
the cash. At least, not really. 
So why did she turn Avon 
Lady? *I was free," she expla- 
ins, *as my kids had grown up. 
| took on Avon's products as a 
user, and within no time I was 
in the thick of it." 

[n just under two years, 
she has a *downline" (troops 
she has enlisted and plays 
mentor to) of an impressive 
400 distributors, and grow- 
ing. And it's so exciting that 
she can't get enough of Avon 
in her life. 

“There is no entry barrier 
to becoming a distributor 
with Avon," comes the in- 
evitable evangelism. And 
more. “I believe Pm not ‘sell- 
ing’, but helping people save 
money, as Avon is of great 
value compared to even a 
mass brand like Lakme.” She’s 
convinced of it, and the con- 
viction is infectious. Spend 
some time with her, and 
you'll know. 

Recruitment, of course, is 
the real game, the real pitch 
Batra makes, even though the 
dropout rate is quite high. No 
matter. She sets a target of 50 
new distributors every month. 
“We keep moving to new 
catchment areas all the time,” 
she says, speaking on behalf of 
all Avon Ladies, “looking for 
potential converts to Avon.” 


m Name: 


a Occupation MCG Associate —— č < 


| Age: 29 years 
Background: Hardware Engineer 


Marital status: Married 


n sh i ne se epee MÀ 


Company: Amway 


——— MÀ MÀ 


s Sels: Personal and household products — — 


m Income (net per month): Rs 1 lakh-plus 





HARMA STARTED NEARLY FIVE YEARS AGO, SELLING AMWAY 

products while still working as a hardware repair engi- 
neer. Just one year into the game, he realised that he was 
on to something big. So he quit his hardware job to dedicate 
himself to the selling liquid cleansers, toothpaste and other 
consumer softs. “It was like leveraging time. I wanted to set 
my own work timing, and not be led by others.” 

It was to become a joint obsession. After Sharma got 
married in 1999, his wife joined him, and business 
boomed. The idea spread far and wide, and his ‘down 
line’ grew and grew to give the Sharmas six-figure 
earnings every month. These days, he focuses on cor- 
porate selling, while managing some seven-to-eight 
distributor groups under his mentorship, with sellers as 
far as Rajasthan and Punjab. What about hardware? 
“Well, I still run a small hardware repair and mainte- 
nance business.” The best of both worlds, eh? 
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Name: F Y 
m Occupation: BOOK-Seller =< || ||. 


| ge: 29 years 
1 Background: Management Graduate 
Marital status: Bachelor — EE TA 
1 Company: Grolier International 
Sells: Books for kids' upto age six 
Income (net per month): Rs 50,000 


5 


HATED THE WORD 'BOSS'," SAYS THIS MANAGEMENT 
graduate from Symbiosis, Pune. He worked for four 
years with Methodex and Magna Industrial before turning 
Educational Consultant with Grolier International, in Feb- 
ruary 2000. Now he's his own boss, never mind having to 
work weekends, chasing family crowds at Delhi's snazzy new 
shopping malls to sell 1 Wonder Why’ kind of ask-me book 
series for two-to-six-year-olds. “I am enjoying the freedom,” 
he says, “And I can earn directly in proportion to the effort 1 
put in." It's his own business, with Grolier providing the 
support. “I am not interested in being an employee any- 
more." So does he regret his four years as an employee? 
"No, it gave me the direct sales experience, and taught me 
that as an employee I will be toiling just to save my job and 
its current earnings." What he missed was “growth”. 
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- stone. V Vineet Mittal - 
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— m Occupation Director r Selling Associate 
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. m Marital Status: Bachelor 
- mCompany: HDFC Bank 
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( “tw sells Personal loans ins and loans against d ert; 
 lncome (net per month): Rs 25,000 - 















THIN FOUR MONTHS OF STARTING AS A DIRECT SELLING 

Associate (DSA) for HDFC Bank, Mittal takes home almost 
double of what he was getting at Standard Chartered Bank as an 
employee (Team Manager). And it helps that he is young, 
energetic and raring to be his own man. But, with an MBA, he 
could’ve hoped for corporate ascent, couldn’t he? “I always 
wanted to start on my own,” he replies, “but wasn’t clear on exa- 
ctly what to do. Four years of handling DsAs in Standard 
Chartered gave me the answer.” A mix of referrals, old contacts 
and cold calls has catapulted Mittal to Rs 1 crore business per 
month, of which he gets a decent sliver. And he’s looking to inc- 
lude home loans in his basket to even out the seasonality of per- 
sonal loans. All this, with just about Rs 1 lakh invested in a home- 
office. His own business, never mind that the brand is HDFC. 
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ANJAY ALIMCHANDANI, ONCE A SMALL-TIME STATIONERY 
retailer in Mumbai, is happy the way things have 
turned out. Three years ago, a friend sounded him out on 
the opportunity to become an insurance agent for one of 
the new insurers in town. He grabbed it, and now does 
good business without having to make any cold calls. 
For him, it’s all referrals—which keep pouring in from his 
200-odd high networth clients. 

Selling insurance isn’t easy, says this commerce 
graduate, grateful for the rigorous training that ICICI 
Prudential put him through. He doubles up as 
Marketing Manager at Refco-Sify Securities, a share bro- 
kerage firm, but his priorities are clear. “Building my 
own business is top-most priority.” He has also started 
selling Reserve Bank Bonds and mutual funds distributed 
by icicl. The shop? It's in Juhu, run by his wife, who 
doubles as a fashion designer. As parents of two, they'd 
rather be in control of their earnings. 
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bt outsourcing 


MOVING IN FOR 


The (S)Kill 


From financial services to manufacturing, 
a clutch of MNCs is outsourcing a chunk of its high-end work 
from India. Make no mistake, this isn’t your plain-vanilla 
BPO we're talking about here. BY PRIYA SRINIVASAN 

























HOMA BHATTACHARYA 
(not her real name), a 
chartered accountant 
who has relocate 
from Mumba to 
Chennai with her 
family a year ago, is looking 
for a suitable job opening, 
preferably with a multina- 
tional. In between inter- 
views, she stumbles on a 
team of CAs that’s in the 
process of starting up a com- 
pany to offer outsourced ac- 4 
counting services to overseas f 
clients. Soon she’s on board | 
as a partner, and today runs a 
team that offers statutory re- 
porting and tax filing services to US clients. 
*Right now I make just about as much money as 
I would have working with an MNG,” says Bhattacharya. 
We're still in Chennai. Office Tiger, a New York- 
based research provider, is steadily ramping up its India 
team, which offers research and financial analytics ser- 
vices to six of the top 10 global investment banks. 
Today, it employs 200 management graduates and CAs, 
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and another 400-odd graduates and 
post-graduates. 
A few 100 kilometres away 
win Bangalore, the world's 
^ largest vehicle-maker, the 
Detroit-based General 
Motors, is working fu- 
riously to get its ex- 
port- oriented R&D 
centre up and running 
by June. The centre has 
been conducting mass-scale 
cruitment of engineers, scien- 
tist§and MBAs to fulfil its ambitious 
plan of outsourcing design to its 
captive unit in India. 
And you thought outsourcing is just 
about. fommon-or-garden call centres filled with just- 
out-of-school kids drawling in heavily-accented bari- 
tones! Slowly but surely, a clutch of multinationals in the 
financial services and manufacturing space is making 
that big leap towards high-end outsourcing, or “domain 
intensive" outsourcing. For starters, these firms employ 
professionals who are qualified or trained in a specific 
domain. They are slowly moving out of the hourly 
costing model. And, finally, they are slowly turning the 


TlId Vl 


vendor relationship with the client 
into a partnership. In manufactur- 
ing, this movement is restricted 
largely to captive units of MNCs, 
which will eventually create ground 
for third parties. But in financial 
services and pharma, the third party 
phenomenon has already begun 
to take shape. 


Financial Services Lead The Way 
On the sixth floor of Chennai's 
Spencer Plaza complex is Office 
Tiger's India office. Over 700 people 
are absorbed in providing services 
like financial analytics, research supp- 
ort and desktop publishing for glo- 
bal investment banks. Co-ckEo Jos- 
eph Sigelman, a former investment 
banker with Goldman Sachs, says: 
"In the next couple of months, we 
will be adding two more clients to 
the existing six." Sigelman expects to 
employ 1,000 professionals by 
December this year, who will help him continue shav- 
ing 50 per cent of his clients' costs via his services. 

In Chennai (again!) another mammoth captive out- 
sourcing programme plays itself out in the form of 
Standard Chartered's wholly-owned subsidiary Scope 
International, which services 50 countries in which Stan- 
chart operates. Scope offers high-end services that can 
be broadly classified into wholesale banking, forex and 
money market transactions on the treasury side, along 
with financial analytics. The Chennai centre also provi- 
des the backend for derivatives transactions across mar- 
kets. *30-plus per cent of the work we do at Scope is 
high-end and we easily reduce costs by 40-50 per cent for 
work outsourced from developed countries," says Romi 
Malhotra, who heads Scope International in India. 

Meantime, investment bank J.P. Morgan Chase is fir- 
ming up plans to set up an offshore research department 








GUILLERMO WILLE/ MANAGING DIRECTOR/ JOHN F. WELCH TECHNOLOGY CENTRE 
The R&D hub expands GE's capabilities, 


accelerating delivery of advanced 
technology to global customers 


in Mumbai. In a recent press interview, Nick O'Dono- 
hoe, J.P. Morgan's Global Head of Research, has said 
that the "aim is to shift responsibility for tasks like data 
collection, basic financial models and number-crunching. 
This strategy, he adds, will be *driven by the ability to 
go offshore." And Ernst & Young, which processes the 
filing of US tax returns in India, “could even outsource 
audit to India,” says E&Y India Partner Farokh T. Balsara. 


Manufacturing Joins In 
The latest feather in Bangalore's cap is GM’s upcoming 
R&D centre. The auto company is busy adding the fin- 
ishing touches to its technical centre (at the International 
Technology Park), which is slated to go live next 
month. The centre, which will focus on engineering and 
research and development work " 
to support GM's global portfolio, a Sor 
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lI General Motors’ export-oriented R&D centre in Bangalore goes live in June 
EŒ GE's John F. Welch Research Centre in Bangalore caters to GE's global R&D requirements 
lI McKinsey Knowledge Centre in Delhi services overseas consultants with research 
W J.P Morgan Chase to set up offshore research unit in Mumbai 

W Dr Reddy's sets up subsidiary ‘Aurigene’ to offer drug discovery services 
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bt outsourcing 


SIVE OUTSOURCING IS DIFFERENT 


nib 1 
@ Qualified personnel trained in a particular domain are employed 


li The model is a partnership one as opposed to a vendor-based one 





lI Mostly done by captive units of MNCs currently 
E Pricing is often not hourly but project-oriented and sometimes even per transaction 


li In the case of hourly rates, they stand at $22 and above vis-a-vis the 


single-digit rates commanded by call centres and the like 


is currently on a recruitment spree. 

Third-party outsourcing is also beginning to happen 
in manufacturing. Take the case of Ingenero, a small 
venture-funded company based in Mumbai. Ingenero's 
team comprises engineers and post-graduates in chem- 
ical technology, who monitor the efficiency of chem- 
ical process plants thousands of miles away on a real- 
time basis, from their office in central Mumbai. “We 
find that the only way to beat commoditisation is by 
acquiring domain expertise," says Gopal Jain, Director, 
View Group, the fund that has financed Ingenero. 

Offshore outsourcing, however, is still dominated by 





KIRAN MAZUMDAR SHAW/ MANAGING DIRECTOR/ BIOCON 


Biocon subsidiary Syngene offers 
drug discovery services—think of 


it as a R&D BPO 
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the captive units of MNCs, among which is the McKinsey 
Knowledge Centre in Delhi. The centre, which employs 
at least 100 consultants and research staff, has actually 
taken over from McKinsey offices that were providing 
research support from Brussels and Boston. 


Don't Forget Drug Discovery 
Soon after Jignesh Bhate, Head of Idea2solution, an 
incubator founded by the promoters of Dr Reddy's, 
decided to set up a life sciences discovery services comp- 
any last year, he formed a Jv with the Institute for 
Infocomm Research, Singapore, called Molecular Con- 
nections. Leveraging the Singapore 
company's proprietary technology in 
the area of target identification (a 
key step in the drug discovery pro- 
cess), Bhate approached clients with 
a simple proposition: a 50 per cent 
reduction in turnaround time. 
Another third party provider in 
the drug discovery area is Syngene, 
a subsidiary of Bangalore-based 
biotech firm Biocon. MD Kiran 
Mazumdar Shaw has an interesting 
take on the cost proposition. "It's 
only when outsourcing moves up 
the value chain that greater cost redu- 
ction actually takes place for the 
client. A PhD in India costs about 
$60,000 per annum, in the US its 
about $250,000 per annum." 
Clearly, the employment boom 
is shifting from semi-skilled labour 
to qualified professionals like CAs, 
engineers, scientists and MBAs. More 
importantly, this climb up the value 
chain might finally help India tran- 
sit from the “low cost” to “high 
value” proposition. 





hospitality tent, but something in the CEO's 

melancholy expression commanded attention. 
“No good deed goes unpunished,” he said, telling the 
following story: A small consulting firm that had 
the misfortune to launch during last year's economic 
slide had approached his company. *They begged 
us to throw some business their way to help tide 
them over the recession. We did, mostly because 
two of our former executives were among the prin- 
cipals. It seemed like a friendly thing to do, and we 
knew they were good at what they did." 

Trouble arose when it came time to renegotiate the 
deal. The CEO walked in assuming a quick and amiable 
discussion. Instead, he found himself barraged by dem- 
ands and escalating incentives, and found that a sus- 
picious amount of the previous year's results couldn't 
be processed until long after the new contract would 
take effect. "They had us over a barrel," he admitted. 

5o much attention is paid to the art of negotiating 
with a tough-minded, street-smart opposite number 
that when we sit down with our friends, out of relief 
and a misguided sense of security, we often find our- 
selves giving away the store. 

It happens at all levels of enterprise, in every gen- 
eration. And it doesn't matter how much we have in 
common or even how high the stakes are. A prime ex- 
ample is recounted in Rick Atkinson's new book, 
An Army at Dawn, when the Allies during World War 
II met in 1942, for their first-ever strategy session. The 
Casablanca Conference became famous chiefly for 
how the British representatives completely out-pre- 
pared their so-called Allies. Britain was desperate to 
save her colonies in Egypt, Africa, and the Far East, 
. but the British Army was too worn down to fight; 
they especially didn't want to invade France, fearing 
a defeat they could not risk. 

And so they came to the Conference with dozens 
of aides who handed out individual leather-bound 
books full of facts and statistics to counter every sug- 
gestion the other Allies made. General Dwight 
Eisenhower and his staff could muster no argu- 
ments specific enough to deter the British desire 


|: WAS JUST AN ASIDE AT A LARGE GATHERING IN A 


E SUCCESS SECRETS B Mark McCormack 


s With Friends Like These... 


If a friend outmanoeuvres you once, shame on him. If he does it twice, shame on you. 





to fight first in North Africa, then in Italy, before 
hazarding an invasion of France. Ostensibly meant 
to discuss the use of the largely American army 
that had just landed on the shores of North Africa, 
the Conference ended up turning that army into an 
instrument of Imperial British policy. D-Day was 
pushed back an entire year, from 1943 to 1944. 
So, how much preparation is necessary when 
you're sitting down for a “friendly” as the soccer 
world calls it? A lot depends on who you are, and who 
you're trying to sell. Here are my guidelines for going 
in unprepared, on a wing and a prayer: 
If you’re dominant in your industry or flush with 
cash, you can walk in like John Wayne and shoot from 
the hip. If Pm Steven Spielberg going to Goldman 
Sachs, I can say, *This movie will be great, and 
there's my track record to back it up." If, on the 
other hand, Pm Mark McCormack and I’ve never 
done a movie, I'd better have a million flipcharts and 
Tom Cruise and a bunch of other stars lined up. 
m If you have nerves of steel, a legal database for a 
heart, and a photographic memory, go ahead and 
scribble out terms on a bistro napkin. I know a 
lawyer who always wants to do the closing on the 
spot. l've had much more experience with the 
other kind of lawyer, who wants the discussion to 
proceed verbatim from notes. 
m If you're doing a deal for the hundredth time, then 
you probably can do it in your sleep. The more suc- 
cessful you have been, the less preparation you need. 
m If a friend outmanoeuvres you once, shame on 
him. If he does it twice, shame on you. That's the les- 
son the US learned in subsequent conferences during 
Wwil, as well as the approach endorsed by the CEO 
whose "friends" had taken his company to the clean- 
ers. “For this year's meeting, I made sure we were pre- 
pared," he said. *And when it was done, we came 
away with give-backs that more than made up our 
losses." “And that’s not all.” He smiled. “We made 
sure they picked up the bill at the restaurant." Œ 





€ Mark H. McCormack. All rights of reproduction in any 
form are strictly reserved. 
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Movement solutions delivered for each need. consignment always receives exclusive treatment. At Al 


Like a pizza chef who makes and bakes pizza combinations we've been providing total movement related solutions unc 


4 
to suit different palates, we adapt, improve and create one roof since 1945, from Global Logistics to Domestic Expre 
solutions according to each client's needs. Big or small, your Our professional system management is supported by tr! 
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tting edge technology and 42 International partners. Wi CAN 
lich is why we're able to toss together fresh solutions 7 ri 4 WE WILI 
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ne after time, just so you stay ahead in your business. 








L HOUSE, LOK BHARATI COMPLEX, MAROL MAROSHI RD., ANDHERI [E], MUMBAI 400059. WEBSITE: www.afl.co.in, email: mailgafi.co.in 


Ambience D'Arcy/AFL/03/0165 


oft 


2) 
n 
em 
S 3 
v 
w 
t- 
D - 


Mi 


PH ln 











Mumbai 


Once again, Business Today rises above news and views to create a quality platform 
for India Inc.'s decision makers. In partnership with Microsoft India, Business Today is 


pleased to announce the first edition of its Strategy Summit. 


Whatis it? 


The inaugural Business Today Strategy Summit in partnership with Microsoft will 


present unique opportunities to evolve strategies to build value. It will be interactive 
in nature and participants can discuss key issues, share cutting-edge insights, examine 
case histories, and learn best practices. There will be three round table discussions 
during the day on the themes: Empowering Managers in the Knowledge 
Economy, Using IT as a Tool for Transparency in Managing, and The 21st Century 


Organization: The New Paradigm. 


Whois itfor? 


India Inc.'s top brass comprising Chairpersons, CEOs, MDs, Presidents and Directors. 


Special Highlight 
Launch of Business Today's Special issue on 'India's Best Managed companies’, 
based on a survey by A.T Kearney The finale:'India's Best Managed Company' Awards 


function, presented by Microsoft. 





| | 


Entry by invitation only. For more details, please e-mail us at: bt@intoday.com 
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In a third millennial reversal of roles, Indians may soon ride 


HE WASP'S CONTRIBUTION 
to the Indian software 
industry is chronicled 
in black and white in 
the Y2K annual report 
of Infosys Technologies. Co-founder 
and Deputy Managing Director N.S. 
Raghavan, then 56, had retired in 
the course of the year and in a mes- 
sage in the report, Chairman N.R. 
Narayana Murthy wrote of him: 
“He was the first-ever chauffeur of 
an Infosys vehicle—a rented Vespa 
scooter—ferrying me, an eternal 


THE CHANGING FACE OF THE SCOOTER IN INDIA |, 


Despite dramatic changes in looks and technology, the scooter remains a 
what it always was: means of personal transportation and freedom. : 


'LAMBRETTA 


Imported — ac—ÉZd | Made by API 


"VESPA ( 








| by Bajaj 
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pillion rider, across the streets of 
Bangalore during 1983.” 

The wasp, of course, is the 
Vespa (it quite simply means that), 
a scooter first manufactured by 
Enrico Piaggio in 1946 at his fam- 
ily’s bombed-out aircraft factory in 
Pontedara and driven to cult status 
as much by the product and its ben- 
efits (cost and convenience) as the 
cultural cues surrounding it—two of 
celluloid’s most famous couples, 
Audrey Hepburn and Gregory Peck 
in Roman Holiday in 1953 and 


VESPA 






| Bajaj 


| Made by gs 
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Marcello Mastroianni and Anita 
Ekberg in La Dolce Vita in 1960, 
moved around on wasps. 

A world and several years away, 
Shivaji Rao Gaekwad, a bus con- 
ductor who was to achieve phe- 
nomenal success as a movie star 
under the name Rajnikanth, listed a 
one-room apartment, all the ciga- 
rettes money could buy, and a 
Vespa as his measure of success. 
That was in the 1970s, much before 
he became the reigning deity. of 
Kollywood, Chennai’s motion s 








LAMBRETTA qase a 


Clones Vijay Super and Sunny 
made by Scooters India (the | 
£ — company also exports Lambrettas) | 









scooters for style, motorcycles for substance. sv suvren x. sinna 


pic industry, but the desire to own 
a Vespa was well in keeping with 
the great middle class revolution 
of the late 1960s. Everyone wore 
flared trousers, rode scooters, 
sported broad ties with loud pat- 
terns, and nurtured mutton-chop- 
reminiscent sideburns. Much before 
Murthy and Raghavan's famous 
ride, and well before Rajnikanth's 
statement of purpose, the scooter 
had stopped being cool. 

It was that, cool, during Rahul 
Bajaj's days as an economics 
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- KINETIC HONDA 


Made by Kinetic 


undergrad at New Delhi's St. 
Stephens College in the late 1950s. 
His Vespa was one of the two stu- 
dent-owned two wheelers on cam- 
pus and it was considered the height 
of chic. By the 1960s though, the 
scooter had come to embody the 
aspirations of middle-class India. 
“The scooter was, and to an ex- 
tent remains, India's family vehi- 
cle. It means all that a car means in 
developed countries," says Rahul 
Bajaj. It was inexpensive. It was 
comfortable. It could accommodate 
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Mr & Mrs Bharat and their two 
children. And it was, as the couple 
mentioned in the previous sentence 
would have no doubt affirmed, *de- 
cent". There was a gap between the 
pillion rider and the rider; most scoo- 
ters actually sported rider seats with 
a small handle behind that the p r 
could hold on to; and man and 
woman could ride into the sunset 
on a scooter with a few morally- 
safe inches separating them. 

For close to two decades, the 
waiting period for a Bajaj scooter 
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Scooters rule in Pune: the city is packed 
with colleges, the weather is outdoorsy, and 


the traffic manageable 


was 10 years. A person would pay a 
deposit, wait endlessly with a num- 
ber, often sell it at a premium to 
people who wished to jump the 
line, and then, one day, amidst 
much celebration and jubilation, 
wheel a scooter out of the show- 
room and back home. “The scooter 
gave wings to the Indian middle 
class,” says Sulajja Firodia Motwani, 
the Joint Managing Director of 
Pune-based Kinetic Engineering. 
India’s economic glasnost of the 
early 1990s changed all that. A 
born-again consumer reflected on 
how stodgy the scooter looked. 
And how few kilometres it gave to 
the litre. He (for it was predomi- 
nantly that, then; any shes on scoot- 
ers were purely adventitious cus- 
tomers) also felt the stirrings of 
vanity. Motorcycle makers stepped 
in to fill an emerging gap in the 
market. By 1997, motorcycles had 
become the market. “The scooter 


was unspectacular, anonymous, and 
addressed very middle-class con- 
cerns,” explains Santosh Desai, the 
President of McCann Erickson, who 
used to ride a TVS moped (a port- 
manteau of motorcycle and pedal) 
in college. “The movement to 
motorcycles took place in line with 
an overall change in taste, desire, 
and ability to buy things.” And so 
things stood till the early 2000s. 


There’s A Market Out There... 

Kojiro Iguchi’s earnestness prevents 
one from concluding that the man is 
making a virtue of a necessity. The 
long-maned Japanese is the Head of 
Sales and Marketing of Honda 
Motorcycles & Scooters India Ltd 
(HMSD, a wholly-owned subsidiary 
of Japan’s Honda Motor Com- 
pany. Courtesy an existing joint 
venture with the Munjals, HMSI can- 
not make motorcycles in India till 
2004. Iguchi believes the Indian 


THE /TALIAN CONNECTION 


...or what is it about scooters that makes them popular in India and Italy? Or is it 
actually about India and Italy? 
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scooter market declined not bec- 
ause of changing customer charac- 
teristics or new motorcycle launches 
but because companies weren’t 
launching the right kind of scooters. 
“Even if buyers had the desire to 
buy scooters, they couldn’t because 
the right product wasn’t there in 
the market.” 

HMSI's performance suggests that 
Iguchi could be right. In 2001, the 
company launched Activa, a gearless 
scooter with new-age looks that 
runs 50 kilometres on a litre of pet- 
rol. Last year, it followed up with 


OTH ARE RECENT DEMOCRACIES (ROUGHLY THE SAME AGE) THAT HAVE SEEN 

several changes in government. The indigenous peoples of both are pas- 
sionate, display a healthy disregard of the law, and are deeply religious. The 
family is central to both cultures. And oh yes, the scooter is an ubiquitous - 
sight and traffic is chaotic in both countries. Is.there a causal relationship be- 
.. tween the first three sentences and the fourth? This writer isn't sure. Still, there 


E must be something ir in the fact that t when Italian tompany Innoehar, decided 


POWER gets top rating at internationally accredited lab. POWER, the petrol with special additives from Hindustan 
etroleum, was recently tested at an internationally accredited lab in Germany. It was concluded that usage of POWER 
reduces intake valve deposits in an engine to 3 mg/valve. By international standards any petrol that reduces 
eposits to less than 10 mg/valve, is considered a top performance petrol. No wonder POWER results in a healthier and 
cleaner engine, more mileage, easier acceleration and less emissions. No wonder, it has received a tremendous response 
from the consumers. Get a tankful of POWER. It costs just marginally extra. But it saves you a lot in the long run. 


?OWER is available at select Club HP outlets in Mumbai, Delhi, Kolkata, Chennai, Bangalore, Hyderabad, Ahmedabad, Pune and over 40 other cities. 


Fill your tank with energy boosters. 
Get a healthy mileage. 
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PETROL WITH ENERGY BOOSTERS 
Healthier engine. Better performance. 
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another scooter, Dio. Together, the 
two sold 155,000 units in 2002- 
03. And they proved that there was 
still a market for scooters out there. 
“Honda’s Activa has redefined the 
market,” admits Venu Srinivasan 
the CEO of Tvs Motor. Four years 
ago, Srinivasan had a vision about a 
style-heavy four-stroke scooter and 
launched the Spectra—and what a 
launch it was with illusionist 


scooter out of thin air, well, al- 
| most. The product bombed 
and TVS exited the scooter 


——- La i 
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"WHO'S BUYING 


Franz Harary producing the — ..... 


be a full circle for the company. 


...But Motorcycles Will 

Continue To Rule 

Pune is, arguably, India's scooter 
capital. Yesterday's sultan of scoot- 
ers Bajaj and 
category faith- 
ful Kinetic 
(it never lost its 





radically different looks, require 
no great riding expertise, and can 
be ridden with equal felicity (and 
no fear of being caught on the 
wrong steed) by both men and 
women. HMSI, for instance, claims, 
women and the college going 
crowd love Activa and Dio. 
Still, it is unlikely that scooters 
will replace motorcycles as the dom- 
inant force in the two-wheeler 


85... market. They have staged a 


comeback of sorts—according 
to figures published by the 
Society of Indian Automobile 
Manufacturers, scooters in the 





market. Now, emboldened by 
the success of Activa, TVS is 
getting ready to crank out 
scooters again. *We will 
launch a new scooter model 
every year for the next three," 
declares Srinivasan. 

The back-to-basics return- 
to-scooters refrain is being 
heard across the country. In 
1998, Rajiv Bajaj, the President 
of Bajaj Auto, vowed to bring 
the smiles back at the com- 
pany—it was the biggest casua- 
lty of the shift in the market— 
by converting it into a motor- 
cycle maker. By 2002, he had 
done that, although it still 
made some half-a-dozen mod- 
els of scooters. Now, he wants 
to look at scooters again. "It is 
time to develop scooters that 
will redefine the category," 
says R.L. Ravichandran, Vice 
President (Marketing and 
Business Development), Bajaj 


| The primary customers of scooters. 


: The lower middle class: Across the 
; country, there are families of four, some- : 
: times five, that still travel on scooters. — : 
: These are typically lower middle class `: 
: households where the head of the family : 
: is a junior employee, mostly in the : 
: government, or a small time trader. 

: The young: The college going set won't 
: be caught dead on old-style scooters, : 
: but new-age models such as Activa, and : 
: a few offerings from Kinetic and Bajaj — : 
: meet with their approval. They are easy 
: to ride, are meant for either sex, and 

: seem (that's the operative word) a lot 

: safer than motorcycles : 
Women: Most women don't ride motorcyc- 
: les. But especially in cities where it is safe į 
: for women to venture out on two-wheels : 
: (rule out Delhi, but include Pune, Hydera- : 
: bad, Chennai, Chandigarh, Bangalore — : 
: anda clutch of others), the scooter is the 
: preferred mode of transport. : 


range of 75cc and 125 cc 


: accounted for 11.26 per cent of 


the 48,73,989 units a year 
market in 2002-03, as com- 
pared to 9.4 per cent of a 
42,03,725 units a year market 
a year ago—but comeback of 
sorts it will remain. 

What is likely, however, 
is that scooters manage to reg- 
ain some of their lost sheen. 
Scooter faithfuls who bought 
the product largely on the 
strength of its cost—on an 
average, a scooter costs 
around 30 per cent lower than 
a motorcycle—and utility will 
continue to do so. *The scoo- 
ter remains a family vehicle," 
says Hormazd Sorabjee, 
Editor of Autocar India. “It 
offers the big advantage that a 
kid can sit or stand in front.” 
What is also likely is that 
newer contemporary scooters 


| Auto. “We want to put the 

E romance back in scooters." 

| Those words are backed by fre- 
netic activity at the company's 
Chakan factory where a team of 40 
is designing an all-new scooter plat- 
form that can spawn several models, 
some with four-stroke engines, oth- 
ers with automatic transmission. 
Their primary concern is style. The 
new steeds will be displayed at 
India's biennial AutoExpo held in 
New Delhi. And if they click, it will 
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focus on scooters despite its late 
1990s and early 2000s foray into 
motorcycles) are located here. As 
are some 50 graduate and post- 
graduate colleges. The weather is 
outdoorsy, the traffic manageable 
and not yet big city-ish. That makes 
it an ideal market for scooters and 
motorcycles. New-age scooters 
have re-entered the lexicon of cool 
with the college crowd. They sport 


manage to capture a sizeable 
portion of the youth market, 
or the women-on-two-wheels mar- 
ket, much like Activa has done. 
And maybe, just maybe, compa- 
nies will finally launch the kind of 
scooters that appeal even to die- 
hard motorcycle fans. HMsI’s 150 cc 
Entero could be the ticket. Or we 
may have to wait for a new Bajaj, 
Kinetic, or TVS scooter to do that. 
Expect a slew of clones when the 
first one succeeds. 
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EXPERIENCE COMFORT AS NEVER BEFORE WITH THE NEW AGE TENCEL TROUSERS. THIS REVOLUTIONARY 
NEW FABRIC MEANS THAT YOUR TROUSERS STAY WRINKLE-FREE AND SOFT TO THE TOUCH, NO MATTER WHAT. 


COME, STEP INTO TROUSERS SO COMFORTABLE, EVEN THE LONGEST OF DAYS AT OFFICE WILL NOW BE A BREEZE. 


ONLY AT 


antaloons 
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| AHMEDABAD | CHENNAI | HYDERABAD | KANPUR | KOLKATA | MUMBAI | NAGPUR | PUNE | SECUNDERABAD |THANE | 


TENCEU. A LUXURIOUS FIBRE, TECHNOLOGICALLY ADVANCED AND NATURAL IN ORIGIN, DESIGNED WITH COMFORT, PERFORMANCE AND OUR ENVIRONMENT IN MIND 
TENCEL IS THE REGISTERED TRADEMARK OF TENCEL LTD. FOR LYOCELL. 
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REKINDLING HOPE 





Melody of a thousand dreams, 
captured in one music video k 


Amitasha presents a soul stirring music video in aid of the 
underprivileged girl child, featuring Shubha Mudgal and the Amitasha girls. 








Sapna Dekha Maine..." is a touching music video 


conceptualised as a tribute to the underprivileged girl child by 
Amity Humanity Foundation. Beautifully rendered by 


Shubha Mudgal and Amitasha girls, the song evokes strong 


emotions. 


Penned by Prasoon Joshi, composed by Shantanu Moitra and 
directed by Kabeer Kaushik, it portrays the dreams of 
an underprivileged girl child. 





very child has the right to dream, specially 

the girl child. Neglected as she may be in 

our country, she is still the one who 
impacts two families, nurtures the future, and 
defines society”, says Dr. (Mrs.) Amita Chauhan, 
Chairperson, Amity schools. It was this dream 
of hers-Amita Ki Asha-that transformed into 
Amitasha, a school for the underprivileged 
girl child. 


As part of the Amity Humanity Foundation, 
which runs many projects across India to 
empower the underprivileged, and the Ritnand 
Balved Education Foundation, which runs 
the Amity institutions comprising of 20,000 
students across 11 campuses, Amitasha not only 
provides free education, clothing and healthcare 
to hundreds of little girls from nearby slums, but 
also actively works to enhance the concern for 
the girl child amongst fellow countrymen. 


The concept of bringing out a music video 
evolved as a part of Amitasha's quest to lay the 
seed of concern for the underprivileged girls 
among fellow countrymen. 


Many apprehensions came to fore when the 
concept of using the Amitasha girls for the 
project emerged. But the confidence with 
which they tackled every situation put all 
| apprehensions to rest. 


The biggest surprise was the conviction 
and the energy with which the Amitasha girls 
tackled every situation while making the film. 
Remaining unfazed during the five-day, multi- 
locational schedule, the girls kept everybody on 
their toes from early morning till late in the night. 


Initially some members of the creative team 
were apprehensive about how well they would 


perform. In Shantanu Moitra's words, 
"Presuming they wouldn't be able to deliver, 
I called for professional child singers as back up. 
But when these girls began singing, I could 
not believe my ears. To have such contiene e, 
freshness and control in one's voice is 
unique gift." 


In fact everybody was surprised with the 
talent, confidence and the spirit that these 
girls displayed. Kabeer Kaushik, the director 
expressed his amazement thus “These girls 
impressed me with their competence, never-say- 
die attitude and sheer screen presence. We shot 
in highly taxing and extremely cold conditions. 
Yet the little angels sailed through and at 
moments, pulled the crew together too." 


The shoot had its share of interesting 
anecdotes too. A scene required a close up 
emotive shot of Sakshi, one of the girls. 
S. Sriram, the cinematographer called for the shot 
but she stood there expressionless. When asked 
why she wasn't emoting, pat came the reply 
"But you haven't called for the back light yet." 
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It was through little incidents and 
happenings like these that the grasping power, the 
talent, conviction and courage of Amitasha girls 
became evident. Amazing everybody around. 


Shubha Mudgal recalls, “There was 
something wonderfully charming about these 
little girls-a lot of freshness and enthusiasm 
which they brought with them. And if music 
can help them even for a day, I am only too 
happy to help." 


“INO one wants to be preached to... H 


person can get the message in an enjoyable way 
the heart, it will be more 
effective", says Dr. Ashok K. Chauhan, the 
Amity. The music video and the 
soon-to-be-released music CD is an attempt to 
achieve this very endeavour. To reach out to 
underprivileged girls in many more cities, 
villages and slums who are still groping for a 
dream... in darkness. 


which also touches 


Founder of 


All they need is some affection... 
concern. 


some 
.. some love from people like you and us. 


amitasha 


Nurturing the girl child 


www.amity.edu/amitasha 


E-27, Defence Colony, New Delhi - 110 024. Tel. : 
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011-24699700. 
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The reinvention of Reliance 
Infocomm is on, and a new 
and improved company will 
be a whole lot more difficult 
for the competition to wish 
away. If... By VANDANA GOMBAR 


T IS EARLY AFTERNOON OF A HOTTER-THAN- 
normal late-April day in Delhi and this cor- 
respondent has been led into a Reliance Info- 
comm warehouse by Mr X. There, sweating 
in the 40 degree Celsius-plus heat, are hun- 
dreds of thousands of CDMA phones that 
should have been, had the company had its 
way, been sold a long time ago. The initial plan, Mr X 
tells me, was to retail over 5 million handsets over a 
two-month period. In reality, he adds, the company 
hasn't activated more than five lakh subscriptions. 

A few days later, on the last day of April, this 
correspondent receives a release from Reliance 
Infocomm announcing its *commercial launch" in 
*92 cities". “The Reliance IndiaMobile service has cre- 
ated a new benchmark in customer acquisition in the 
communications industry by signing up over one mil- 
lion customers in just 10 weeks of opening its offer 
only (sic) from 111 cities," it proudly proclaims. 

So, what is the true story of a service that has 
thus far seen three launches—a commemorative one on 
the eve of the birth anniversary of the late Dhirubhai 
Ambani on December 27, an official one when the 
company started accepting applications on February 6, 
and now, a commercial launch on May 1—and count- 
less SMS jokes (haven’t you received one yet, Constant 
Reader?). No one knows. All that is known is that 
Reliance IndiaMobile went wrong with its pricing-, dis- 
tribution-, and marketing-strategy, all of which are now 
being redrawn. And oh yes, the executive team in 
charge of India’s most audacious telecom gambit has 
been rehauled. Beyond a few public announcements 
concerning these, and a rather self-laudatory press 
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release, the company isn't saying 
much. "Our target is to acquire 15 
per cent to 20 per cent of the grow- 
ing mobile telephony market," says 
a spokesperson, *and we are well 
on course to achieving our targets." 


What Went Wrong? 

It should have been easy for a be- 
hemoth like Reliance to take the 
telecom space by storm (as an arti- 
cle in this magazine suggested it 
would in January; See In The Line 
Of Fire, BT, January 5, 2003). 
India's cellular market alone grows 
by almost a million subscribers a 
month. Then, there's the opportu- 
nity presented by customer churn— 
an average of 15 per cent for most 
players. If Reliance couldn't do it, 
blame, or some part of it, must go 
to its choice of channels. It was 
good of the company to launch a 
Dhirubhai Ambani Entrepreneurs 
programme that would make peo- 
ple rich (at the least, moderately 
well off) selling Reliance 
IndiaMobile connections. But it 
didn't work. Nor did potential cus- 
tomers like the fact that they would have to pay, wait 
two weeks, and then receive an activated phone. 

The company has addressed this by simply doing 
away with its DAE programme. In came Reliance- 
owned stores branded Webworld. Already 100 of 
these stores are up and running and another 150 will 
open doors by the end of May. The retail experi- 
ence on offer at Webworlds is better than having to 
deal with small-time real-estate agents turned DAEs 
and any glitches (there are some; See A Question Of 
Reliability) can be put down more to teething troubles 
than a strategic mistake. Like many I-told-you-so ana- 
lysts swore, the company’s lack of retail experience did 
tell, but the Webworlds—Reliance Infocomm plans a 
network of at least 686—should help. 

What should worry Reliance execs more is the 
fact that interconnect problems—they have since been 
sorted out—and the buzz about the service’s quality 
(one irate customer claimed he had to dial five times to 
call numbers on other networks). Courtesy this bad 
word of mouth, customers, especially corporates that 
had promised to buy IndiaMobile connections by the 
hundreds remained content to buy a few, or none at all. 
And tariffs, the differentiator that the company thought 
would encourage defections galore from other networks 
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RELIANCE INFOCOMM: 
WHAT'S HOT, WHAT'S NOT 


'S Mukesh Ambani 





have failed to work their magic: India's cellular industry 
has proved adept at slashing tariffs. 

Worse, there are regulatory question marks over 
IndiaMobile's tariffs, and its ability to offer roaming 
and messaging services. *IndiaMobile customers 
can send and receive SMS messages to and from GSM 
phones,” says Reliance’s spokesperson. “This facil- 
ity is under test and is likely to be operational any 
day now.” Even after the commercial launch, the 
company is in the regulator’s dock, answering ques- 
tions on how it can offer calls at Rs 0.40 per minute 
to anywhere. in the country. 


The Back-end To The Rescue 


Still, it won't do to write off Reliance Infocomm. The 
company has re-engineered its distribution and mar- 
keting efforts. It has also bid goodbye to its Head of 
Marketing Amit Bose. Reports say that the business 
will now be spearheaded by a 10-member A-team 
that will include Manoj Modi, Hitel Meswani, 
Nikhil Meswani, B.D. Khurana, Akhil Gupta, and 
Prakash Bajpai. 

The company has rationalised its pricing strategy, 
reducing the entry cost. In addition to the option of 
making a down payment of Rs 21,000 for a three-year 
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A Question Of Reliability 


A quick check of two Webworld stores 
shows that the Reliance retail experience Is 
still not perfect. 


Can | SMS to a GSM phone? 
WEBWORLD 1: From May 1, you can. 
WEBWORLD 2: You cannot. The regulator has 





period or an upfront payment of Rs 
3.000 along with post-dated 
cheques worth Rs 21,600, you can 
now make a down payment of Rs 
6,350 and be billed Rs 500 every 
month (for 400 minutes), or just 
pay Rs 3,350 and be billed Rs 600 
(for 400 minutes). 

And as even its die-hard detrac- 
tors will be forced to admit, 
Reliance Infocomm has an impres- 
sive back-end ready to pipe data 
at furious speeds. “CDMA is much 
more efficient in terms of data han- 
dling than GSM,” points out V. 
Shekhar Awasthy, a Delhi-based 
telecom analyst with IDC India. 
Reliance is getting ready to leverage 
this functionality by launching, ac- 
cording to its spokesperson, "city 
guides, online gaming, and trans- 
action-based services." 

A high-speed data service will 
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October. 
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help the company crack the en- 
terprise market as well. Scheduled 
to be served up by October of this 
year, the Reliance Enterprise 
Express Netway aims to provide 
high speeds through its terabit ca- 
pacity optic fibre network, some 
60,000 kilometres of which has 
been laid and lit. 

The enterprise segment accounts 
for 60 per cent of the revenue of 
India’s telcos, exhibit churn rates 
half that in the retail segment, and 
boast customer acquisition costs 
that are 25 per cent lower. As man- 
agement consultancy McKinsey 
puts it in one report, “this segment 
(in India) is currently under- 
served...therefore, it presents sig- 
nificant potential.” 

To tap this potential, Reliance 
will have to compete with an eme- 
rging clutch of heavyweights: a 


disallowed it but it will be sorted out soon 


What is the data speed on this phone? 
WEBWORLD 1: 144 kilo bits per second 
WEBWORLD 2: 20 kilo bits per second today 
but this will increase to 144 kbps latest by 


Can | order the just launched colour Samsung 
and LG colour handsets? 

WEBWORLD 1: You can get it in 15 days. 
WEBWORLD 2: It may be available in 7 days. 


Hasn't the regulator disallowed roaming outside 
Delhi to surrounding cities like Gurgaon, 
Faridabad and Noida? 

WEBWORLD 1: We are offering it. 

WEBWORLD 2: We will soon extend the 
call-handover to other cities too. 


born-again (and aggressive) BSNL 
that has walked away with the 
honours for the telecom launch of 
2002, the Tata Group, which has 
created an entity called Tata 
Enterprise Business Unit to tar- 
get corporates, and Bharti. And 
the company will also have to go 
up against the likes of Sify, India’s 
leading corporate internet access 
provider. 

In December 2002, when Reli- 
ance Infocomm unveiled its service 
with a cloudburst of publicity, the 
company may have thought that it 
would take the Indian market by 
storm. That hasn’t happened. But 
the education of Reliance Infoc- 
omm could prove costly for the com- 
petition. There is a sense of that 
happening in the market already. 
For one, the jokes about India- 
Mobile have dried up. 
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The government's decision to directly buy defence equipment from the 
private sector has proved a boon to a clutch of companies. Bv MOINAK MITRA 








N A HOT DELHI PLAYERS 
afternoon, Bharat 
Malkani circles his Max Aerospace & 


index finger over Aviation Ltd 
the titanium- 


plated Citizen on 
his wrist, as he 
talks. Malkani, a 37-year-old masters in Larsen & Toubro 
electronics engineering from 
Washington University, is a self-styled 
“maverick” who quit a lucrative ca- 
reer as a defence equipment analyst 
for McDonnell-Douglas, to come back Mahindra Defence 
home. Today, Malkani, as the Systems 
Managing Director of Max Aerospace, 
is doing his bit for his country. 
Malkani’s eight-year-old firm set up Ashok Leyland 
the first black box shop in India, cater- 
ing to defence needs. Max Aerospace is 





perhaps also the first to indigenise the Tata Engineering 
technology behind the engine gearbox 

for helicopter. Malkani’s is one of many Tata Consultancy 
private sector companies that have ea- Services 

gerly grasped the emerging opportunities 

for India’s private sector in manufac- Kirloskar Oil Engines 
turing for the defence sector. The Rs Limited 

4,112-crore military equipment mar- 

ket that has been thrown open to private Godrej Aerospace 


companies isn’t huge. But it’s growing. 
Estimates suggest, the market could bal- 
loon to Rs 10,000 crore in another five 
years. And people like Malkani are 
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RAKSHAK 


The orders are pouring in: Mahindra Defence Systems’ Brig. 


combat vehicles his company makes for the Army 


getting in on the ground floor before that happens. 
Recently, Max and three other private players were 
handed out eight letters of interest for strategic security 
equipment, ranging from bullet-proofing to a variety of 
vehicles, radars, warships, missiles and avionics—a 
clear departure from the past when defence production 
was seen as the preserve of hand-picked Psus. Malkani’s 
next objective: to make unmanned aerial vehicles 
(UAVs) and assemble choppers. 


Made In India 

At Manesar in Haryana, about 31 kilometres away 

from Delhi, Brig. (retd.) Khutub A. Hai of Mahindra 

Defence Systems (MDS), is getting ready to wheel in 

light armoured vehicles for which his company has al- 

ready teamed up with Israel’s Ramta last year. 
Simultaneously, MDS is working on software and 


Rakshak 


MH15 R:2955 


(retd.) Khutub A. Hai reclines on one of the Rakshak light 


installation of surveillance centres—radars and the like. 
Besides, the company already has an agreement with 
the UK-based Lockheed Martin Info Systems to 
jointly develop simulators for the forces. However, the 
57-year-old Hai maintains that his company will 
stick to its core—manufacturing vehicles for the 
armed forces—with toppings (such as surveillance 
mounted trucks) never served before, as he proudly re- 
clines on the bonnet of one of the company's made- 
in-Manesar bullet-proof Rakshaks. A light combat 
vehicle, the Rakshak is dear to Hai and his crack 
team of researchers and engineers at MDS. He claims 
the Army fired 41 rounds in test trials and even exp- 
loded a grenade beneath the vehicle, but the Rakshak 
managed to hold fort, *unlike the competition, which 
could resist a maximum of 21 rounds." 

Hai’s firm is awaiting an order of 200 Rakshaks (at 
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‘My next objective: to make 
unmanned aerial vehicles (UAVs) 
and assemble choppers" 


Bharat Malkani, MD, Max Aviation 
VAGUE RICHIE RENS SAU SUMUS cross onc ron un aps cun re sc ^ cn mrs COT eed 


Rs 15 lakh a pop) from the Army alone and has alr- 
eady sold 70 of them to state police and the para- 
military. MDS was set up in 2000 as a division of 
tractor and utility maker, Mahindra & Mahindra, 
and “will break even this year, irrespective of whether 
the Army’s order comes through”, informs Hai. Yet 
the former brigadier is wary of the pitfalls. He insists, 
for instance, that discrimination still exists between 
domestic and foreign players. “While Indian com- 
panies receive 95 per cent of the payment only when 
the item reaches the consignee and 5 per cent later, 
foreign players are often handed out down payment 
and some are even given letters of credit,” says Hai. 
The brigadier has come a long way from his first day 
at the 3rd Cavalry Regiment on a cold misty morning 
in a Punjab railway station when the first vehicle he 
got into was a Mahindra left-hand drive jeep. He’s 
now thinking in terms of manufacturing mine-proof 


vehicles and “is in the process of acquiring a suitable 
chassis from outside”. 

Not very many years separate Hai from the 54-year- 
old M.V. Kotwal, Executive Vice President (Heavy 
Engineering Division), Larsen & Toubro, but then, the 
distance does. From its hi-tech facilities in Mumbai, 
L&T, clearly the big daddy among the defence manu- 
facturers in the private sector, has been churning out 
defence equipment over the last 20 years—from nuclear 
to aerospace research and has worked on satellite 
projects like augmented satellite launch vehicle (AsLv), 
polar satellite launch vehicle (Psi. v) and geostationary 
satellite launch vehicle (GsLv). The company has already 
manufactured launching systems for the Nag missile 
carrier, missile carrying systems for Trishul, multi- 
barrel rocket launchers for the navy, torpedo launch- 
ers, stabilised platform for ships, designed platform for 
launching the Dhanush missile, launchers for Pinaka, 
a multi-barrel mobile rocket launcher system used by 
the Army, and components for the Akash missile. 
That's quite a list, yet Kotwal rues the fact that the ges- 
tation period in the business is very long and a lot of 
time, money and effort has to be sunk in. L&T has been 
working on the Pinaka project for 15 years and expects 
it to be completed only now. 

But L&T has already applied for licences in five dif- 
ferent areas—weapon systems; ships and submarines; 
radar, sonar and electronic warfare; armoured vehicles 
and airborne systems. The heavy engineering divi- 
sion accounts for roughly 10-12 per cent of L&T's 
total Rs 8,359-crore turnover. And, defence, nuclear 
and aerospace equipment account for roughly 20 per 
cent of the turnover of this heavy engineering division. 
That's nearly Rs 184 crore. At a conservative rate, says 
Kotwal, this proportion would increase to 30 per 
cent over the next three years. L&T, reveals Kotwal, is 
also planning a foray into the aircraft industry. *We 
plan to develop aircraft with HAL and have started a dia- 
logue in this direction," he proudly proclaims. 

Down south in Chennai, R. Seshasayee, truck- 
maker Ashok Leyland's Managing Director, is playing 
his part as a private supplier to the armed forces. The 
company started out with supplies of Hippo, the pop- 
ular heavy trucks for a general service role way back in 
the seventies. Since then, it has made inroads into the 
production of field artillery tractors, high mobility veh- 
icles, light recovery vehicles, water carriers and the 


The Rs 4,112-crore military equipment market 
could balloon to Rs 10,000 crore 


in the next five years 
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like. “The Stallion 4x4 logis- 
tics vehicle has come to be 
the mainstay of the Army and 
in the last five years, more 
than 20,000 vehicles have 
been inducted into the 
Services," says Seshasayee. 
Defence equipment produc- 
tion accounts for 20 per cent 
of Ashok Leyland's turnover. 

For Mumbai-based Tata 
Engineering, the opportunity 
lies in the high-tech needs of 
the defence sector. It isn't a 
newbie in the business, having 
supplied equipment to the 
forces since 1958. But now, 
says Executive Director, 
commercial vehicles busi- 
ness, Ravi Kant, it is actu- 
ally looking at bigger things. 


exploring opportunities in 


surveillance, armouring and M.V. Kotwal, Exec. Vice President 
mining, Kant believes Tata (Heavy Engineering), L&T 


Engineering is capable of de- 
veloping a 100 per cent in- 
digenised combat vehicle for the army, replicating 
its civilian world success with the 407 light commer- 
cial vehicle, which after its introduction in the 1980s, 
outsold the LCvs made by Indo-Japanese joint ventures. 


Ready To Explode 


India Inc.’s private sector warriors also include 
software major Tata Consultancy Services, which is 
building a computer-aided action information sys- 
tem for the Navy; Kirloskar Oil Engines Ltd., 
which specialises in ship engines and, strangely 
enough, Godrej Aerospace under Godrej & Boyce, 
which reportedly provides a critical application 
for the Agni missiles. According to the Indian Space 
Department, Godrej is one of the companies that 
contributed to the production of hardware and 
sub-systems for India’s cryogenic engine. 

Defence manufacturing in India began with the 
establishment of 39 ordnance factories and eight defence 
PSUs. The idea was to indigenise defence production 
through state-owned enterprises. Although the public 
sector units did involve a few private players, their par- 
ticipation was limited to manufacturing nuts, bolts 
and washers. However, in May 2001, the govern- 
ment decided to open up segments of the defence 
sector for private participation and allowing FDI of 
up to 26 per cent. Says Narendra Sisodia, Secretary 





“We plan to develop aircraft 
with HAL and have started a 
While, like other players, itis dialoaue in this direction” 





(Defence Purchase & Supply): 
“This signals a complete para- 
digm shift in the role of the 
private sector—from being 
mere suppliers of raw materials, 
components and sub-systems, 
to becoming partners in the 
manufacture of complete def- 
ence equipment and systems." 

Still, the Confederation 
of Indian Industries (CIl), 
which is spearheading the 
privatisation drive by assi- 
milating the various domes- 
tic companies into a con- 
sortium, remains skeptical. 
Says a concerned S. Sen, 
Deputy Director General, 
cu: “The 26 per cent FDI 
can never work out unless 
the Ministry of Defence in- 
dicates the projected de- 
mand.” Moreover, he ex- 
plains, procedures need to 
be simplified and the pre- 
vailing distinction between 
the private and foreign play- 
ers blurred. “When a foreign player quotes an equip- 
ment price, it is exempted from paying customs 
duty, unlike domestic players,” he complains. 

Of India’s current defence procurement of Rs 
34,707 crore, 70 per cent is imports. Out of the 
remaining 30 per cent, a sizeable chunk goes to the 
psus, leaving a minuscule amount of Rs 4,112 crore to 
the private players. But the government’s policy 
change has signaled opportunities and Indian busi- 
nesses—both entrepreneurs like Malkani as well as 
heavies like L&T—are upbeat about that. Indeed, the 
Ministry of Defence estimates that the rules of the 
game could get reversed by 2020 when 70 per cent of 
defence equipment could be made indigenously and 30 
per cent procured from outside. Says a defence analyst 
Atul Bharadwaj: “Indigenously manufactured defence 
equipment on an average would cost half, if not less, 
that of their imported counterparts." But Bharadwaj 
also admits that privatisation in defence is also a 
mechanism to prop up industrial growth, bypassing the 
rigorous WTO route. “Defence and national security do 
not come under the purview of the WTO," says the 38- 
year-old analyst. As for the future, emphasises 
Bhardwaj, defence will operate only on its *core com- 
petency”—maintaining and managing combat opera- 
tions. The rest, he is categorical, “will be privatised.” 
India Inc. should be getting its ammo ready. 


INVASOD HSAWN 





MAY 25 2003 BUSINESS TODAY 77 


PE Re ee E eee eee ett ee ee AER oak ia e SMB Sh e 


bt 60 minutes 


Interview with E. Mervyn Davies, 
Group Chief Executive, Standard Chartered Plc 





HEN A CEO HAS 
visited India as 
many times as 51- 


| year-old Mervyn eee 
Davies has in the £ ^ | j D e M 
past four years—23, to be exact—even mue ldap eg 
the phrase “regular visitor" may not BES a: 
be an adequate descriptor. Put that i ee 
down to the importance of the bank’s cee ag 


Indian operations to the parent. On a s n 
recent visit, Davies attended a meet- Eo us 
ing of Standard Chartered Plc's board Fase 
in Chennai, and bosted a dinner for xe 
customers in Mumbai to celebrate 





150 years of Standard Chartered in 
India. BT's Roshni Jayakar caught up 
with the man in Mumbai. Excerpts 
from the interview: 


Standard Chartered (India) contributes 
about 12 per cent to the group’s profits. 
What are your growth expectations from 
the operation? 

Standard Chartered is focused on 
emerging markets. We believe that the 
Indian economy has a bright future. 
Our brand is strong here. The inte- 
gration of Grindlays was a huge suc- 
cess. We have an enormous talent base 
in the bank. We believe that India will 
continue to be an important part of the 
bank. I wouldn’t be surprised to see 
India contributing 20 per cent of the 
group’s profits in years to come. 

Post the Grindlays acquisition, we 
have a big customer base (in India). We 
are expanding our branch presence 
here. We want to grow our card and 
wealth management business. We want 
to be a bigger wholesale bank. 

The other business is (the) Shared 
Service Center at Chennai, which has 
grown from nothing to 1,700 people in 
18 months. The hub does processing 
for (the bank’s operations in) 30 coun- 
tries. So India is going to be among the 
top three countries for the group in the 
next three years. I am bullish on India. 
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E. Mervyn Davies, Group Chief Executive, 
Standard Chartered Plc: 23 ways to 


display his bullishness on India 
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The global hubs in Chennai and the one in 
Kuala Lumpur must have helped the bank 
reengineer its cost base... 

I think the mistake people make is in 
thinking that India is all about low 
cost. I don't think it is. To me, it is 
about high quality labour. Over 90 
per cent of the staff at Chennai are 
graduates and you get higher service 
levels. I am looking for the global hub 
to be a centre of excellence. I want 
Standard Chartered to be famous 
across markets for high quality cus- 
tomer service. Chennai is about creat- 
ing economies of scale and it is also 
about creating a centre with strong 
service levels. Over the next two-to- 
three years, we will double the size 
of operations in Chennai. We will also 
increase the size of (our) Kuala Lumpur 
operations—the other shared service 
centre. And we will gradually open 
up a centre in China. 


What are your plans to build your China 
business? 

I don't see India and China being in 
competition with each other. India is 
developing excellence in the service 
industry—systems development, in- 
formation technology, outsourcing. 
China has gone on a slightly different 
route—manufacturing. There are res- 
trictions on the sort of business you 
would want to do there. It is easier to 
do business in India. But, over the next 
10 years, we would like to build a busi- 
ness (in China that is) the same size as 
we have got in India today. At present, 
we have taken a small stake in Bank of 
China; are opening branches; and are 
also looking to buy a Chinese bank. 


What about India? Are you looking at 
acquisitions here? 

We don't rule out acquisitions. But 
there is enough organic growth pot- 
ential. I won't be happy till we are 
the biggest bank in India. Not just the 
biggest foreign bank. 


The global economy is sputtering. Surely, 
that must be hurting the bank too? 

You have war, problems in the pension 
industry because of low growth, and 


bt 60 minutes 


deflation in a number of economies. 
The whole world is going through a 
period of bad news. That does affect 
banks. The credit market world- 
wide is quite hostile. That's why it's 
quite good to come to India. The 
mood in India is different (quite 
optimistic) from that in the rest of 
the world. In 2002, we proved that 
we could grow despite difficult mar- 
ket (conditions). Now, again, we 
are optimistic. 


Do you look at war as an opportunity? 
There is an opportunity in every 
crisis. We have been looking to 
open a branch in Afghanistan. At 
present, we have no plans for 
Iraq. But who knows? 


In the past few years Standard 
Chartered has acquired size globally, 
but it has also been considered a 
takeover target. 

We are the leading emerging mar- 
kets bank. We are the number one 
or number two foreign bank in each 
of our chosen markets. That is why 
we scaled down our operations in 
Latin America. We see a huge 
opportunity in Asia, Africa and the 
Middle East. As for being taken 
over, people have been talking 
about this for the past 150 years. As 
long as we continue to create share- 
holder value, we will continue to 
have an exciting future as an inde- 
pendent company. The Standard 


Chartered brand is stronger today . 


than ever before. We have a strong 
balance sheet, capital base, and cus- 
tomer base. There is no talk now of 
people buying Standard Chartered. 
They talk about who Standard 
Chartered is going to buy? 


You were in South Africa last month. Is 
it gaining prominence on Standard 
Chartered's global map? 

Everyone talks about Hong Kong, 
Singapore, Malaysia and India. But, 
Africa as a continent is turning cor- 
ner. In Africa, we are in 13 coun- 
tries. In most of these countries— 
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"^| Want Our 
Brand To Be A 
Household Name 
In All Emerging 
Markets” 


Botswana, Zambia, Tanzania, and 
Uganda—we are the biggest bank. 
There is more aid being pumped 
into Africa. Africa will grow in imp- 
ortance for Standard Chartered. 
We are upgrading our presence in 
South Africa from a representative 
office to a branch. 


Prior to becoming the group chief 
executive, you were in charge of 
group-wide technology and operations. 
What role do you see technology play- 
ing in banking? 

I don't think technology is all about 
the internet. It's about different 
channels of delivery. It is about tele- 
phone banking; it's about mobile 
banking; and it is about ATM (net- 
works). The role of a branch is 
changing. A branch is (becoming) 
much more of a meeting place, a 
place to consult, more like a cap- 
puccino coffee bar. As a bank, we 





want the customer to feel relaxed 
when he comes into our branch. 
And when he deals with us over 
the telephone and the ATM, I want 
him to think we are friendly and 
efficient. So, technology (in bank- 
ing) will grow in importance. That is 
why we moving more and more of 
our systems integration and soft- 
ware development work to India. 


What are your objectives for the bank, 
globally, and in India? 

| want to improve our return on 
equity from 13.4 per cent to 20 
per cent. I want to take the cost-to- 
income ratio, currently around 53.6 
per cent, to below 50 per cent. I 
want our brand to be a household 
name in all of emerging markets. I 
believe the consumer business will 
get more and more successful as the 


size of the affluent segment grows in 


Asia, Africa and Middle East. 

We have moved jobs to Chennai 
to re-engineer cost. To become a 
household name in India, we will be 
building our brand through adver- 
tising, being community-minded, 
and being a great bank to bank 
with. I am a great believer in cus- 
tomer (service). I want to make 
Standard Chartered a company that 
is famous for its service. Œ 


bt column 





BOUT NINE MONTHS AGO, THE BANKING 

industry received with high hopes the 

announcement of the reconstruction and 
securitisation ordinance, which became an Act sub- 
sequently. The provisions of this piece of legislation 
seemed just the measures needed to tackle the 
sticky issue of non-performing loans (NPLs), estima- 
ted by the industry to be in the region of Rs 100,000 
crore. It was a well-thought-out framework that the 
regulators needed to fine-tune to the prevailing 
realities of the Indian environment. 

What was the design? As one understood it, the 
framework was created to take care of two major iss- 
ues associated with non-performing loans. Firstly, 
there was a need for large funds to flow into the sys- 
tem to originate the transfer of assets to asset 
reconstruction companies (ARCS) or asset management 
companies. Secondly, there was a need for experi- 
enced business and asset managers to recover or 
enhance the value of the assets. Unlike the models 
tried out in other countries that were dependent 
upon huge funds from multilateral agencies or from 
their respective governments, this model was aimed 
at using the liquidity available in the banking and fin- 
ancial system. The mobilisation is to be carried out 
by the asset reconstruction companies by floating sec- 
urity receipt or from its own funds. 

In addition, the framework seemed to have some 
other interesting objects. It aimed to provide a level 
playing field for the lenders. Chapter III of the Act 
gave adequate powers to the lenders to seize and dis- 
pose the assets of defaulting borrowers that were 
charged to the bank by way of security or assets 
forming part of the collateral. 

The law also did not get down to making a dis- 
tinction between wilful defaulters and others, which 
would have opened a Pandora's box of interpreta- 
tions. It empowered the regulator to frame rules in 
regard to such seizure as well as disposal, thus 
bringing transparency to the system. 

This framework envisaged minimum intervention 
from the government and the legal system. To that 
extent, the principle of natural justice was given 
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A Confounded Maze 


Despite the Act to tackle NPLs, asset reconstruction remains largely a myth. 


due consideration, by filtering out the myriad obs- 
tacles created in the asset recovery process. 

The framework also envisaged the formation of 
intermediaries for the process of asset reconstruction. 
Professional asset managers, valuers, and advisors 
were to assist the process of recovery. The inter- 
mediary’s role was to create a market for assets 
that were unproductive or sub-optimally productive 
because of lack of investment. Different approaches 
were considered for reconstruction such as change 
of management, sale or lease of the defaulters' busi- 
nesses, separating the good businesses from the 
bad ones, rescheduling loan repayments, and the 
recovery of assets through seizure and disposal. 

So far so good, but the progress actually attained 
on ground would make the most acute optimist 
despair. Murphy's law seems to have taken over. 
Every possible thing that could have gone wrong 
with the execution of the framework has actually 
gone wrong. Perhaps the details that were left to the 
regulators to fill in proved to be far too many and the 
rest of the system, including the government, got 
hopelessly caught up in this confounded maze of details. 

The first asset reconstruction company is yet to 
be operational. The rules regarding securitisation and 
the formation of the registry for such securitisa- 
tion is still awaited. Several provisions of Chapter III 
of the Act, which empower the lender to take pos- 
session of assets and subsequently dispose them, 
need to be clarified. The constitutional validity of the 
Act itself may undergo a test. Also, clarity in regard 
to the applicability of the provisions of the Act in 
cases that were earlier before the legal system has 
been proved to be sadly lacking. 

The fundamental objectives behind the asset re- 
covery legislation still remain largely unrealised. 
And there is still some way to go before we can cre- 
ate the conducive environment required for the 
speedy asset recovery and disposal so essential to re- 
vitalising our financial system. 


Ashvin Parekh is the Executive Director of Deloitte Touche & Tohmatsu.The 
views expressed by the author are his own and not necessarily of his firm. 
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Nusli Wadia, apiid" Britannia 


industries: The 


ntroling hand 


firm K.R. Choksey. 

Insiders say it was a deal Alagh pushed for, anc 
neither Danone nor Wadia were too thrilled. In fact, 
there was plenty of unhappiness brewing all round: 
Danone didn’t take too kindly to Wadia’s deci 
sion to spin off the dairy business, and Wadia did 
n’t approve of the Kwality deal. 

Another reason being proffered for the exit of 
Alagh is the probable entry of Jeh Wadia, Nusli 
Wadia’s younger son, into Britannia. But the compan: 
notice to the BsE has stoutly denied any such move 
although people in the know suggest that it is only 
matter of time before Jeh enters the fray at the biscuit 
major. Elder son Ness has already been anointed 
Deputy Managing Director of Bombay Dyeing 

Clearly, Wadia has big plans for Britannia, which 
today for all practical purposes is his flagship con 
pany, with much better prospects than his textiles 
flagship. Last year in a rather curious move, Wadia 
and Danone dec ided to transfer their 45.34 ho ding 
in Britannia into a joint venture company, with 


Alagh’s functioning style 


between the 
promoter and the CEO 


both partners holding an equal stake. Now 
talk that the Wadia-Danone combine wil! ensure 
complete control of the company by going ovei 
5] per cent via a share buyback. Al: gh, meantime, Is 
rumoured to be headed for Vijay Mallya’s UB Group. 
Whoever takes over from Alagh will have his task 
cut out. Indeed, there are a few uncertainties goins 
forward. For one, what will Danone's contributio: 
to Britannia be, considering it also has a 100 per cent 
subsidiary operating in India, which has a pres 
ence in biscuits, mineral water, and fresh d 
products. All new Danone l: re could well b: 
routed via this wholly-owned outfit. For anothe 
Britannia has to now contend don increasing con 
petition in biscuits and the bakery segment tro 
FMCG majors like rrc, Nestle and HLL. Niche playei 
like Bakemans and Priya Foods too are getting 
their act together. Also, one section ¢ ji analy ts IST 
too comfortable with Wadia at the helm, particularly 
the valuation at which he hived off Britannia's dau 
business; they feel it could have fetched much mo 
Clearly, the Alagh era at Britannia is over, and 
remains to be seen what Wadia has in store to et 
ure that Britannia continues to hold on to its num 
ero uno position in the biscuits market. @ 
ADDITIONAL REPORTING BY VENKATES 


Mr. Alagh... 


all: “Britannia Industries Ltd has informed BSE that 
the company has been notified by Mr Sunil Alagh, 
the Managing Director of the company, that he is not 
seeking to extend this current contract as Managing 
Director when it expires on February 2004. The matter 
would be considered by the Board of Directors at its next 
meeting to be held in early June 2003." 


What Made Alagh Quit 
Why would Alagh want to let go of India's most 
trusted food brand—a brand that he's played a major 
role in building and growing? After all, if anybody is res- 
ponsible for Britannia being the undisputed market 
leader in biscuits, it's its marketing hotshot Alagh, 
who over the years has successfully repositioned the 
mother brand with several high-recall advertising cam- 
paigns. In recent years, Britannia has been able to 
show volume growth that’s higher than the industry by 
foraying into the glucose category (with Tiger), and 
focusing on seven core brands including Good Day, 
50-50 and the more recent success, Maska Chaska. 
Alagh wasn't available for comment—he's on a 
month's vacation—but equity analysts tracking the 
stock point out that the decision hasn't exactly come like 
a bolt from the blue. *That all was not well within the 
company was evident from the decision to shift the 
dairy business into a joint venture with the $4-billion 
Fonterra of New Zealand. “After all, the $19-billion 






Rajan Pillai, along with hei | 
Danone (then BSN), acquires the 

Asian operations of Nabisco, thus § 
the controlling stake of Britannia 























From October 3, Britannia Biscuit — SCUSA 
Company is renamed | Britannia Industries po 
Nabisco acquires ABI pian a helping 
control of Britanni 
Launches edible . from Rajan Pillai 
oil brand Vital | do Und ua 










Danone, the principal promoter, is big in dairy and there 
is no reason to seek other alliances,” reasons Sandeep 
Neema, an analyst with UTI Securities. 

If you’re wondering what on earth the creation of a 
JV had to do with Alagh's departure, read on. Britannia 
watchers reveal that the dairy business was spun off at 
the behest of Nusli Wadia, who jointly with Danone 
controls the company. Whilst nobody from the Wadia- 
Danone group was available for comment (faxes to 
Wadia and Britannia's Company Secretary Gautam 
Sarkar remained unanswered), it is learnt that Alagh's 
functioning style had become a key bone of contention 
between the promoter and the cro. Alagh, say ob- 
servers, was spending a chunk of his time in Mumbai— 
with his presence adequately captured by the page 
three paparazzi—thereby giving the promoters the 
impression that Britannia wasn’t getting enough of 
the Managing Director’s attention. That’s why Nikhil 
Sen was appointed Coo last year, with a specific man- 
date to oversee the daily functioning of the company. 

What also got Wadia disenchanted with Alagh’s 
decision-making, say analysts, was his call to pay Rs 30 
crore for the Kwality biscuit brand and a 49 per cent 
stake in its manufacturing enterprise. “The deal did give 
Britannia some leverage in the marketplace, but was 
hardly of any great significance for the clear leader in 
the biscuits business. The price may well have been a lit- 
tle too much,” says Jigar Shah, FMCG analyst at broking - 
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ledijeu:- 


The CEO and public face of 
Britannia Industries decides to 
call it quits in rather dramatic 
circumstances. What does 
promoter Nusli Wadia have in 
store for the biscuit major? 
BY DEBOJYOTI CHATTERJEI 


RITANNIA INDUSTRIES WITHt 
Sunil Alagh at the helm ıs a bit 
like the Britannia range of bis 


cuits without flagship bran 





liger. Contributing 40 per cet 
to the Bangalore-based company's revenui 
(biscuits make up 85 per cent of Britannia 
sales), the Tiger range of course is still vei 
visible In the marketplace, but you Wt in E Tinh 
Britannia s CEO of 10 years at the con 
pany's headquarters for too long. After 
30-vear-stint—Alagh joined Britannia 
[974 as Group Product Manager- the pul 
lic face of the company that Forbes oni 
ranked amongst the 300 best small con 
panies in the world has called it a day. A ters 
notification to the stock exchanges sa! 


issues shares to the 


Becomes a subsidiary of Pea Frean indian public; non- 

& Co. Ltd, UK, a leading resident holding 

2 manufacturing company, which reduced to less than 
= later passed on to Associated 40 per cent. UTI 
= Biscuits International (ABI) and GIC are main 
: ee institutional 
x Britannia Biscuit Company investors 


k incorporated in Calcutta on 
f March 21 under Indian 


Companies Act 1913 
Acquires Delhi 
z Becomes first biscuit Biscuit Co Ltd in 
company in India to August 
instal and run a gas 
oven plant 


Sunil Alagh, MD, Britannia A i = 
Industries: A strange exit É < TIS 
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DELHI: Kapil's Devils Hold Forth 


WT?" He did it at the 1983 World Cup, he does it at the Business Today-Hero 

Global Design Tee in the Dark on April 19, at the Delhi Golf Club. Dressed in 
a Tiger Woodsian dark red tee shirt set off by black trousers, Kapil Dev led his 
team comprising Raj K. Sehgal, Raj Jain, and Rajeev Puri to the strokeplay tro- 
phy with 83 points while the individual honour was bagged by Jayant Dawar 
on a count back basis. 

Winning is about competition and there was plenty on show at the magically 
lit Delhi Golf Club fairways on that rather balmy summer's evening. Pawan 
Munjal of Hero Honda Motors, Ashish Bharatram, Head of Strategic Planning, 
SRF, Arun Kumar of Hughes, Manoj Adlakha, vp (Consumer Cards), American 
Express, were all there fighting for top honours. And, for all them it was an expe- 
rience to remember. “It’s great fun and in fact at times easier. After all the fair- 
ways are so well lined with lights," said Ashish Bhartram as he traded anecdotes 
of his game with Uday and Navina Punj of Punj Llyod. 








WINNING TEAM: Kapil Dev, Raj K. Sehgal of Osram India, Raj Jain of Whirlpool 
INDIVIDUAL WINNER: Jayant Dawar, invitee of Hero Global Design — 


eeing away under the lights: 
awan Munial, MD, 


"um d. dca a 
ero Honda Motors 
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MUMBAI: Nanda Leads The Charge 


iggy, For its last and final leg, the Business Today-Hero Global Design’s Tee 
“w” inthe Dark moved to the hallowed grounds of the Willingdon Sports 
Club, Mumbai on May 3. The golf enthusiasts responded with gusto and corpo- 
rate leaders in Indian financial capital turned out in strength to savour the fun 
of “glo-golf”. Overheard on the course was plenty of banter but the most com- 
mon refrain was “hey this is great" and true to its style the city has given this 
format of the game a clear thums up. 

Mahindra and Mahindra’s executive director Arun Nanda led his team com- 
prising Pradip Patel, MD, ABC Bearing, S.S. Duggal, vp, Indian Golf Union, and 
Mahendra P. Singh, President & CEO, Rama Corporation, to top honours. Arun 
Chaddha, nominee of the Willingdon Sports Club cornered individual glory 
C Ees B by walking away with the best individual score prize. 
























Straight into the fairway: = Prat gs Arun Nanda of Mahindra & 22 4 
Rana Kapoor, CEO, . Mahindra, S.S. Dugga Mahendra P. Singh of Rama Corp. 
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BANGALORE: Kirloskar Putts Ahead 


ík. Vijay Kirloskar, Chairman, Kirloskar Industries, was the toast of the 
evening on April 26, at the Karnataka Golf Association course. It was 
decidedly cooler than in Delhi the week before and Kirlosakar and his team, 
comprising C.R. Jayaram, Alok Gupta, and Vinod Hyagriv, as they took full 
advantage of the situation ran away with the team strokeplay championship with 
26 points. Prem Bhatia won the individual prize yet again. 

The Bangalore round was different in the sense that it was played over six 
holes. The competition was tough as leading lights Indian business proved that 
swinging was a serious business whether it is in the glare of the sun or in the glow 
of a lit golf course at night. Bob Hoekstra, CEO, Philips Software Centre, K.K. 
Swamy of Toyota, T.T. Jagannathan, Chairman, TTK Group and Charu Sharma 
of Ten Sports were among those trying to fly the glow ball to the pin. E 





S a winner: 
kar, Chairman 
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A winner everywhere: Former Indian cricket captain Kapil Dev 
displaying his driving skills at the Delhi Golf Club 


2003 


Tee In [he Dark 
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The Business Today-Hero Global 
Design Tee in the Dark played 
over three days in Delhi, 
Mumbai and Bangalore was a 
huge hit right from the word T. 
BY DEBOJYOTI CHATTERJEE 


N 1976, CHANNEL NINE-OWNER KERR) 
Packer's World Series Cricket carried a slo- 
gan—hig boys play at night. In a somewhat 
forgettable flick, Tin Cup, Kevin Costner 
honed Renee Russo's driving skills in a 
flood-lit golfing range. But when cricketing ace 
Kapil Dev took out his driver to belt the glowing 
golf ball down the Chinese lantern-lit 1st fairway 
of the Delhi Golf Club on April 19, it was : 
whole new experience. The Business Today- 
Hero Global Design Tee in the Dark was not just 
any other golf tournament. Played over three 
days in Delhi, Bangalore and Mumbai, it brought 
together the best of the corporate world in an 
event that was visually as delightful and exciting 
as the challenges of the game itself. Why else 
would Kapil jokingly ask if he could take a mul- 
ligan before firing his drive down the fairway. 

Pankaj Munjal, Managing Director, Hero 
Associates, puts it best. “It is an experience that is 
not only different but also combines fun and skill 
at the same time. Glow Golf is already firing am 
bitions and while it may not be the purists de 





light, it will surely boost the cause of the game. 
Even as Pankaj was holding forth Arun Kumar, 
President, Hughes Software Systems found his 
glowing golf ball fly into the famous bushes of 
Delhi Golf Club. “The glow at least ensures | do 
not lose the ball," said a wry Kumar. Played ove: 
a five-hole format the tournament had exciting 
prizes for the winners courtesy Sri Lankan Tou- 
rism and Sri Lankan Airways. And, if you missed 
the prize there was quality Ballantine to lubricate 
your gullets after a round of golf in the dark! 


recent finding that most bottled water sold in India con- 
tain traces of pesticide over the permissible limit has 
proved a boon to Mount Everest. 

Salim Govani, Sethi's friend and co-investor, and a 
director on the board of the company, recalls that he 
and other executives wanted Himalayan to advertise agg- 
ressively to leverage this opportunity. Sethi demurred 
and advised the team to focus on distribution and in- 
stitutional sales. Volumes doubled in a month. 

Everest was Sethi's first investment. The others 
happened later, but they had been in the works some 
time. When P. Subramani, the Managing Director of 
Chennai-based Enkem 
Engineers, the company 
that promoted Asia Bio 
Energy, first met Sethi 
six years ago, he was a 
struggling entrepreneur. 

Sethi must have liked 
what he saw of Sub- 
ramani. He kept in 
touch, offered some tips 
on growth opportuni- 
ties, and finally invested 
in Asia Bio Energy in 
2001. Soon after, he 
also invested in Subr- 
amani's Green Power 
Company, which oper- 
ates in the emerging do- 
main of carbon credits. 

The Kyoto accord 
requires the countries 
that are its signatories 
to reduce their CO, 
emissions. They can do 
this either by physically 
reducing emissions, or 
by buying carbon cred- 
its from those who are 
more successful at do- 
ing so. For instance, 
carbon credits from Asia Bio Energy's waste recycling 
project for Lucknow are valued at around Rs 20 
crore, just about the same as the company's equity. 
“What Yahoo is to the internet, carbon (credit) is to 
the next decade," gushes Sethi. 

Ramayya of Axys Technology, which operates in the 
area of healthcare, has a similar story to tell. 

He first met Sethi in 1999, when the latter was 
still with Morgan Stanley. Ramayya was consumed with 
the passion to create an operating system for healthcare 
clients. His company, AxSys, eventually came up with 
a product that could do this, Excelicare. Several hos- 
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: Asia Bio Energy: A waste 
| ent als it will con- 


pitals based in United Kindom use Excelicare for 
everything from home monitoring of chronic diseases 
to providing customised cancer care. 

Today, Sethi has a stake in AxSys and Ramayya 
claims that his inputs have been invaluable. “For a new 
technology company, the general trend is to raise 
money and expand rapidly,” he explains. “Vinod 
advised us to invest in organic growth and grow 
with (our) cash flow.” 

It isn't easy spotting the new new thing, but Sethi 
says it can be done by “reading, meeting a lot of peo- 
ple, and listening to your intuition”. Networking, he 
hastens to add, doesn’t 
mean the cocktail cir- 
cuit. It means meeting 
friends, entrepreneurs, 
global captains of in- 
dustry, even spiritual 
thinkers. Sometimes, 
when he in this mode 
in Mumbai, Sethi does- 
n’t venture out of the 
Taj. And these free- 
wheeling discussions, say 
people who have par- 
ticipated in them, could 
range from business re- 
lated stuff to the mean- 
ing of life. 

Each of his six in- 
vestments, Sethi believes, 
is a self-contained busi- 
ness that “requires my 
attention one or two 
days a month". 

He is giving each a 
minimum of six to seven 
years (what is it about 
the number six and 
him?) to grow. 

Do his investments 
keep him busy? Sethi, 
who has a carefully cultivated image of being as non- 
busy as anyone could possibly be, answers this in a 
roundabout way by quoting legendary investor George 
Soros. “The less I have to do, the better —I am work- 
ing furiously because I am furious that I have to work." 

"Vinod is not one of those investors who are 
always looking for a quick exit," says Ramayya. And 
so, Sethi's search for the next big thing continues. He 
is certain that somewhere out there are 20 compa- 
nies that have the potential to be $10 billion behe- 
moths someday. As his travel schedule proves, he is 
willing to go places to find them. 
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target of investing in tomorrow's companies. 
“In the past 10 years Infosys, Hero Honda, 
Gujarat Ambuja, and HDFC came and surprised 
the market,” says Sethi. “In the next 10 years, we 
will see a dozen such superstars emerge; what | 
am trying to do is catch some of these names—the 
new Narayana Murthys, Premjis, Munjals, and 
Sekhsarias—early." The man has identified six of 
them already (See His Investments), although 
he is willing to divulge details of only four. 

When he is not playing starcatcher, Sethi, 
who shares his time between his New York 
apartment, and Mumbai, where he maintains 
a suite at the Taj Mahal hotel, reads, meditates, 
and practices his Kung Fu steps. “It is quasi- 
spiritual," he offers by way of explanation. 
" And a nice way to stay fit." 

Kung Fu is Sethi's newest passion. Before it 
came yoga, meditation, and Sri Sri Ravishankar's 
Art of Living. ^I believe it is good to learn some- 
thing new every five years—it breaks your iner- 
tia and opens your mind." And hones its skills in 
catching the next big thing, if we may add. 

If Sethi's timing is any indication, he should 
pick a clutch of winners. When he quit 
Morgan Stanley Dean Witter, the Dow was 
nudging 11000, over 20 per cent above its cur- 

The Starcatcher: Elevating rent level, and MSDW shares were trading at 
investing to the spiritual plane $88 (they now trade at $44). 

Nor is this a good time to work for someone, 
says Sethi. “The markets are going nowhere; so, 
| i why work and feel poor?” He is quick to add 
that this doesn’t make him rich and steadfastly 
nA refuses to answer any questions on his per- 





Age: 






Education: { en mical Engineering, sonal wealth or the investing corpus of Sethi 
t Capital Inc. Capital, he explains, is a com- 
s hse P modity—the real fun is to create significant 
wad - value using limited capital. That, he believes, is 
Track Record: | precisely what his six winners will do. 
ns sultants, for four years; 
with Morgan Stanley; Spotting The Winners 
Chief Investment Officer — | For this writer's first meeting with him at the Taj 
| Manager of Morgan | Club at Mumbai's Taj Mahal hotel, Sethi comes 
| direc ela | dressed casually, in a traditional Indian lounge 
ndia vn me suit. And he orders masala tea and mineral wa- 
ter—he specifically asks for Himalayan water. 
Family: B $C That's understandable: Sethi holds the control- 
Interests: -Meditatio yoga, spiritüalism, ling stake in Mount Everest Mineral Water, the 
it ; currently reading company that owns the Himalayan brand. 
Yoga ' 1 SEND MUN Natural mineral water, Sethi reckons, will 
Objective: E rea 5 n ficant value using be the next big global trend. If that happens, 


Mount Everest is sitting pretty on accessible 
reserves of 20 million litres a day. The Delhi- 
7. hei EE based Centre for Science and Environment’s 
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Mumbai, India, April 23, 2003, 
0230 brs: As the British Airways 
flight to London takes off, Vinod 
Sethi settles down to read Yoga 
Vasistha, a tome dating back to the 
7th century B.C. that discusses life, 
the universe, and grief. It’s a nine- 
hour flight, but he isn’t sleepy. 

Sethi doesn’t venture into 
London. Heathrow is just a hub and 
he shuttles to another terminal to 
hop on to a flight to Zurich where he 
is meeting with the CEO of a startup 
in which he is interested. 

Zurich looks good in spring, but 
Sethi basn't the time to smell the 
flowers. He is off to Fussach, Aus- 
tria, a two-hour visit to meet with 
the CEO of a waste management 
technology provider. 

Then it is time to wing it to 
Glasgow where he has scheduled a 
meeting with Pradeep Ramayya, the 
CEO of AxSys Technology, a com- 
pany in which he has an investment. 
Next stop: New York. 


New York, USA, April 25, 2003, 
1900 hours: Sethi makes his way 
to his Fifth Avenue apartment. In 
just around 65 hours, he has 
clocked 16,080 kilometres and 
crossed 10 timezones. That's just 
what one would expect a hot-shot 
finance pro to do, and everything 
about Sethi screams finance fast- 
tracker. Everything, that is, except 
his interest in grief. 


AKE NO MISTAKE, 41-YEAR- 

old Sethi is a thorough- 

bred finance professional. 
He joined Morgan Stanley Dean 
Witter in New York, straight out 
of NYU's Stern School of Business, 
and when he resigned in February 
2001, an act born of the desire to 
look for the next big thing in his 
life, he was managing over $2.4 bil- 
lion (Rs 11,364 crore at today’s 
rates) of the firm’s investments in 
India. And so, he founded Sethi 
Capital Inc, a New York-based pri- 
vate equity firm with the ambitious 
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Generation 1 


IT Services Companies 


These were largely in the 
staffing mode, sending 
resources to other coun- 
tries, predominantly to the 
US. Software profession- 
als with temporary visas 
were paid on an hourly ba- 
sis and worked on appli- 
cation development proj- 
ects. The customer plugged 
a labour shortage but obt- 
ained little cost- or value- 
advantage. 


Generation 2 


IT Services Companies 


These were (and are) 'pure 
offshore production' bases 
with small regional market- 
ing offices at client loca- 
tions. Work was sent 
almost totally offshore and 
the model was good enough 
when projects were routine 
and not complex. Costs 
came down for the customer, 
but communication became 
an issue. This model was 
project-centric. 





The 4G Model Just a catch phrase, or a source of competitive advantage? 


Generation 3 


IT Services Companies 


The hybrid onsite/offshore 
model emerged. Companies 
reinforced their onsite offices 
with project-management 
and marketing staff. 

The typical onsite to 
offshore ratio is 25:75. This 
model is solutions-centric and 
most Indian software 
services companies are 3G. 









Generation 4 


IT Services Companies 


These companies stretch the 
hybrid model by staffing their 
onsite offices with executive 
management, practice leaders, 
client partners, program man- 
agers and change managers. 
They provide technology solu- 
tions to partners that facilitate 
business transformation and 
increase profitability of clients. 
The IT back-end remains 
offshore. This is the model 


client and Cognizant." That could 
explain why the company's scrip 
outperforms those of Infosys, 
Wipro, and Satyam on the 
American stock exchanges. In the 


last week of March, Infosys’ scrip on - 


Nasdaq was down 1.5 per cent over 
a year and Wipro's on NYSE, down 
20.9 per cent. Cognizant's was up 
61.8 per cent. 


The Challenges Ahead 


Tt seems strange that a com- 


pany with net profit margins 
in the 13-15 per cent range 
should be considered a chal- 
lenger to the likes of Infosys 
(net profit margins of 26.44 
per cent for the year ended 
2002-03) and Wipro (18.91 
per cent). Still, it is worth 
noting that Cognizant's mar- 
gins have been, over time, a 
lot less volatile than Infosys' or 
Wipro’s, especially the latter. 
Cognizant’s lower margins are 
understandable given its business 
model. Executives in the US, espe- 
cially practice leaders, programme 
managers and marketing pros do 
not come cheap. Then, says the 
company’s CFO, Gordon Coburn, 





KULDEEP BHARDWAJ 


there’s the fact that the company. 


“prices for customer profitability”. 
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64.7 609 


Onsite 
billing rates ($/hr) 
Ii Infosys 


“We keep our operating margins 
at 19-20 per cent,” supplements 
Narayanan. Cognizant proffers de- 
tails of its billing rates, both onsite 
and offshore as evidence of its abi- 
lity to communicate its transparent 
and reasonable billing practices to 
customers. For the record, accord- 
ing to Cognizant, its onsite billing 
rates have remained constant at 
$70 a hour for the past four quarters 








23.5 24 






Offhore 
billing rates ($/hr) 
ii Wipro = Cognizant 
and its offshore rates at $24. 

Cognizant faces competition 
from multinationals such as EDS 
and Accenture that are trying to 
build an offshore base out of India, 
and from Indian companies like 
Wipro and Infosys that are moving 
towards the fourth generation 
model of locating executive man- 
agement and other senior man- 
agers onsite. “I think both Infosys 


7) 3 ON TOP OF THE CHAIN 


Cognizant claims it is top dog in key 
customer statistics. 


10.32 10.27 10.46 


Average Revenue/Customer 
Rs crore) 


B] Cognizant follows. 






and Wipro recognise the impor- 
tance of locating senior people in 
the US,” says Rita Terdiman, vP 
and Research Director, Gartner 
Research. “The challenge is to find 
American executives who fit into 
either company’s culture.” 

Cognizant has thus far managed 
to retain its focus on enterprise app- 
lications, but its customers wish it to 
move into the Business Process 
Outsourcing space. Chandra- 
sekaran says the company will 
form joint ventures or acquire 
a strategic stake “in existing 
call centres to which the low 
margin businesses can be 
pushed”. Still, it remains a dil- 
ution of focus. 

While the company 
claims it is a preferred ven- 
dor for contracts worth be- 
tween $5 million and $30 
million, it has yet to strike a really 
big deal; Wipro, Infosys, and TCS 
have recently bagged some mega 
orders. And in a worst-case sce- 
nario of rampant underpricing, 
Cognizant may find it difficult to 
prune its already slim margins. 
Like every model, the fourth gen- 
eration one, has its flipside. At this 
point in time, though, Cognizant 
does seem on top of things. 
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D&B stable, such as IMS, Managestics 
and A.C. Nielsen. It also influenced 
Cognizant's choice of verticals: fin- 
ancial and information services, 
healthcare, retail, manufacturing, 
and logistics. None of these, how- 
ever, account for its resilience. 

What does, is a series of strategic 
decisions taken by Cognizant's exe- 
cutive team over the past six years. 
The first, recollects R. Chandraseka- 
ran, Senior Vice President, was in 1997 
*when some of our Indian peers 
aligned businesses along geogra- 
phies and technologies; we took a 
conscious decision to align ourselves 
along verticals of specialisation". 

Soon after, Cognizant, like alm- 
ost every other company in the 
space, was in the thick of Y2K work. 
However, rather than creating an as- 
sembly line that could crunch miles 
of Cobol, the company focused on 
building relationships with clients. 
These two, as much as the fact that 
its origins ensured that it was an 
American company with an Indian 
IT back-end (and only that), helped 
Cognizant become what it terms a 
Fourth Generation IT services com- 
pany, one that boasts senior execu- 
tive management, relationship man- 
agers, practice leaders, and change 
managers onsite and an IT back- 
end offshore (See On Top Of The 
Chain). Such companies, explains 
Lakshmi Narayanan, Cognizant's 
President, COO, and public face in 
India (Chairman Mahadeva operates 
out of the company's New Jersey 
HQ) all rolled into one, come up 
with solutions that can 
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ON A HIGH GROWTH TRAJECTORY 


Cognizant Has Grown Its Topline Steadily... 
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...And Its Bottomline Is Growing Faster Than The Big 2's. 
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Result: Its profitability is lower but a lot less volatile than the big 2's. 


31.08 
33.26 33.08 26.44 25.39 
| 21.59 


18.91 18.21 







12.63 





15.08 13.65 
10.83 12.9 12.46 
1999-2000 2000-01 2001-02 2002-03 Latest quarter 
All figures are growth rates in percentage over corresponding period of the previous year 
E Infosys 8 Wipro E Cognizant 


transform a customer's business. 
“We have positioned ourselves in 
this niche space." Analysts like 
Stephanie Moore of Giga Infor- 
mation Group concur. *Cognizant's 
approach to client management 
and service delivery is more 


advanced (than that of some top 
tier Indian and US vendors),” she 
says. “Its clients have consistent and 
experienced client management 
partners responsible for ensuring 
the health of each project as well as 
spotting any opportunities for the 


- Kumar Mahadeva/ Chairman & CEO, Cognizant Technology 
“Our revenue from new clients is 20 
probably the highest in the industry 


per cent — 


same quarter last year; Infosys’ did 
49 per cent and 23 per cent, and 
Wipro’s 31 per cent and -2.5 per 
cent. With sales of over Rs 1,000 
crore for the year ended December 
2002, Cognizant is no minnow that 
records staggering growth on a small 
base. So, what's its secret? 


The famed Indian software cost- 
arbitrage model lies at the heart of 
Cognizant's success. The company 
was founded in 1994 as an offshoot 
of Dun & Bradstreet, which had 
tested the waters through a joint 
venture with Hyderabad-based 
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Cognizant’s President & 
COO Lakshmi Narayanan: 
Leveraging the cost-arbitrage model 


DEEPAK G. PAWAR 


Satyam Computer Services; not 
coincidentally, Sri Lanka-born BBC, 
AT&T, and McKinsey vet Kumar 
Mahadeva was in charge of that 
operation. The D&B parentage 
helped the company acquire much 
of its initial business: from D&B its- 
elf, and from other companies in the 
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T IS NOT AS LARGE AS WIPRO, 
Infosys, or TCS. Nor is it as 
well known. And it doesn't 
dabble in exotic technolo- 
gies or management prac- 
tices that will likely ensure it 
an appearance on the cover of Fast 
Company or Wired. As Cognizant 





WHAT THE NUMBERS SAY ABOUT COGNIZANT 
Revenue | | Gross Profit | 
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Cognizant follows a January-December accounting period 


Fourth 


Generation 


UCCESS 


Cognizant has been around just nine years, but a 
unique business model could well make the New 
Jersey, US, and India based company the most 
resilient of them all. BY NITYA VARADARAJAN 


Technology Solutions’ Chairman 
and CEO Kumar Mahadeva puts it, 
“We are a business-as-usual company.” 

Only, when such a company iss- 
ues a revenue guidance of 44 per 
cent for 2003—its year ends in 
December—as compared to Infosys’ 
24 per cent or Satyam’s 15-17 per 
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Cognizant is registered in the US and reports its results in dollars 





cent, everyone sits up and takes 
notice. Which is exactly what has 
happened in the case of Cognizant. 
This comes on the back of a strong 
showing for the quarter ended 
March 2003: the company’s topline 
grew 60 per cent, and bottomline, 
43 per cent as compared to the 


Operating Income 


e 
"- 
uw 
cx 
v 


42.81 





CN 
™ 
e 
eo 


~ 1998 1999 2000 2001 


2002 Q1 2003 


zm. 





vi 
ví 
yf 
ví 
d 


>> Graduates and Postgraduates (any discipline) 


‘xcellence 


In Search of 





ICFAI 


UNIVERSITY 








Distance Learning Program ví Electives in Marketing, International 
Business, HRM, Finance, Banking, 
Insurance & Investments 


Excellent Courseware ví Case Studies for Skill Development 
Examinations 4 times a year vf Enrolments from Blue-chip Companies 


52 Test Centers all over India ví Placement Assistance 


Duration : 2 years 


For Whom 


wwWwW.icfai.org/icpe 


for Prospectus and Online Registration 


>> CFAs, CAs, CWAs, CSs, CAIIBs 








For Details & Prospectus, please contact ICFAI University Study Centers on Phone at: 





AGRA: 2527035; ALLAHABAD: 2420255; AHMEDABAD: 6563042, 6562458; AURANGABAD: 5624774 / 5; BANGALORE - Infantry Road: 2899363 / 262; 
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INDORE: 5069003, 5068247; JABALPUR: 5066886;JAIPUR: 2363695,2373689; JAMSHEDPUR: 2434957; KANPUR: 2330912; KOCHI: 2369763, 2382294; 
KOLKATA: 22873161, 22817802;LUCKNOW: 2204205,2204559; LUDHIANA: 2772523; MADURAI: 2342169; MANGALORE: 2432050: MUMBAI - Nariman Point: 22040888, 
22823173;Andheri (West): 26716563,8410; MYSORE: 543803; NAGPUR: 564314, 547124; NASIK: 2570413; NEW DELHI: 23739157, 23739169: NOIDA: 2592410, 
2516024; PATNA: 2237942; PUNE: 4026975, 4026976; RAIPUR : 5061361; RANCHI: 2306922; THANE: 25382659, 25375836; TRIVANDRUM: 2320853; VADODARA: 2341780: 
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2473620,5563620; VISAKHAPATNAM: 2752653. 


Alternatively, for Prospectus, please >< here and mail / fax / e-mail this Coupon along with your bio-data — — — 


To, The Programs Officer, The ICFAI University, 23, Nagarjuna Hills, Punjagutta, Hyderabad 500082. 
Tel.: 040-55686826, 55637122, 55681180-81. Fax: 040-55639711. EMail: info @icfai.org 
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different things to different people. To some, 

the phrase would include opening the country's 
doors wider to foreign investment, lowering interest 
rates, value added tax, expeditious privatisation and 
closer integration of the Indian economy with the rest 
of the world. To others, these are exactly the policy 
measures that are responsible for slow economic deve- 
lopment in the country, sharper inequality, higher 
unemployment and widening regional imbalances. 

The first point of view is frequently articulated by 
upwardly-mobile representatives of chambers of com- 
merce and industry associations. Interestingly, the sec- 
ond viewpoint is enunciated not just by Left ideologues, 
but also by individuals belonging to right-wing organi- 
sations like the Swadeshi Jagaran Manch and the Bhar- 
atiya Mazdoor Sangh, both of which are affiliated to the 
Rashtriya Swayamsevak Sangh. Since the Rss also hap- 
pens to be the ideological parent of the BJP that leads 
the NDA government, internal tussles within this fra- 
ternity find reflection in the flip-flops on economic pol- 
icy issues by the Atal Behari Vajpayee government. 

The N.K. Singh committee had recommended 
that the cap on FDI be increased in a host of industry 
segments, including civil aviation and telecommuni- 
cations. When the Cabinet met to discuss this subject, 
FM Jaswant Singh reportedly met with unexpected re- 
sistance from not just Civil Aviation Minister 
Shahnawaz Hussain and Telecom and Disinvestment 
Minister Arun Shourie, but also from Deputy PM 
L.K. Advani. Would anybody be interested in the 
country's aviation industry at a time when the world's 
largest company of its kind, American Airlines, had 
gone bankrupt and when Air India and Indian Airlines 
had been removed from the list of public sector un- 
dertakings to be disinvested? 

Singh is keen to implement a new value added tax 
regime that is considered to be far superior to the exis- 
ting sales tax regime. But his compatriots in the BJP have 
taken up cudgels on behalf of certain traders who 
are dead against the implementation of VAT, simply bec- 
ause it would check widespread tax evasion. Sections 
within the BJP also apprehend that VAT may result in an 


Ts PHRASE ECONOMIC REFORMS” MEANS 


LEFT ANGLE HM Paranjoy Guha Thakurta 


Reforms! What Reforms? 


Political consensus is a must if economic reforms are to succeed. 


inflationary spurt in the short run that could spoil the 
party’s electoral aspirations later this year in states like 
Rajasthan, Madhya Pradesh, Delhi, and Chhattisgarh. 

The FM’s intentions have also been opposed by ano- 
ther of his Cabinet colleagues, Labour Minister Sahib 
Singh Verma. At a time when almost all interest rates 
in the country are ruling at their lowest levels in three 
decades, the board of trustees of the Employees’ 
Provident Fund organisation have staunchly resisted 
lowering the interest rate on deposits from 9.5 per cent 
to 8 per cent. Now it may make good economic sense 
to pare the interest rate on such deposits, but such a 
move is unlikely to please the 36 million EPF depositors 
and their leaders in the trade unions—certainly not at 
a time when job opportunities in the organised sector 
are growing at barely 1 per cent per annum and the 
ranks of the unemployed are swelling. The founder of 
the BMS union and senior Rss leader Dattopant 
Thengadi recently irked the BJP leadership when his 
public remarks on India’s position in the World Trade 
Organisation were interpreted as a direct affront to PM 
Vajpayee. The Rss, however, stood by what Thengadi 
had said when he compared those who were allegedly 
compromising the country’s economic sovereignty 
in the WTO to infamous traitors, Mir Jafar and Jaichand. 

The government was embarrassed when the BJP’s 
single-largest partner in the NDA, the Shiv Sena, joined 
hands with the rest of the Opposition in the Lok 
Sabha to criticise the move to privatise profit-making 
PSUS like Hindustan Petroleum and Bharat Petroleum. 
Earlier, Shourie had been personally attacked in the 
Rajya Sabha by Shiv Sena Mp Sanjay Nirupam for the 
manner in which the controlling interest in Centaur 
Hotel near Mumbai's Santa Cruz airport had changed 
hands at a price that was 35 per cent higher four 
months after the hotel had been privatised. 

The short point is that while it may be very fine to 
wax eloquent about the need for so-called economic 
reforms, unless a political consensus can be arrived at, 
all such attempts are bound to falter if not fail. Œ 


The author is Director, School of Convergence at IMI, New Delhi, and a 


journalist. He can be contacted at paranjoy@yahoo.com. 
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By SHILPA NAYAK 


ECH HAS FALLEN OUT OF INVESTOR 

favour, as a result of increased margin 

pressure and a consequent slackening of 

profit growth. This could hit the next 

quarter as well, and perhaps even the 

one after that. Overall, too, the Sensex 
is range-bound, struggling just to get within reach of the 
3,000-level. Why this should be so, however, is not very 
clear. “Though we are at the bottom," says Motilal 
Oswal, Chairman and Managing Director, Motilal 
Oswal Securities, *there is too much pessimism around, 
whether it be sARS or the war. There have not been any 
big positive triggers for the market. But all is in favour 
of the markets today. The oil prices are down, interest 
rates are down and valuations attractive." 

The explanation for the dismal Sensex performance, 
then, must be that the markets are reeling under the im- 
pact of the tech fall, with investors still to recover 
from the shock. Yet, as Oswal put it, valuations are at- 
tractive. So surely, there must be some good investment 
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out there on the stockmarke 
We go out with searchlights. 






picks for those who make the effort to look. 

That still leaves the question: where to invest? 
While the non-tech opportunities are harder to spot, 
that doesn't mean they do not exist. 


Sector Selection 
First of all, is there a sector that can take over from 
where tech left off? As it turns out, there is no sector that 
can offer growth prospects to match the tech sector's 
glory phase. Biotech and nanotech, for now, are barely 
out of incubation to start turning money-spinners any- 
time soon. So the search for the ‘new new thing’ is out. 
Most other sectors are too mature for frenetic 
growth. But yes, there do exist some sectors that offer 
an attractive combination of growth and value. And 
some of these could well be the next market drivers. 
Identifying these sectors is not easy, as the usual suspects 
do not measure up any longer. Times have changed. 
The FMCG sector, for example, has suddenly trailed off. 
Witness how sector-leader HLL pants itself silly even for 


J 














single-digit growth. Then, 
there’s pharma, the third part 
of the tech-FMCG-pharma troika 
that bedazzled investors dur- 
ing the earlier bull phase. Some 
of MNC pharma stocks are 
available at attractive valua- 
tions, but be warned, are also 
unlikely to attract enough in- 
terest to become market driv- 
ers. The ‘globalisers’ amongst 
Indian pharma majors, again, 
offer reasonable valuations. 
But there are no visible trig- 
gers to boost them upwards. 
Also, these stocks require a 
lot of microscopic drug-by- 
drug analysis. 

So where will the next set 
of market propellents come 
from? With the new economy 
in bad shape, investors are 
looking to the old economy. The obvious picks here 
would be the core sectors. “We are positive on the core 
sectors due to the fact that these sectors would mirror 
the growth in GDP,” says Sashi Krishnan, clo, Cazenove 
Cholamandalam Mutual Fund. But would these stocks 
pass the value-cum-growth bar? Well, there are two fac- 
tors to be considered here. One, any aspiring market 
driver must have good fundamentals in place, which inc- 
ludes a solid foundation at the sectoral level. Two, 
the story as it unfolds should be gripping enough to hold 
investor fancy for a reasonably sustained period. 

Of the many core sectors vying for investor atten- 
tion, cement seems to have one of the best chances. 
The sector has seen consolidation of capacities, which 
has given the players an added measure of pricing 

| discretion. The gov- 
ernment's infra- 
structure thrust 
would result in vora- 
cious consumption. 
Housing is in good 
shape too, and any 
industrial recovery 
will only serve to 


heighten demand. 


L&T 


* April 30, 2003 


* April 30, 2003 





Figures in Rs unless otherwise mentioned Market cap, sales, and PAT figures in Rs crore 


Gujarat Ambuja 





Figures in Rs unless otherwise mentioned Market cap, sales, and PAT figures in Rs crore 
** June 30, 2002 


9-MONTHS ENDING DECEMBER 2002 
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184.45 












Share price in Rs 


6-MONTHS ENDING DECEMBER 2002 


Apr 30, 2003. 
166.4. 






Share price in Rs 


Add to that the retail interest generated by attempts at 
branding what is essentially a commodity. Grasim, 
ACC, Gujarat Ambuja and L&T are names known to 
many, though the benefits might accrue to the well-fo- 
cused cement firms (ACC, Gujarat Ambuja and in- 
creasingly, maybe even Grasim). 

Construction could have held investor interest as a 
sector, had it not been for the poor representation of 
this industry on Indian stockmarkets (ACC is among the 
few plays here, though L&T, as a combination of cement 
and construction, is worth watching). 


Auto Advantage 

One sector which is showing signs of revving up is the 
automobile sector. Production figures for 2002 are 
up, and the anti-pollution movement will help further. 
Passenger car and commercial vehicle sales have reg- 
istered an upturn. *Though the replacement of old 
commercial vehicles will give a boost to volumes," 
says S. Ranganath, Auto Analyst, LKP Securities, 
"fleet operators are not too keen to do that. Hence, 
there will be some hiccups on this count, which will 
eventually clear out. The infrastructure projects in the 
offing would provide that much-needed push to the 
commercial vehicles segment. We are positive on 


| Cement: The sector has seen consolidation 
a| of capacities, which has given the players 


measure of pricing discretion 
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Ashok Leyland 
and Telco." Inc- 
reased industrial 
activity could 
boost freight 
traffic, too. On 
the whole, 
the automo- 
tive stock to 
watch out for 

is Telco, which has a 
leg each in both segments 


of trucks and cars. 
Two-wheelers, however, are taking a breather after 
nearly three years of scorching growth. *In the two 


wheeler category," says Ranganath, “the motorcycles 
segment is growing at a healthy rate, but this will taper 
off due to saturation in the urban markets. The rural 
markets are yet attractive, but monsoon-linked, so 
one would have to wait and watch. In any case, a 
growth rate of 13-14 per cent seems sustainable." 

If the automobile segment does well, can derived- 
demand industries be far behind? 


TECH TRAVAILS 


Auto Ancillaries: If quality standards 
are met and costs driven down, India 


. could become a global export base 


There is already a lot of value buying in select auto an- 
cillary stocks: MICO, Ucal Fuel, Bharat Forge, Sundaram 
Fasteners, SKF Bearings and Gabriel, for example. The 
automobile recovery is one aspect, but there appears to 
be a bigger story brewing too with auto ancillaries get- 
ting into the export act. If quality standards are met 
and costs driven down, India could become a global ex- 
port base. “We are upbeat on Gabriel and SKF 
Bearings,” says Ranganath, “Both these companies 
are going through a financial re-engineering process to 
restructure the high debt and lower capacity utilisation 
that they have faced in the last few years.” 

Though retail interest is low, auto ancillaries could 
quickly become the sector with the sharpest investment 
opportunities once it hits the desired export trajectory. 
The funny thing, however, is that the sector does 
not boast of any large-cap stocks yet. While Bharat 
Forge is reasonably liquid, Sundaram Fasteners and 
Ucal Fuel are too small to attract large-scale fund 
interest. But these, along with sKF and Gabriel, could 
become portfolio must-haves. Also watch out for a 
small stock called cG Igarshi Motors, which is also tar- 
geting the export market aggressively. 


HE TECH TUMBLE HAS INTENSIFIED THE BATTLE BETWEEN TECH BULLS AND BEARS. WHILE THE BEARS GLOAT OVER THE | 
drastic drop in valuations, the bulls cry ‘over-reaction’. Where does the truth lie? — 
—.. What's well-known is that Infosys’ low growth guidance has tipped the sector over, ending the unending 
growth story. But investors have an amazing tendency to extrapolate current realities to the far future. Three 
years back, they assumed that the 50-100 per cent boom could go on apio c ow, NIA Ws 


dip, they expect them to stay dipped. 


. Yet, the Indian ir industry remains well-placed to address the global code 
| outsourcing opportunity. Says Krishnan, "The kind of growth we saw in the 
-past may not come through, but the companies will continue to report 

15-20 per cent growth rates and give 20-25 percent returns.” 
... Notto say that margin pressures are an overblown concern. “There 
are two primary reasons for this, the appreciating rupee and uncertain 
billing rates," says Nikhil Khatau, ceo, Sun r&c Mutual Fund. Yet, 
Indian firms can survive all this better than you'd otherwise think, 
thanks to lower operating costs. "In spite of the reduced margins, we see - 
- good growth happening in terms of topline, profits, ROCE and ROE. We i 
3 take a bottom-up approach and believe that select companies offer value at curt PO. 
rent prices and will better their guidances," says Madgavkar. Moderate your exp- | 
ectations with a new dose of realism, and the tech story is far from done yet. f. 
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Banks: Banking 
is attracting 
growing interest. 
Prices of stocks 
have risen, but 
value plays can 
be found even 
at these levels 


Adding It All Up 

Banking is the other sector 
that's attracting growing inter- 
est. The trading volumes be- 
ing logged are already impres- 
sive. ^The positive trigger is the 
retail pick-up, the Securitisation 
Bill will tighten the noose on 
the NPAs and portfolio appre- 
ciation," says Dileep Mad- 
gavkar, CIO, Prudential ICICI 
Mutual Fund. Agrees Oswal, 
“The market looks at growth, 
and hence, banking is a good 
bet. The best bets remain the 
PSU banks—sBi, particularly, due 
to its retail thrust." In general, 
bank stocks are fast emerging as 
the top holdings of many funds. 
Prices have risen, but value 
plays can be found even at 
these levels—so long as the real 
interest rates hold stable. @ 
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Another beautiful day, 
another reason to celebrate. 





Life is beautiful. And at Apollo, we'll do 
everything in our power to ensure you live 
yours to the fullest. 

Our range of healthcare services are designed 
to keep you and your family healthy and smiling, 
365 days of the year. 

Our mission is, "to bring healthcare of 
international standards within the reach of 
every individual. We are committed to the 
achievement and maintenance of excellence in 
education, NE and healthcare for the 
benefit of humanity". 


The pioneers of corporate healthcare in the 


country, we provide services in the area of primary, 


secondary and tertiary healthcare. 


Over the last twenty years we've created a 


network of 35 hospitals, 22 clinics, 10,000 


employees, 6,000 hospital beds and 135 retail 


pharmacies, across India, Sri Lanka, Nepal, 


Bangladesh, Dubai and Muscat. Performing over 


2,80,000 major and 5,00,000 minor surgeries, 


including cardio-thorasic, neurological, cancer, 


renal, organ transplant and bone surgeries. 


As a result we've touched over 7 million lives 


and are coming closer to you. Together, we'll 


celebrate another beautiful day. 


“SD 
YW 
Apollo Hospitals 


Celebrate Life With Apollo 


Corporate office: 55, Greams road, Chennai - 600 006, India. Ph.: 91 44 2829 3333. Visit us at www.apollohospitalgroup.com 
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subject and content of mail I receive. I can see 
from a cursory glance that there's an attachment 
to the mail, and also that the attachment is a resumé. 

Ninety five times out of 100, the headless, body-less 
missive goes straight into a folder that I'll never see 
again. Then there are always a couple of job-seeking 
mail that raise the hackles of my anti-virus program. I 
can spend the time to carefully disinfect them, but I 
confess I don't bother. *Delete" is what happens. 

Which leaves just a couple of times out of hundred 
that I actually open and read one of these mails. I look 
at the attachment. And start wading through name, fa- 
ther's name, age, sex, residential address, passport 
number, details of schooling, the fact that the person 
in question got 67.3 per cent in Class 10 in CBSE.... 
And as my mind starts fading, it's poof! off into The 
Folder Of Never To Be Seen Again. 

I hope I don't sound arrogant here. It's not that Pm 
a potential employer with hundreds of positions on of- 
fer (note to job-seekers: Pm not). But I’ve seen the same 
kind of resignation from others whose mailboxes are 
flooded with the seasonal resumé deluge. And I get a 
parallel sense of frustration from job-seekers who say 
nobody replies to their mail. 

Perhaps a few pointers here could reduce the frus- 
tration levels on both sides—and, who knows, result 
in more positions being filled. 

An empty vessel makes no noise. You've spent a lot of 
time carefully crafting your c.v. And then you simply 
attach it to an email (often, visibly sent to hundreds of 
people), press ‘send’, and then lean back, waiting for 
an appointment letter by return mail. Let me ask you 
this—how many times have YOU received an empty 


bs ATTACHED." OFTEN THIS IS THE ENTIRE 


container of an email with no subject, no body, but just 


an attachment, from someone you don't know, that's 
been mass-mailed to others too and then bothered to 
' open the darn thing? There's a reason for a subject line 
in an email. Come on, capture my imagination here. 
We judge mail by the cover. Take the time and write 
the ‘cover letter’. In electronic form, often that's the 
only thing that's read. Pd venture further to say a 
good cover letter needn't be accompanied by a re- 
sumé—that can always follow later, if needed. 


112 BUSINESS TODAY MAY 25 2003 


NOTES FROM THE TROUGH HM Mahesh Murthy 


Apply, No Reply 


5X There are good jobs. It's just that there are so many lousy job applications. 


Time for 1-on-1 marketing. “Your esteemed organi- 
sation... blah blah... leadership... yada yada... ca- 
reer growth blah blah...” Again, if you can’t write a let- 
ter to me, and just me, for something ostensibly as im- 
portant as a job, then why are you bothering at all? I 
can see that you’ve carefully written the mail for me 
and a thousand other people. If you learn a little 
about the people you are applying to, what they do, 
what you can do for them, there’s a far greater chance 
that your mail will even be looked at. I think you'll get 
more out of 20 well-researched, well-written job ap- 
plications than from 20,000 mass-mailed robotic cv's. 
Research and develop your job search. You may be wil- 
ling to settle for a job, anything on offer. At least appear 
to be selective. Do your research about the industry you 
want to be in, the position you want to be at, the things 
you'd like to be doing. The business your target com- 
pany is in. How, specifically you can be of use to them. 
Go on, go to their website, pull up news articles 
about them, go to *About us" and find out the people 
in the company. Call the front desk and ask who 
the CEO and top-rung people are. You'll be surprised 
how often you can actually get their email addresses 
from their websites or assistants—and believe me 
that's far more efficient than sending mail to a 
jobs@xyz.com address. 
Ignore the normal channels. I'll get into eternal flak 


from the HR people for this. There are the resume-filter- 


ing companies who invite a million applications into a 
huge hopper and then sniff out key personality traits like 
COM, DCOM, CORBA and C++. In those cases, your hum- 
ble submission needs to go into the cement mixer too. 
l'll let you in on a little secret. In any business, there 
are at least five times as many vacancies as are adver- 
tised. Look for a job, NOT from the list of who is ad- 
vertising for people, but from the list of firms you'd like 
to work for. And then start there at the top. Get to talk 
to, meet, or write the CEO—and then go to the HR per- 
son if that's where you're asked to go. But this time 
with a difference—the CEO's asked you to meet them. 
More in my next column. 


Mahesh Murthy heads Passionfund, a firm that invests in and advises 
companies. You can reach him at mahesh@passionfund.com. 





TAS, a talent nurturing pool that 
provides parachute-in executives 
for the Tata group, has rejuvenated 
itself. By DEBOJYOTI CHATTERJEE 


ANY YEARS AGO, 
there was a time 
that Rajeev Dubey 
cherished the idea 
of being an aca- 
demic. But a year into Delhi School 
of Economics, he realised that he 
wasn’t going to win a Nobel Prize. 
A career with the government? He’d 
already missed out. How best, then, 
to combine his twin objectives of 
creating economic wealth and being 
of public service? Tata Administra- 
tive Services (TAS), set up originally 
by J.R.D. Tata as a senior-level talent 





nurturing project to fulfil his vision, 
was the best option. And Dubey 
never regretted joining it. 

At the moment, Dubey is the 
Managing Director of Rallis India, 
having spent the last 25 years in 
jobs ranging from the steel and met- 
als sector to chemicals, and it has 
meant developing skills in market- 
ing, sales, research, team building 
and every other aspect of business 
that comes to mind. Much of the 
credit for his career growth and 
performance goes to TAS. 

“TAS is unique,” says Satish 
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Pradhan, Head of HR practices with 
Tata Sons, “It identifies leaders of 
the future, marks them out, and 
gives them vast experience across 
industry functions. It recruits for 
lifelong mobility across company 
and industry functions." 


Paradrop Force 
Lifelong mobility. That's the key 
phrase. For TAS is a group resource, 
and its officers are the management 
equivalent of a sort of a commando 
force, trained as top-league strat- 
egy formulators on the one hand, 
and as sleeves-rolled-up strategy 
executioners on the other. Above 
all, these officers are mobile. 
Airborne, in a manner of speak- 
ing—ready to be para-dropped 
through the roof of any Tata com- 
pany to get the job done... often 
right into the corner office too. 
^TAS gives us a captive pool of 
talent that is completely steeped in 
the culture and value system so dear 
to the Tatas," says Pradhan. And 
that, in itself, is seen as somethmg to 
be proud of, especially in a country 
where ‘corporate governance’ has 
meant power centralisation more 
than anything else. 

Does it work for the Tatas? Oh 
yes, say the group's admirers. Anand 
Nayak, Executive Vice President 
(Corporate HR), ITC Limited, points 
out the competitive edge that it 
gives the group. “At a time when 
human resources are the true cutting 
edge of competitiveness in any com- 
pany,” he says, “the fact that a sys- 
tem like TAS exists is a huge asset to 
a diversified group like the Tatas." 
Nayak is, however, also of the opin- 
ion that while set-ups like TAS work 
for such groups, “in cases like ITC, 
we need to take a different app- 
roach, and that has to be in-house 
executive development programmes 
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primarily, because the functions are 
not as diverse." 


Diversity Appeal 

The TAS system has always thrived 
on attracting the country's finest 
minds. The attraction? 

An opportunity to peg one's 
career to India's largest business 
house, and that too, one with the 
widest range of business interests. A 
classic example is Jamshed Daboo, 
Chief Operating Officer (Leisure 
Division), Indian Hotels. Daboo 
joined TAs in 1986, and started off 
with Titan Industries, before mov- 
ing on to Tata Sons as CEO of Tata 
Quality Management Services. His 
mandate? Taking the Tata Business 
Excellence Model to other Tata 
companies, which was a challenge 
more for the demands of the model 
than the companies' acceptance of 
it. After all, cultural conflict was 
never an issue, the values being 
common across the group. 

What differs, is the field of in- 
terest. Thankfully for TAs officers, 
the group has a wide range to pick 
from. “When I finished my MBA in 
1986,” says N. Srinath, Director 
(Operations), VSNL, “I was not enti- 
rely sure what industry or function 
I wanted to work in. Though I spe- 
cialised in marketing and systems, I 
wanted to have something to do 
with technology. TAS offered me 
that option.” Srinath joined TAs 
when the Tata Group was diversi- 
fying into telecom equipment, oil- 
fields, financial services and IT-rel- 
ated areas. Now, 15 years later, he 
is still fascinated by technology, and 
is working on an internet project. 

- As mentioned earlier, attracting 
the best had always been part of 
the story. But that was something 
that even TAS couldn’t take for gra- 
nted, as it discovered in the late 
1990s, towards the end of a decade 
of tumultuous change in India. What 
had started off more than four 
decades ago as J. R.D. Tata’s initia- 
tive in generating 'cadres' of talent 
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with a shared vision, had undoubt- 
edly become a critical resource for 
the group, but was no longer neces- 
sarily the first preference of the 
youngsters it sought to attract. 

The Indian economy had 
opened up, market forces had been 
given more leeway, and dozens of 
high-profile multinationals had 
trooped in. The bright young 
Indian, fresh from B-school, had 
options galore. And TAS was begin- 
ning to sound more like something 
a batchmate's uncle had joined some 
decades ago—and less like someth- 
ing that could propel one to global 
corporate stardom. 






zu. 


Was directed by a vision 
e Engendered 'Tata values' 
e Nurtured high-end talent 
e Valued sector mobility 


THE NEW TAS... 


@ Stays devoted to the vision 
@ Upholds its core values 

@ Woos ambitious MBAs 

@ Offers modern dynamism 











Rejuvenation 
Outsiders may not have noticed. 
But TAS has changed. For one, it’s 
no longer Tata Administrative 
Services, which sounds more like 
a private sector version of the Indian 
civil services. It is simply TAS, a cor- 
porate brand with a distinct new 
identity of its own. Besides, the ‘of- 
ficers’ are more likely to be called 
‘executives’ now. And in terms of 
ambition, these folk are less likely to 
talk about ‘public service’ as their 
older counterparts did. 

That corporate success and eco- 
nomic growth play the lead role in 


enabling Indians to better their 
condition, is now taken for granted, 
by and large. 

And the group’s core values? 
Steady, as ever. And that’s the mar- 
vel that TAS is in the midst of pulling 
off. The tools of success may have 
changed, the pressures and demands 
of business may have changed, but 
not the original Tata vision. 

So, what sort of people is TAS 
looking for? R. Gopalakrishnan, 
Executive Director, Tata Sons, puts 
it pretty succinctly: “Young man- 
agers with drive, enterprise and 
high technical skills, middle man- 
agers who can inspire and nurture, 
and senior managers who lead with 
character and vision. This is the 
best of the Tata tradition that has 
been built up already.” 

Over the past few years, TAS has 
taken to wooing India’s premier B- 
schools with renewed vigour, and 
has stepped up its involvement with 
business academia by providing case 
studies and the like. The idea is to 
get youngsters interested in a Tata 
career right at the start. And now 
with corporate governance becom- 
ing a sought-after attribute all over 
again, this is the best time to spot- 


- light TAS as a brand, and the unique 


set of values it stands for. 

Yet, for all the new dynamism, 
critics wonder if TAS has outlived its 
glory, and whether the very idea 
of mobile super-executives creates 
an elite of arrogant super-bosses. 
“Confident yes, but arrogant no,” 
says Firdose Vandrevala, Managing 
Director, Tata Power, pointing out 
that team play is the essence of the 
TAS training, and the mobility would 
not be possible without such skills. 
Vandrevala himself went through 
Telco and Tisco before taking over 
at Tata Power. “The industries that 
I have worked in are completely 
diverse," he says, *and yet I have 
never had a problem fitting in— 
simply because of the common 
thread that binds the Tata group." 
No doubt there. 
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How the herbal drug-maker uses modern science to unlock 
the secrets of ancient Ayurveda. sv vENKATESHA BABU 


HINK HERBAL DRUGS AND THE IMAGES 
that flash through your mind are 
of a dark-lit, hole-in-the-wall shanty. 
So, it comes as some surprise when 
I pull into Himalaya Drug 
Company's green-and-white building 
off the Bangalore-Tumkur highway 
and find, instead of greasy pots and pestles, a mod- 
ern laboratory buzzing with researchers. 

The provocation for my visit is, of course, the 
January 2003 launch of Himplasia, a herbal drug for be- 
nign prostatic hyperplasia (BPH), which is known to aff- 
ect one of every four men aged 45 or more and almost 
one in three those above 65. And I’ve gathered that it’s 
taken Himalaya, a privately-held company, more than 
eight years of research and development to put the drug 
on the market. I am curious to find out how drug 
research and development at a herbal drug manufacturer 
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varies from that of a synthetic drug-maker. And the man 
who’s going to take me through that is Dr Shankar 
Kumar Mitra (MBBS and MD), Executive Director, 
Research and Technical Services at Himalaya. 

Mitra obviously loves what he does. For, he’s all in- 
formation. Walking around the entrance to the 12-year- 
old facility, he points to a cluster of dark pink flowers. 
“That’s catharanthus roseus, or periwinkle. They are the 
source of two recent alkaloids that are the most potent 
anti-cancer drugs developed in recent years by inter- 
national companies,” says Mitra. These tiny flowers, he 
adds, inhibit cancer growth by stopping cell division. 

Needless to say, the Rs 300-crore company is 
also working on the flowers to develop a herbal 
version of the anti-cancer drug. “It is these un- 
known or little-known secrets of nature that we 
are trying to unearth to bring well-researched, ef- 
fective and safe remedies,” says Mitra. 





Unlocking The Secrets 

Back at Mitra’s office, I am eager to listen to the 
Himplasia story. I goad Mitra to get into straight- 
away. Every drug development at Himalaya, Mitra 
says, has a typical seven-step process. Since India has 
the world's richest intellectual capital on herbal 
medicines, Himalaya's team of 70 researchers begins 
by studying relevant scientific literature. In this 
case, it included Charaka Sambita, Sushrata Sambita, 
and Bhava Prakasha. The idea is to zero down on ac- 
tive ingredients prescribed in these old “medical” 
journals for enlarged prostate. 

Step two (See How Himalaya Developed 
Himplasia) the team carries out pharmacognosy 
tests to determine cultivability of the plant(s), and its 
solubility in water in powder form. Thereafter, ex- 
perimental trials and toxicity studies are undertaken 
to ensure the safety and efficacy of the ingredients. 
Step four involves development of dosage forms 





DEEPAK G. PAWAR 


This is where it all begins: Research Head Shankar K. Mitra with Himalaya CEO Ravi Prasad (right) at their Bangalore R&D facility 


and stability studies, to ensure that the drug does not 
change its characteristics over a period of time. 

Much like its synthetic counterpart, the next step for 
the herbal drug is elaborate clinical trials, comprising 
four different phases. In phase one, clinical trials are un- 
dertaken on healthy volunteers to find out the im- 
pact of these drugs. Phase two trials are performed on 
a limited number of patients who have already been di- 
agnosed as suffering from the disease. In the third 
phase, multi-centred clinical trials, including random 
blind testing, is undertaken wherein some patients are 
given dosages and some placebos to test the efficacy of 
the medicine. In the fourth and final phase, post testing 
surveillance for side-effects is done. 

Once the clinical trials are over, the R&D team must 
ensure standardisation through unique TLC (or Thin 
Layer Chromatography) fingerprinting technique. This 
technique allows the physical and genetic properties of 
each ingredient to be tested and measured. Till date, 
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Himalaya has built a genetic bank of more than 500 
herbs, the largest database of its kind, claims Mitra. 
Finally, in year eight, Himplasia is launched. 

The seven steps, however, are neither easy nor fail- 
proof. The development of Himplasia, for instance, ran 
into hurdles several times in the eight years. One of the 
first challenges that the R&D team faced was that BPH 
patients usually have other associated ailments like 
hypertension and diabetes. It was important to introduce 
a product that did not interfere with other treatments. 
The second challenge lay in the fact that the prevailing 
treatment required patients to take two medicines. 
Himalaya wanted a single medicine that had dual action 
and also acted fast, since many people associate herbal 
remedies with delayed action. 

But does Himplasia score over synthetic equiva- 
lents like Minipres XL and Fincar from Pfizer and 
Cipla, respectively? Philippe J. Haydon, General 
Manager (Pharma Marketing), Himalaya, thinks so. 
"The current treatment for BPH has a lot of limita- 
tions, including escalating costs and development of uri- 
nary incontinence." According to Haydon, Himplasia— 
at Rs 3 per tablet—is not only cost-effective, but free of 
side-effects such as urinary incontinence. 

Why? Mitra points out that Himplasia has the com- 
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bination of time-tested herbs, and acts by inhibiting the 
enzyme (5 alpha reductase) that is responsible for the 
conversion of testosterone into dihydrotestosterone, 
which causes prostate enlargement. Besides, it blocks al- 
pha-receptors, another cause of BPH. Therefore, Mitra 
explains, it helps rectify both irritative (frequent uri- 
nation) and obstructive (incontinence) symptoms. 
Given that few patients with BPH buy drugs over 
the counter and almost always go with the doc- 
tor's prescription, which is usually for syntethic 
drug, how confident is Himalaya of selling the 
drug? So confident that it hopes to capture 60 per 
cent of the Rs 60-crore Indian BPH treatment market 
in the next one year. Says Ravi Prasad, CEO of 
Himalaya: *We are trying to educate both the med- 
ical community and the end users through leaflets in 
10 vernacular languages (apart from English) about 
both the ailment and how we can help them." 


From Serendipity To Science 

Commanding credibility is a challenge Himalaya faces 
with almost each of its products. And its experience has 
shown that credibility usually comes with time—when 
the product stays in the market, proves its efficacy, and 
then is promoted by informal word-of-mouth testi- 


ed to build a genetic 
herbs, the largest 


database of its kind in the world 
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KULDEEP BHARDWAJ 


The company has a new range of drugs in the pipeline, 
especially in the area of oncology and personal 
care products. And R&D will drive its growth 


monials. But Prasad admits that the image of Ayurveda 
and herbal healthcare is from from ideal. *The stereo- 
type herbal manufacturer works in dingy backyards, 
mixing esoteric herbs that may or may not work. 
Nothing can be farther from the truth," says Prasad. 

Indeed. Himalaya's herbal drugs are developed and 
manufactured using cutting-edge science, including 
high performance liquid chromatography meters and 
thin layer fingerprinting technique. It follows the 
Helsinki Declaration's norms on clinical research, and 
its manufacturing facility—it can churn out five billion 
tablets and 60 million bottles a year—is GMP (Good 
Manufacturing Practice)-certified. 

Besides, the therapeutic segments that Himalaya 
addresses are *modern". These include osteoporosis, 
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diabetes, high blood pressure, menopause, and liver dys- 
function, which happens to be its biggest market seg- 
ment. Every second, a unit of Liv 52 1s said to be 
bought somewhere in the world (that's 3.15 crore 
units a year). Research firm ORG-MARG puts Liv 52 at 
number three among all orc pharma products sold in 
the country. A reason why last year, Liv 52 fetched Rs 
60 crore for Himalaya. 

Seventy-three years ago, when Himalaya was 
launched, its founder Manu Manal, a trader, didn't 
have blockbuster medicines in mind. In fact, his first 
brush with Ayurveda was the result of serendipity. On 
a visit to Burma, Manal saw restless elephants being 
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fed a root by their mahouts to pacify them. Intrigued, 
Manal had the root (rauwolfia serpentina) scientifically 
evaluated. After extensive research, he isolated the 
compound Serpina and launched it as the world’s first 
anti-hypertensive drug in 1934. Some years later 
when Ciba independently managed to isolate an al- 
kaloid chemical from the same plant called Resrperine, 
it became the first allopathic chemical to reduce 
blood pressure. Although much quicker in effect, 
Ciba’s Resrperine also induced depression in its users, 
forcing Ciba to recall its early versions. Himalaya’s, in 
contrast, had no side-effects. 

Developing a herbal medicine isn’t simply a question 
of plucking a few flowers and herbs and mixing them. 
Unlike allopathy, where the molecule structure does not 
vary, there can be huge differ- 
ences in the properties of the 
same herb, depending on where 
it is grown. For instance, basil (or 
tulsi) grown in Delhi may not 
have the same alkaloids as that of 
the one grown in, say, Chennai. 

To control cultivation of its 
plants and herbs, the company 
has tied up with several 
medium and large farmers. 
Right from identifying the 
farmer to testing the soil con- 
ditions to giving them a final 
certificate of analysis and buy- 
back of the produce is done 
by Himalaya. *Making herbal 
products is like making Coca- 
Cola," says Prasad. *The in- 
gredients are known, but unless you also know how 
to mix them up, you can't produce a copy." 

The company has a range of new drugs in the 
pipeline, expecially in the area of oncology (cancer 
treatment) and personal care products. And R&D, 
Prasad says, will drive its growth. Not just in India, 
but in markets abroad, which already contribute 
10 per cent of the company's revenues. 

As I walk back to my car parked outside the 
green-and-white R&D facility, | can see the clump of 
catharanthus roseus swaying happily in the sun. 
And something tells me that the men inside the 
building are smiling too. Ifl 
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should DoReMe insist on royalty deals with music makers? V. Lazarus of 
Universal Music, S. Thomas of Crescendo Music, H. Billimoria of Tata Infomedia, 


and A. Mitra of Saregama India discuss. 


HE DEAL HAD BEEN 
drafted, and Rakesh 
Goswami, the Artistes 

& Repertoire (A&R) head of 
the music company DoReMe, 
was itching to have it inked 
into force. It was a deal with 
Jay Films for the exclusive 
right to market the original 
motion picture soundtrack 
of its forthcoming release, 
Paan. And DoReMe was to 
fork out Rs 1.1 crore, a bid 
that trumped at least two 
other music labels that had 
bid only in lakhs, for it. 

Going by past precedent, 
even Rs 1.1 crore was quite 
a steal—it was at least 60 
per cent less than what a 
similar deal would've cost 
just 12 months ago. The 
market was in the dumps, 
which had hurt the music 
industry's capacity for risk. 
The gloom was palpable. According to industry figures, 
legitimate Indian music sales had crashed from 190 mil- 
lion cassettes and 10 million CDs worth Rs 1,085 crore 
in 2000-01, to an estimated 138 million cassettes and 
7 million Cbs worth Rs 670 crore in 2002-03. Did this 
signify a jump in piracy? Or an overall decline? 

Both, feared analysts. Hindi film blockbusters, 
which were hot sellers in spite of the pirates’ most fre- 
netic copying efforts, were becoming scarce. And 
this was very worrisome. Riding a sudden 4-5-million- 
copies tsunami of sales, all within a couple of months 
(before tin-shed pirates had the chance to churn out 
copies in such large volumes to feed demand), was 
becoming less and less feasible. 
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The good news, perversely, 
was that these grim market re- 
alities had moderated the de- 
mands of film-makers. Just 
three years ago, a hot team 
could command Rs 5 crore for 
soundtrack rights—on the 
expectation of sales crossing 5 
million copies, at an average 
Rs 50 per copy. These days, a 
team with similar credentials 
considered itself lucky just to 
get past the one-million-copies 
post. Betting on sales lower than 
that was viable only as part of 
a small-audience, high-price 
strategy (say, Rs 120 per cas- 
sette), something better suited 
to Indipop than film music. 
Bollywood, after all, was in 
the business of mass audiences. 

Goswami was an experi- 
enced A&R man, and had spe- 
cific reasons to be bullish on 
the mass appeal of Paan. The 
videos? Striking. A cute new face and refreshing art di- 
rection. The sound? Experimental. It combined the old 
and the raw, in terms of lyrics, instruments, music di- 
rection and vocals. It blended the talent of established 
industry stalwarts with that of an Indian rocker-turned- 
film-buff, and the result, he felt, was distinctly melodious 
without any loss of youthful edginess. 

“You won't even guess that the team has such diver- 
gent musical influences," exulted Goswami, looking 
hopefully at Mahesh Chaturvedi, DoReMe's Vice- 
President, who was poring over the deal's details. 
That he was having last-minute jitters, was evident. 

Just the other day, Chaturvedi had been impressed 
enough to consider a bold 'snap-up' strategy. This 
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meant pricing the soundtrack at just Rs 45 per cassette, 
with a launch production run of half a million 
copies—to hit shelves a week after the sound-samples 
hit airwaves (TV and radio). If the music were to 
catch on, DoReMe could run three high-speed mass 
copiers at its new plant and put out an additional mil- 
lion copies within a fortnight. And yet another million 
if the wave didn't subside. And yet another. 

Now, however, Chaturvedi was less enthusiastic. 
"Rakesh," the Vice-President said, with a deep breath, 
‘Tve never doubted your A&R skills. If you say this has 
the pulse, it has the pulse. But new findings have come 
up, suggesting that the FM radio rage of the past few 
months has altered the prospects of our business." 

"But..." protested Goswami. 

“I know,” responded his boss, “the Indian market 
is simply refusing to follow the developed market pat- 
tern of radio boosting album 
sales. At least, so far. You see, 
DJs are playing the entire 
score—and the hit music is get- 
ting disproportionate airplay." 

“Isn’t that great news for us?” 
asked Goswami, “Isn’t that a 
sign of passion? And don’t peo- 
ple want to own their passions?” 

“Also,” continued Chatury- 

edi, “there are these MP3 downloads. And digital copy- 
ing ‘thakes a mockery of all our analog speed advantages. 
It takes just one-eighth the effort to create a digital 
copy—for a fake CD or computer disc storage.” 

“I still think the good old rules hold,” said Goswami, 
“a hit is a hit is a hit. If the music possesses the listener, 
the listener must possess the music.” 

“Possess, fine, but pay for?” 

“Yes, pay,’ Said Goswami, “ Digital piracy is a very 
yuppie-preppie thing in India: This is largely a country 
of technophobic romantics who just want good music 
at a decent price. One dollar, for goodness' sake—it will 
sell. We can make good money on this, Mahesh." 

“Maybe a dollar too much,” said Chaturvedi, “And 
digital is no longer fringe, by the way. Do you know 
that the street price of Cb and MP3-playback hardware 
has come down to below Rs 1,500, courtesy Chinese 
imports? The penetration level of these devices, even in 
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smaller towns, is witnessing a geometric progression." 

“What about the export market?” asked Goswami. 

“Yes,” replied Chaurvedi, “But that's scattered, 
and the digital pirates are just too fast for us. We're 
geared only for concentrated distribution in India." 

^| thought the West has managed to tackle piracy," 
persisted Goswami, “and now some acts are even using 
decoy files and encryption devices. At the end, of 
course, we have to persuade people that cheating 
artists of their due will only deprive them of the music 
they so love. Listeners have to be patrons too." 

“For now,” said Chaturvedi, “our job is to face cur- 
rent realities. Together, radio airplay and digital piracy 
can drive down our value-capture ratio so badly that our 
primary target of 1.5 million copies may need to be low- 
ered—which means re-negotiating the deal." 

^We could lose the soundtrack," cautioned Goswami. 

Chaturvedi didn't seem too 
perturbed. “We have other rev- 
enue streams,” he explained, 
“such as TV software.” 

The A&R chief sat with his 
lips pursed, thumbing absent- 
mindedly through the deal’s 
docket. “Film-makers are aware 
of how tightly we’re getting 
squeezed,” he said, with an air of 
resignation, “And if they’re not willing to share risks 
now, they'll never be. This may be just the time to shift 
from lumpsum deals to a royalty system.” 

“Revenue sharing?” 

“That’s it. Say, we pay Rs 50 lakh for this sound- 
track, and then 20 per cent on every sale past the 
half-million mark. We'll have a foolproof accounting 
system to pre-empt doubts of our under-reporting sales.” 

“We've tried it before,” said Chaturvedi, “but we 
found film-makers rushing off to the labels that were 
fine with their take-it-or-leave-it way of operating. 
Royalties work well overseas, where music labels are in- 
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timately involved in the creative process as well. But 


here in India, the terms of trade aren’t the same because 
we're still creatively dependent on the film industry. Be 
warned, it won't be an easy concept to sell." 

Question: Should DoReMe tear up the old deal and 
press for a royalty agreement? 
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bt case solution 


Quest For Harmony 


VIJAY LAZARUS 


President & Managing Director, 
: Universal Music (India) Ltd 


OREME SHOULD PRESS FOR A ROYALTY 
D agreement. DoReMe should also calculate the 

upfront risk, based on the current market sce- 
nario for a similar kind of project. The company 
should limit its expenses to the extent of bearing the cost 
of recording and promoting the music, and that too, 
subject to a maximum amount of Rs 50 lakh per album. 
In return, it should seek a share of the revenues (net of 
direct cost) after the primary breakeven is achieved. 

DoReMe's Vice President Mahesh Chaturvedi is 
correct in being worried about digital formats such as 
video compact discs and MP3 file downloads, since 
these are capable of seriously undermining his com- 
pany's value capture ratio. 

Further, the non-performance of films at theatres, 
due to quality of content and visual piracy, has com- 
pounded the problems of mu- 
sic companies in such a way 
that the post-film release vol- 
umes are just not enough to 
yield reasonable returns, un- 





"The film industry 
should be convinced 
into going in for a 
more realistic 


valuation of what like in the past, when a good 
music can 70-80 per cent of the audio 
contribute to its total volumes used to ride on the 
revenue stream" success of the film. 


Even the revenue stream 
from the sale of video CDs, which are quite the rage in 
India's smaller markets, has come under threat, with 
piracy making the format increasingly unviable. 

One possible solution to these woes of the music 
companies could be that they make out a case for the 
film industry making a more realistic valuation of 
what music can contribute to its total revenue stream. 

The film industry needs to understand that for mu- 
sic company, the upfront risk is not limited to the 
minimum guaranteed acquisition cost. It includes the 
support cost that it bears for promoting the music, the 
benefit of which is reaped by the producer and film dis- 
tributors, plus other direct costs such as material, dis- 
tribution, infrastructure and taxes. 

The film industry also needs to improve the quality 
of content and work closely with the music industry to 
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fight these threats before it is too late. 

There is a parallel between the situation in early 
1980s, when video piracy had put a serious question 
mark over the survival of the film industry, and 
DoReMe's current predicament. The company can best 
get out of it through improvements in music content 
quality and sustained anti-piracy efforts. 


SURESH THOMAS 


Managing Director, 
Crescendo Music 


hard for a royalty agreement. A one-sided 

deal can never ever work, no matter what the 
business, and more so, the record business, especially 
as it exists in India. It is the only business that has the 
ridiculous system of a ‘100-per cent returns’ policy. 
This means that dealers enjoy the privilege of re- 
turning unsold stocks to à record company even 


I) OREME SHOULD TEAR UP THE OLD DEAL AND PRESS 


after a year or two or more. 


Why should a record company risk taking on a 
music soundtrack on an outright basis over which: 
E It has no creative control whatsoever on either the 
music or the film. 
B [t has no clue (nor does the producer) as to whether 
the music or the film will be a hit. 
E [t does not have a share 


"The ever-present in the success of the film— 


menace of piracy, the producer takes it all 
MP3 format, internet even if the soundtrack goes 
downloads, and for a toss. 
re-runs inthe B It alone has to bear the 
electronic media have brunt of additional tax 
strengthened the levies, production, market- 


ing and distribution costs, 
return of unsold goods, and 
the lack of guarantee of a film’s timely release. In nine 
out of 10 cases, the producer fails to honour his com- 
mitment of releasing the film on the projected date. The 
reasons could include a lack of funds resulting in an in- 
ability to complete the film, shooting cancellations, 
problems with the censors, bad release timing, distri- 
bution-related uncertainties, and printing delays. 
There are other risks too. The producer could time 
the release of his film in a manner that affects the sale 


case for royalty deals” 


+ 


of the music. Movie releases are determined by a host 
of unfathomable factors. Their timings could be de- 
termined by reasons ranging from an appropriate lull, 
with no other movies being launched, to the financiers 
pressing for a return on their investments in a film. 

Another risk involved is that producers often fail to 
deliver sound tracks of the music on time after signing 
deals and pocketing the money. 

The above factors—plus the ever-present menace of 
piracy, MP3 downloading from the internet, overex- 
posure through frequent re-runs in the electronic me- 


dia—have contributed to the fall in music sales, strength- 


_ ening the case for royalty deals. 


Royalty arrangements entail sharing the risks as 
well as the gains from a particular venture. This is 
fair, and can work well, provided a fine balance is 
struck here between the interests of the film producer 
and those of the music company. This is the only way 
forward for a company like DoReMe. 


Vice Chairman & Managing Director, 
Tata Infomedia 





HE MUSIC INDUSTRY WENT THOUGH AN IRRATIONAL 
phase in the last three years or so. Music com- 
panies outbid each other and ended up paying 
unrealistic prices for music rights. What we have now 
seen is a correction. The unrealistic prices of yesterday 
could never have been 


"What is badly needed is sustained. Please note that 
good music. Oncethe these prices were being off- 
music is good, everything ered with the full knowl- 
else will be sorted out. edge that piracy was eat- 
Yesterday's hits are being ing into music company 
recycled because today's revenues. After all, piracy 
music is not able to catch — has not started today. 


Piracy, of course, 
needs to be controlled 
and greater efforts need to be put in this direction. What 
we badly need, however, is good music. Once the 
music is good, everything else will be sorted out. 
Yesterday's hits are being continuously recycled because 
today's music is not able to catch the imagination of 
the listener. 

That said, a ‘royalty only’ model for music is still a lit- 
tle premature for India. To our knowledge, no music di- 
rector is willing to work on a royalty basis. Moreover, 
asking the film producer to bear the overall cost is not 
fair. Again, music companies buy music rights for long 
periods of time; there have been complaints in the 
past that very often royalty statements are not sent on 
time and royalty, where applicable, has not been paid. 


listeners' imagination" 





ABHIK MITRA 


Managing Director, 
Saregama India 


OREME SHOULD ENTER INTO A ROYALTY 
I) agreement with the producer. If it is seen to 

be necessary because of the pressures created 
by competition, DoReMe should agree to an advance 
royalty clause. 

The reason DoReMe should go in for the above- 
mentioned course of action is that in a business of 
‘hits and mixes’, having a high minimum guarantee, as 
unfortunately was the situation earlier, places the entire 
music business model at severe risk. 

Mahesh Chaturvedi's understanding of the actual 
business situation is right in that the combined impact 
of FM radio, MP3-based piracy, and alternate forms of 
entertainment have resulted in a large portion of the 
business of new sales music actually moving away 
from music companies. 

In addition, the performance of films at the box of- 
fice, which is an important driver of music sales, has 
been very poor. The approach that DoReMe could take 
is to work with filmmakers by sharing risks (royalties), 
taking joint control of content creation, forming part- 
nerships for marketing and working with film pro- 
ducers to combat piracy. 









Also, in view of the "The approach that 
prevailing crisis in the  DoReMe could take is to 
music value chain, a Work with filmmakers by 
music company like sharing risks (royalties), 
DoReMe could also taking joint control of 
choose to produce films content creation and 
on its own, by which it striking a partnership 
would have control in marketing" 


over the creative and 
business processes as well as be in a position to ex- 
ploit related revenue streams. 

Also, I believe it is necessary to explain to the film 
producer in question the business model of the music 
industry, especially the business of acquisition-based new 
recordings and how the royalty system works globally, 
even while demonstrating to him the transparency 
and commitment of DoReMe in the marketing and dis- 
tribution of his film's soundtrack. 

It is also necessary that DoReMe convince the film 
producer of the competency it has in the field as well as 
the advantages it offers over others in the field, especi- 


ally in terms of how an arrangement with it will help 


him earn more money from royalty, than he normally 
would through a minimum guarantee, as well as give the 
film the advance exposure and publicity it needs to 
make it big on the box office. 
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Brand Nasdaq: The dotcom boom may be over but Nasdaq remains the democratiser-in-chief of the global equity culture 


Market Marketed 


A book on the tortured emergence of brand Nasdaq, a sales myth-buster 
from Gallup, and a statistical new take on credit risk measurement. 


A History 
of the Market 
That Changed 
the World 





MAKK ENGERBRETSEN 


Nasdaq: A History 
Of The Market 
That Changed 
The World 


By Mark Ingebretsen 


Prima Publishing 
Price: Rs 1,320 
PP: 334 


OULD MARK INGEBRETSEN, A 
columnist for The Wall Street 
Journal Online, have begun 


this book—on how Nasdaq became a 
global brand, representing equity 
democratisation—any differently had 
he got wind of the current ‘front run- 
ning’ scandal afflicting the New York 
Stock Exchange (NYSE)? 

No, you'd guess. After using his pref- 
ace for the customary tribute to the role 
of efficient capital markets in America's 
wealth, the author gets right with it: the 
April 14, 2000, sell-off. After a giddy 
doubling of the Nasdaq Composite index 
over 1999, that was the day of the big 
crash that threw the Internet Revolution 
into jeopardy, and with it, the grand 
vision of a 24/7 global market that enlis- 
ted profitless lil dreamshops and gave 
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direct online trading access to everyone. 

What did it? Greed, perhaps, sparked 
by too much money chasing too few 
stocks. Or a sudden confidence bust-up, 
with hands thrown up in exasperation 


over the feared demise of Economic 


Man (remember Robert Shiller’s Irratio- 
nal Exuberance?). Or a sudden redis- 
covery of the P/E ratio. Who knows? 
What’s known is that Nasdaq still 
attracts the West Coast’s ‘nerd kings’, to 
the puzzlement of the East Coast’s 
‘authority figures’. “An earlier generation 
wrote music," says the author, “The 
nerd kings wrote code." While the book's 
grandiose subtitle suggests a story blown 
way out of proportion to hold much 
conviction, Ingebretsen does manage to 
win some confidence in Nasdaq's retain- 
ing its allure. And this he does, ironically, 


SAOVWI ALLAD 


by tracing Nasdaq's history through the 
lens of a scam-watcher. 

, Nasdaq, or NASDAQ, an acronym for 
National Association of Securities Dealers’ 
Automated Quotation system, was created 
in 1971 to computerise over-the-counter 
dealer trading, a system that features 
umpteen deals among umpteen mutually 
competitive dealers (per stock), unlike 
NYSE's centralised floor auctions (one 
counter per stock). The claimed advan- 
tage? Enhanced liquidity—all so crucial to 
small-cap start-ups. 

NASD, though, was formed in response 
to the 1929 NysE crash, which threw up 
sordid tales of insider trading (at Ford, for 
example) and angry howls for regulation. 

* It took a liquidity crunch during the Black 

Monday crash of 1987, for Nasdaq to 

institute new rules that—in hindsight— 

gave the exchange its very own scandal. 

Exposed in 1991, this was the 'spread 

fixing’ scandal, in which dealers colluded 

to widen the pocketed difference between 

‘bid? and ‘ask’ prices. It tarnished the brand, 

for it made a mockery of ‘competitive 

dealer trading’. And it was only after ex- 
cartel-analyst Frank Zarb took over as 

Nasdaq’s chief (in 1997), crushed the ar- 

tificial spreads, gave immediacy to direct 

trading, articulated a global web vision and 
launched a charm offensive, that the 
brand’s credibility was restored. 

The dotcom mania may be over, but 

DAQ remains the democratiser-in-chief 

rhe equity culture. Being cyberspatial, it 

ld even have continued trading thro- 

X11, but chose not to (in recognition 














er a dealer system is more effi- 
n auction system, however, 
tious. Auction trading is less 
harder for rogues to exp- 
loit. Morec oor-based human interac- 
tion has its ue dimensions of infor- 
mation exchange that Nasdaq can't lay 
hands on. Also, it seems less favourable 
than NYSE to ordinary shareholders in 
many ways (in allowing multiple classes of 
, stock, for instance). Yet, the predominant 
^ thought this book leaves you with is just 
how under-evolved capital markets rem- 
ain, per se. How manipulable, how un-s- 
elf-regulatory and yet, how necessary. 
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BENSON SMITH & | 
E TONY AUTIGLIASO = 


Discover Your 
Sales Strengths 


By Benson Smith 


. & Tony Rutigliano 


Warner Books 
Price: Rs. 634 
PP: 244 





ER Wim DO YOU THINK ABOUT WHEN YOU'RE 
driving?" If you don't ask this of your 
| prospective sales-force recruits, try it next time. 
It's relevant, according to this book, which is 


| / so fluent that you'd think it's all personal insi- 


ght. It's not. It's based on the collective wis- 
dom of 250,000 sales reps and 25,000 sales 
managers, as gleaned by The Gallup Organi- 
zation. Salesmanship success, Gallup finds, is 
a function of talents—such as empathy and 
command—that depend largely on how ‘nat- 
ure’ and ‘nurture’ conspire to cross-connect 
the neural threads in the individual’s head. 
That anyone can be trained to sell anything 
is nonsense, say the authors. “Having put the 
wrong people in the wrong jobs, many com- 
panies waste enormous resources trying to 
postpone their inevitable failure." Their myth- 
busting i inspiration is taken from Mark Twain, 


hd s quoted as iiia said: “It ain't what you don't know that gets 
_ you into trouble. It's what you know for sure that just ain't so." 


So, what ain't so? That education spells sales success (dropouts 
win big), for instance. That sales experience counts most (could 
be delusionary). That one can sell anything (depends on what). 
That there's a ‘right’ way to sell (success methods differ). That 
training works marvels (art lessons alone don't create artists). And 


that relationships are paramount (make friends, urged Dale 


Carnegie, but also ‘influence others’). 


Credit Risk - 


Gaeta, Shamez - 
Alibhai & Justin 
Hingorani : 

John Wiley & Sons - 


B bisce i GLOBALISING FURIOUSLY. WHILE 


D this consolidation of financial power wor- 


vies some, it also spells a vastness of coverage 
-~ that makes ‘credit risk’? more amenable to 
— statistical discipline (as with actuarial risk). 


Isn’t it natural, then, to expect the formula- 


. tion of new risk metrics to leave the old 
.. world of history-raking and character-judg- 
- ing behind? And—how about taking the risk 


of a sudden shock into account? This book 
makes a case for ‘credit risk measurement’ by 


- explaining why it is needed, and offering a 


“forward-looking, event-inclusive, objective 
and specific” model to do the job. 

_ The book also addresses the changing dyna- 
mics of global banking. Specifically, the em- 


phasis shift from front-end lending to risk- 
market trading. As banks watch their classic 


‘intermediary role’ get squeezed, they've become 


a to Labelling ‘risk management’ as their true competence 


: (and business differentiator). So? So banks ought to welcome 


any bias-free risk input that serves as reinforcement. | 
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COUNSELLING 


Help, Tarun! 


| signed up for a five-month contract job as a sales coordinator 
with an FMCG company last September. | am 35. Since | 
badly needed a job, | just accepted the first offer that came 
by. My first paycheque came without any employee provident 
fund (EPF) deduction. When | asked the HR department 
about it, | was told that the company did not make EPF pro- 
visions for employees on contract. The organisation | worked 
with previously, a mid-sized FMCG company, was scrupulous 
in providing for EPF to all employees, regular or those on con- 
tract. | have strong reservations about my present employer 
denying me the benefit of an EPF account. Isn't it against the 
law to fail to make allowances for EPF? 

Provident fund is not necessarily a part of your com- 
pensation, but depends on conditions under which you 
you joined tbe organisation. You need to clearly un- 
derstand the implications of working on contract. 1 
understand that you have signed a five-month con- 
tract with your present employer. If the terms of your 
contract do not mention employee provident fund, 
then you are not legally entitled to it. On the other hand, 
if you have been employed by a contracting agency 
and they are your employers, then they are the ones li- 
able to pay your provident fund. In any case, you 
could re-negotiate your contract when it comes up for 
renewal and get a clause inserted on EPF, when your con- 
tract comes up for renewal. 





| recently graduated with honours in architecture. But given 
the level of competition in this field, | feel that without a mas- 
ters’ degree | can achieve little. On the other hand, | have de- 
veloped a liking for interior design and multimedia design and 
believe that | can be successful in that field with very little ef- 
fort. Should | pursue the masters’ course or should | abandon 
architecture altogether and enrol in a multimedia course? 
If you feel that your real area of interest is interior design 
or multimedia, and that you stand a greater chance of 
making it big in that line of work, you should go for it 
instead of pursuing a masters’ degree in architecture. 
However, it would be better to play it safe. Since you al- 
ready have a background in architecture, you could 
do your masters’ in that subject with a part-time course 
in multimedia. This will keep your options open. 





| have worked in the customer service function across 
companies and across industries such as insurance, 
banking, and retail merchandising over the past decade. 
| would like to go back to my first love, merchandising, 
but am told that a much higher qualification is now 
needed for a job | handled quite competently 10 years 
ago. Do | need additional qualifications to return to retail 
merchandising? Also, at 36, will age be an obstacle to 
such a comeback? 

Your age will definitely be no obstacle to your return 
to retail merchandising. Since you have already 
worked in the retail industry, there is also little 
need for you to acquire additional qualifications. 
However, such qualification will go a long way in 
Opening up growth opportunities for you in the sec- 
tor. Before you make the switch, however, you need 
to ask yourself whether there is good enough reason 
to seek such a major change. 


| was invited to join a new company as a senior manager 
after my previous company, where | had worked for 
more than 20 years, closed operations. Now, | find that 
the team of professionals who work under me are more 
qualified, knowledgeable, and skilled that | myself am. 
| have raised this issue with the HR department and have 
requested that my responsibilities and compensation 
be rationalised. Though the company seems to have 
taken this in its stride, | feel | may soon be asked to move 
on. Please advise. 

You are suffering from acute lack of self-conftdence. 
The predominant reason for this is the sudden change 
in your work environment after being with one com- 
pany for the last 20 years. In your previous organi- 
sation, you were comfortable. Now that you have 
come to a completely new environment, you are 
finding it a little difficult to adapt. Consider this a 
passing phase in your life. When you feel confident 
enough, ask your company to give you more res- 
ponsibilities. Finally, make some friends at work and 
you will begin to feel better. And don’t keep looking 
only at your weaknesses. Evaluate your strengths 
and be optimistic. 


Answers to your career concerns are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jnandewalan Extn., New Delhi—1 10055. 
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SECTOR WATCH 


Gearing Up 





As competition hots up, auto companies are under tremendous pressure to go that extra 
mile to hire and retain people with the right skill-sets to steer them through turbulent times. 


HE AUTOMOBILE INDUSTRY IS 
constantly evolving and compa- 

nies need to keep innovating in all 
areas—product design, engineering, pro- 
duction, quality, and customer service. 
To keep up with competition, compa- 
nies in this business need employees 
with the ability to grow on the job. The 
emphasis, therefore, is on ensuring con- 
tinuous skill enhancement. Here are 
some of hottest areas in the automobile 
industry where skilled personnel are in- 
creasingly being sought. 
QUALITY ASSURANCE: Quality assurance gained promi- 
nence with the emergence of India as a global manu- 
facturing hub for auto components. This created a need 
for professionals with global levels of competence in 
quality management and a thorough grasp of statistical 
tools and techniques. 
PAINT TECHNOLOGISTS: With product variants and 
styling emerging as key differntials that influence 
purchase decisions, the paint shop now plays an 
critical role. This calls for chemical engineers with 
knowledge of measurement system analysis. Soft 
skills that are preferred are a flair for colour, design 
coordination, and an eye for detail. 
RESEARCH & DEVELOPMENT: The automobile industry 
thrives on change. This is driven by frenetic research 
activity undertaken by most major automobile mak- 
ers. Specialists with knowledge of product design 





G.S. Ramesh, 
Vice President (HR), 
Hyundai Motor India 


and development, value engineering, 
systems implementation and tool design 
are much sought after. 

INFORMATION TECHNOLOGY: With compa- 
nies leveraging IT for process improve- 
ment and cost rationalisation, profes- 
sionals with the ability to develop and 
maintain critical ERP, B2B and B2C appli- 
cations are in demand. Engineers having 
requisite technical skills and domain 
knowledge of the industry are preferred. 
Software developers with sufficient expo- 
sure to design, coding, project analysis, testing, deve- 
lopment, and implementation and maintenance of 
application systems are required. 

CUSTOMER CARE: Automobile companies are increas- 
ingly focussing on customer satisfaction. People who 
work in this function are expected to have strong in- 
terpersonal skills and the ability to design, adminis- 
ter and monitor various programmes. Engineers 
with knowledge of CRM tools, qualitative and quan- . 
titative research techniques, and exposure to Six 
Sigma methodologies are preferred. 

HUMAN RESOURCES: With the entry of MNGs into the 
Indian automobile market, the way companies worked 
has changed radically. There is a growing demand for 
HR managers with some knowledge of global people 
management practices. There is also a need for know- 
ledge managers who can create systems for organisa- 
tionwide sharing and management of knowledge. 
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duh FOR A MOMENT THAT A 
nation, say, Iraq is an underper- 
forming sales team headed by a man 
called Saddam Hussein at a mega- 
corp called World Inc. Its ceo George 
W. Bush feels that a dotty sales 
head is bad for both employee morale 
. and bottomline. He initiates the pro- 
cess of strategic intervention, or re- 
medial action in laymanspeak, by 
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hiring a consultant who goes out to 
the field and watches the sales force 
in action to identify the flaws. When 
Hussein refuses to give in, the CEO 
in consultation with his HR head 
Donald Rumsfeld, embarks upon 
the final phase of the intervention, 
entailing the removal for the under- 
performing function head. Strategic 
interventions don't come cheap. 


World Inc., for example, budgeted 
close to $75 billion for the exer- 
cise, and the top management is 
glad the operation wasn't long drawn 
out. Having terminated the services 
of Hussein, the company and its 
high-profile headhunters are looking 
for a new head for the sales team. 
Candidates who share World Inc's 
world-vision can apply AsAP. & 
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In which our intrepid reporter sets out to understand 
let's call them guppies, shall we—better and unearths five 


E HAS JUST SCORED A 
birdie on the eigh- 
teenth hole of the 
picturesque (and 
floodlit) DLF Golf 
Course. So, on this late Wednesday 
evening 37-year-old Puneet Suri 
exults with arms akimbo, in the 
best Tiger Woodsian fashion. A wa- 
ter-hazard reflects the floodlights 
and the lambent clubhouse. 
Retaining his triumphalist pose, and 
turning to the water, Suri, who has 
a handicap of five and is slowly ac- 
quiring a pronounced paunch 
gushes, “Where else can you expe- 
rience such bliss?” For Suri, who 
runs a boutique travel agency, Beach 
& Woods in Gurgaon, there’s noth- 
ing more relaxing than a game of 
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night golf followed by a couple of 
drinks at the wood panelled, colo- 
nial style club house. 

He’s part of a burgeoning club 
of “guppies” or yuppies who’ve 
made Gurgaon—one of Delhi’s 
three satellite cities, located 25 kilo- 
metres to its southwest, in Hary- 
ana—their home and are lending 
a unique cosmopolitan culture to 
the suburb, apart from looking 
down their noses at the capital. 

As one drives down National 
Highway 8 from Delhi—an express- 
way is under construction—the first 
sight of Gurgaon is Gateway Tower, 
a monstrous steel-and-glass sky- 
scraper shaped like a ship. The 
tower is as much a symbol of Gur- 
gaon’s growing popularity with 


commercial establishments as a 
weathervane of the satellite’s unique 
culture. And the exodus of corpo- 
rates from Delhi to Gurgaon acc- 
ounts for the concentration of yup- 
pies in the suburb. Actually, make 
that guppie.The guppie, unlike 
counterparts in Delhi or other big 
cities, is aesthetically kosher, yet 
willing to experiment. And yes, it’s 
cool to be a guppie. 


An Escapist Fantasy 

It takes Sushobhan Mukherjee, the 
35-year-old Director of Strategic 
Planning at advertising agency 
Publicis, a good hour to get home to 
the plush Regency Park condo- 
minium from his office in Delhi’s 
Greater Kailash. On some week- 
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Gurgaon's upwardly mobile smart set— 
previously unknown sub-species. sy T.R. vivek 


end mornings, Mukherjee, wife Scorpio, just for lunch. “I capt ima- and rock climbing often stretches 
Sudha, an Assistant Vice President at gine myself doing something like the drive northwards up to the hills. 
GE, in tow drives 250 kilometers this if I were living in Delhi,” he With comparatively lower (than 
to Jaipur in his newly acquired says. His passion for mountaineering Planet Delhi) real estate costs and 


THEY'VE BEEN THERE (THE US, SILLY, WHERE ELSE) AND DONE THAT. NOW THEY ARE BACK IN INDIA 
Hirst World working for one of the many multinationals located in Gurgaon, typically in 
Fanatics senior management. They speak a lot about quality of life and would 
probably have lived in a tony South Delhi 

borough—in a house with driveway and lawn to boot—had the of- 

fige been i in Delhi. They prefer houses to flats. Wife doesn’t work, 

_ although she is likely involved with some charity or Nco. Children 
) to school or allege abroad. And their out-of-office hours are 
Isumed by golf c or 
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Soccer Moms 


(And Dads) 





Family. But they're big on annual vacations. 


fewer worries about amenities like power and water, 
guppies can afford to spend their time and money on 
a whole host of recreational activities. 

Gurgaon’s suburban surge can be, to a large extent, 
attributed to the desire of the well-heeled and well 
travelled exec to recreate the western experience. 





“The place is largely an escapist fantasy, chiefly of the 
young professionals who have been priced out of 
cities like Delhi and Mumbai,” says Mukherjee. And 
with complete power back-up, elaborate security 
arrangements, landscaped gardens, gyms and tennis 
courts, housing complexes like Regency Park are a 
whole world away from inverter-powered, pigeon hole 
apartments in other suburbs. 

Half-a-kilometer down the road from Mukherjee's 
sanctuary, in Beverly Park, another ritzy apartment 
block, Ranjan Pal, a Princeton-educated, 45-year-old 
former Jardine Fleming Chief Economist and former 
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THEIR CHILDREN—THEY HAVE TWO, MAYBE MORE— 
are the centre of their universe. They are big on the 
family doing things together and are more likely to 
have pets (mostly dogs) than any other suburban 
type. They are also ideal customers of Muvs—as a second car. They consort 
with like families.. Both husband and wife work (although, in some cases the 
wife is on an extended sabbatical). Fitness, art, reading, everything comes after 





THE REAL SMART SET. TECHIES AND CREATIVE TYPES, BOTH HUSBAND 
and wife work, are inveterate party animals, and are reason- 
ably heavily into fitness. No pets, no kids, nothing that can tie 
them down, and a breezy apartment filled with knick-knacks 
acquired on the not infrequent visits abroad to exotic locales. Just in case you need to 
know, the distant refers to their distance from Delhi—some 25 kilometres. 





Executive Director of the Indian School of Business— 
he now runs his own research startup Smartanalyst— 
is closeted with a sampling of Gurgaon's smart set to 
chalk out plans for the newly-formed Aravali Centre for 
Art and Culture. The centre is part of an 85-member 
strong predominantly guppie group's efforts to create 
a holistic urban experience by promoting classical arts 
and music. Pal himself is an art lover: laminated Van 
TRADER- AND ENTREPRENEUR- 
Th e SU DU rba n types and self-employed 
pros who have made it. 
Flashy, like things loud 
and larger than life. Not into pets, art, books (ha!) or fit- 
ness. Likes to entertain Faux-First-World Fanatics and 
Distant Dinks. 


Bon Vivants 


Gogh prints and several original paintings by lesser 
artists adorn the walls of his second floor abode. Pal 
spent some part of his working life in Mumbai and is 
partial to the city’s smart set. Still, he 

will grant this much to Gurgaon: 
“It definitely has a buzz about 
it; the malls, theatres and pubs 
here provide a very interna- 
tional experience.” 

That's an understatement of 
sorts: The arterial Mehrauli- 
Gurgaon Road currently houses 
three malls, MGF’s Metropolitan, 
DLF's City Center and Sahara 
Mall, each within a hailing dis- 
tance of the other. 





The anchor at the City Center is DT Cinema, a 
multiplex. The smell of freshly varnished wood per- 
meates the air inside, and the place is swarming 
with mall rats. The mall also houses Mojo's, a small 
cavernous watering-hole that is rapidly gaining the 
reputation as the hottest night-spot in Gurgaon. 


PEOPLE LIKE US. YOUNG PROS 
who stay in Gurgaon because 
U S either husband or wife works 
there, and it is less expensive 
to do so than in Delhi. Not unfit, 
not fit. Party occasionally, eat 
out occasionally, not heavily 
into anything. Constitute the 
majority of the population. 


Proles Like 















For the suburban 
sheiks of Gurgaon, the 
dependence on Delhi 
is minimal, if not 
altogether non-exis- 
tent. “It has been 
more than a cou- 
ple of months 
since I’ve crossed 
the border (to go 
to Delhi),” grins 
Sunil Jasuja, CEO of 
the suburb-based BPO 
start-up Paras Calltec. 
“The comfort levels here 
are so high that you 
don't have to look too 
far beyond." 

Jasuja may be stretch- 
ing the suburb's attractiveness a tad. It is close to im- 
possible to find repairmen (think faulty telephones, 
pipes, or wiring) outside the self-sufficient condo- 
miniums. Multi-utility vehicles ferrying call centre 
agents roar through the streets, placing the life and 
limb of residents at risk. And for a suburb that places 
a strong emphasis on quality of life, healthcare fa- 
cilities are surprisingly scarce. 

If one were to look for the leitmotif in a guppie's 
life in Gurgaon, it would have to be material com- 
fort—from air-conditioned mega malls to floodlit 
golf course to the landscaped greenery in condo- 
miniums. As for the guppies themselves, they are 
largely a homogenous lot. Still, this writer was 
able to spot five distinct sub-species. Try pigeon- 
holing the guppies you know; we can't think of any- 
thing better to do on a hot Sunday afternoon. 


TREADMILL 


Supersetting 

| S THERE SAFE, DRUG-FREE WAY TO BUILD MORE 
į muscle in a shorter period of time? Ridi- 
culous as that may sound, there actually is: 
Supersetting. Not familiar with what that 
means? Let's begin from scratch. In conven- 
tional weight-training, exercises are done in P^ e 
straight sets. That is, you do three or four sets of the same 
exercise one after the other with short rests between each 
set. In each set, you do eight to twelve repetitions in a row, 
rest for a minute and do another set and so on. Super- 
setting is an advanced training technique, where two sets 
are performed with virtually no rest interval in between 
and are an excellent means of building muscle. It is con- 
venient too, if you have less time to workout. In fact, you 
can superset between two body parts. For instance, you 
can alternate between a set of bench presses and a lat pull 
down to work your back and chest muscles simultaneously. 

But there's a downside. When you do two sets of 
exercises with no rest in between, it means that your abi- 
lity to handle weights suffers, particularly in the second leg 
of the superset. So supersets aren't exactly the best met- 
hod to increase strength or build power but, as most wei- 
ght-trainers will tell you, supersets enable you to 'shape' 
your body fast. If it's that elusive V-torso you're looking 
for, supersets are for you. But you'll rarely see powerlifters 
or other sportpersons who rely on strength and power do- 
ing supersets. On the contrary, they do the opposite—take 
longer rest periods between sets in order to recuperate to 
be able to lift heavier weights in subsequent sets. 

But let's list the advantages of supersets. First, they 
let you do your exercises in a shorter period, hence saving 
you time. Second, they increase intensity: your muscles 
work more in less time. Third, because supersets cannot 
be done with weights as heavy as you would normally use 
in straight sets, they help in preventing injuries. Supersets 
can be done for same muscle groups (two different 
exercises for the chest musces, for example) or for two dif- 
ferent musice groups (back and chest or legs and shoul- 
ders, for instance). Many prefer to do supersets for same 
muscle groups but alternating between two muscle groups 
could help you save more time as well as give your body 
a more rounded workout. The other thing that | should 
mention about supersets is that because they don't do as 
much for strength and power, you shouldn't only do sup- 

 ersets. They could work better if you did a week of 
supersets in a month, assuming you exercise four days a 

week, and straight sets for the remaining three weeks. 
MUSCLES MANI 
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RATAN TATA (L) AND RUPER 


Star Struck 


Se: IS THE TATA GROUP PICKING UP A 5-10 PER CENT 
stake in Rupert Murdoch’s Star News? Despite 
denials from Bombay House, the buzz just won't die. 
After all, Star honchos did make a presentation to 
the Tata top-brass. Besides, Star is on a tight dead- 
line. It must reduce its holdings in the outfit to 26 
per cent by June, 2003. “Even if it’s not the Tatas, 


Sticky Issue m 


[I's BEEN TWO YEARS SINCE RAMESH 
Gelli resigned as the Chairman of the 
Hyderabad-based Global Trust Bank, 
_ but controversies continue to dog him. 
This time it's about Gelli selling a lakh 
of shares of the bank he promoted. 
- Gelli, who is under SEBI investigation for 
market irregularities, is barred (along- 
with Ketan Parekh) from selling GTB 
shares. Gelli says the shares were sold 
prior to the SEBI order, and is exaspera- 
ted with the fuss. The ex-banker’s next 
move: A turnaround fund. 


RAMESH GELLI: : 
Better luck this time £ 


rem The Pacifist 


things will definitely get firmed up within the 
month, leaving us enough time to apply for a licence,” 
a Star spokesperson told BT. Things are expected to 
hot up once Star's India CEO Peter Mukerjea returns to 
India in the middle of May. Meanwhile, don't write off 
the Tatas yet. In corporate India, vehement denials have 
preceded some of the biggest deals. 
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VIJAY MALLYA: Spreading 
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the spirit of friendship 


HAT IS IT? SRI SRI RAVI SHANKAR, POLITICS, OR MERELY 
age? We don’t know, but feisty Vijay Mallya is turn- 


O7 Vy, | ing mellow. The liquor baron, who now as an MP spends 





more time in Delhi, is waving the white flag to his long-time 
rivals, the Chhabrias of Shaw Wallace. Not only does 
Mallya seem keen to settle his dispute with Kishore Chhabria 
over Herbertsons, but he's also trying to make peace with the 
Shaw Wallace chairperson Vidya Chhabria. Is the new 
Mallya here to stay? Watch this space. 


A RAW Deal 


SIM GHOSH, MD, HUTCHISON TELECOM, HAD SOME 

fire-fighting to do last fortnight. The Research 
and Analysis Wing and the Intelligence Bureau repor- 
tedly found a security threat in the company’s Hong 
Kong parentage and its relations with Chinese compa- 
nies. The government even deferred its plans of hiking 
the FDI limit in telecom sector to 74 per cent for na- 
tional security reasons such as these. Finally, Ghosh got 
his partner, Hutchison Whampoa Group MD Canning 
Fok, to write a letter to PM Atal Bihari Vajpayee, saying 
that the report was baseless and the company operated 
purely for commercial reasons. “It was too far-fetched 
and bizarre,” says Ghosh. Maybe, he and his partners 
will have to do a better job of “connecting people". 
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Constant Guru 


E REMARKABLE THAT COIMBATORE K. PRAHALAD HASN'T TIRED 
of his India circuits. Because what the Harvey C. Fruehauf pro- 
fessor of business administration at the University of Michigan is 
forever asked to do is to tell corporate captains that they can win. 
At the Pravasi Bhartiya Divas do held in January this year, Pra- 
halad had to make a case on why India could grow faster. Again 
late April, the professor-cum-management guru had to say that 
India manufacturing is actually pretty good. In a country that's per- 
petually brainstorming, everybody is a good listener. But getting 
India Inc. to walk Prahalad's talk, it seems, is another story. [If 


CONTRIBUTED BY ABIR PAL, SAHAD P.V., 
AND VENKATESHA BABU 








SUSHMA SWARAJ (L) AND J. JAYALALITHA: Prescription mamas 


ASIM GHOSH: 
Wrong number 


EXSARSperating 


IND IT CAN'T HAVE ANYTHING TO DO 
with the fact that both are women. 
More likely it's their profession that's behind 
it—the SARS thing, that is. While Tamil 
Nadu's Chief Minister J. Jayalalitha has 
suggested a diet of papaya and basil to 
ward off sARS, Union Health Minister 
Sushma Swaraj has done one better. The 
Indian genetic make up, Swaraj has said, is 
strong enough to resist SARS. So no worry. 
But what executives, we are told, are really 
waiting to hear from the ladies is their pres- 
cription for the economy. 


C.K. PRAHALAD: Á 


Lots of patience 
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Blues for the urban cowboy 


Our new range of indigo shirts, knits and trousers will bring out the cowboy in you. Indigo shirts come in solids - blue and bleachec 
checks, dobbies and stripes. Knits are in blues and textures. The trousers are available both in blues and in a specia ightweight rar 
, Come lasso a few before they are taken. 
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If you want to share your 
leadership secrets, 
e-mail them at 
leadership@amity.edu 


AMITY 


BUSINESS SCHOOL 


THE NO.1 PVT. B-SCHOOLIN INDIA 


Website : www.amity.edu 
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A Winning Organisation 


KANWAR BHUTANI, Managing Director, Tupperware India 


HAVE IMMENSE ADMIRATION FOR LEE IACOCCA, 
the former Chairman of Chrysler Corp, 
who once said, “The kind of people I look 

for to fill top management spots are the eager- 
beavers, the mavericks. These are the guys 
who try to do more than they're expected to." 
One has to break away from the established 
norms, gear up to challenge mediocrity. 
Employees should be passionate about every 
task and goal. Energy begets energy. Every 
stellar organisation, every dynamic team func- 
tions on energy, passion and the desire to suc- 
ceed. A leader should be a never-ending reso- 
urce of energy. If one wants to develop a posi- 
tive, can-do attitude, the leader will have to set 
the tone to ensure excellence. 

The success of direct selling in Tupperware 
is reflective of the entrepreneurial spirit the 
company has inculcated in its people. It is a 
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proven fact that direct selling offers tremendous 
opportunities to individuals, providing them 
with avenues to be masters of their destiny. 

Right from its inception in 1996, Tupper- 
ware India has grown exponentially, never 
shying away from exploring new business opp- 
ortunities. This has been possible largely due to 
the company’s leadership being able to put to- 
gether a winning team. For an organisation to 
evolve into a market leader, it needs to have in 
place a team of highly motivated achievers. 

To create a winning team, a leader should 
promote independent thinking in his people, 
encourage new ideas, show willingness to take 
risks, and inspire excellence and loyalty among 
his subordinates. Leaders must never forget the 
following when they run their organisations: 
We are what we repeatedly do. Excellence, 
then, is not an act, but a habit. ED 


Patni’s Consumer 60 Minutes With 
Big Push Confidence: Ebbing Juniper's Pradeep Sindhu 
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They are more than just the women 

“behind famous CEOs. They are entrepreneurs, 
social workers, even hot-shot professionals. 
Meet the better half of corporate India. 


Sft: Geetanjali Kirloskar, Sukanya Bharat Ram, Sudha Murthy, Neerja Birla & Tina Ambani (more inside) 
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Em Germanischer Lloyd 
| REGISTERED WindEnergie GmbH 
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and delivering unbeatable power generation and efficiency for the lifetime of Suzlon wind turbines. 
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From The Editor 


S A BUSINESS MAGAZINE, OUR PREOCCUPATION IS 

large corporations and their CEOs. That’s why this 

issue’s cover is an exception. For once, instead of 
dissecting the fickle fortunes of a corporate czar, we 
decided to take a look at his better half—25 of them, to 
be exact. And what a revelation it has been. While N.R. 
Narayana Murthy of Infosys is busy battling the tech wars 
(and of late another Murthy), his wife Sudha has quietly 
been building orphanages, dharamsalas, school libraries 
in villages of Karnataka and renovating hospitals through 
the Infosys Foundation. Nita Ambani, it turns out, is not 
just the woman behind Reliance Industries Mukesh 
Ambani, but also the force behind the company's sprawl- 
ing township in Jamnagar. Of course, you probably already 
know that it was her idea to set up the Dhirubhai Ambani 
Knowledge Centre, which is the hi-tech hub for Reliance 
Infocomm’s countrywide limited mobility service. Or 
the Dhirubhai Ambani International School, which opened 
last November. Tina Ambani, on the other hand, has 
turned Reliance's upmarket textile 
brand Harmony into a platform for 


! (business today) 
young and talented artists. Shes — "228 PR mu ia 
even helped restore the Elephanta — MP 71 


Island. Then, there's Neerja Birla, 
Kumar Mangalam's better half, 
who's a big champion of the arts. 
That apart, she's helping bring cheer 
into the lives of terminally-ill chil- 
dren. I could go on, except that I 
don't want to spoil your read. What's extraordinary 
about these First Wives of India Inc., as we decided to call 
them, is their energy and passion. As the story men- 
tions, while these are privileged women, they face the same 
familial demands as any other wife in India. Despite 
their army of domestic help, they ultimately are respon- 
sible for their households. Like any mother's, their priority 
is their husbands and children. In fact, our 25 make no 
bones about it. Most of them, like Maureen Wadia, 
started their professional career only after their children 
were reasonably grown up. And even today if they had to 
take a pick between their family and work, it would be 
the former. Yet, what's obvious, too—as BT's Senior 
Editor, R. Sridharan, who put the package together, 
points out—is that in their limited ways these women 
have been able touch the lives of numerous others 
around them. And I am sure you'll enjoy reading the pro- 
files as much as we did researching and writing them. 

Meanwhile, the BT-Indica Research Index of Consu- 
mer Sentiment has spoken. The index is down a marginal 
three points to 133 in April over January. The drop in 
itself may not be a cause of concern. But what's worrying 
is that it comes at a time when many marketers were ac- 
tually expecting a revival in consumer confidence. 
Should that worry you? Find out inside. 


SANJOY NARAYAN 
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16 Nine Lives Of Copycat 


TREND: 


17 Why Carmakers Are Cheering 2003 
After two years in the wilderness, things are finally 
beginning to look better for carmakers. But will 
the good times continue through the rest of 2003? 


The BT 50 
The BT Free Float Index follows the market's 
yo-yo journey into an uncertain future. 


18 


19 Vroom! 


The upwardly mobile young Indian pro has a 
new passion—Formula 1. 


20 
21 
24 


Executive Tracking 
Dilbert 


Mr Trouble 
TRAT's Pradip Baijal is a super-bureaucrat who 
loves to take opponents head on. 


26 CEOtoons 


28 Software Plus 


The importance of Wipro's consumer business. 


32 Advertising's Millionaires 
JWT and O&M employees have the government 


to thank for their new-found riches. 


34 Consumer Cues 
Kolkata's ad club decides to poll consumers for 
its annual awards. 

36 Selling To The Poor 
A follow up to BT's 2001 report on selling to 
the poor. 

36 AP's New IT Hubs 
The Andhra Pradesh government decides to 
push Cyberabad-wannabes Vishakapatnam, 
Vijayawada, and Guntur. 

38 India Inc.'s Hate List 
What companies already hate in the yet-to- 
be-passed Companies Amendment Bill. 

40 Obituary 
A tribute to Mark McCormack, the founder of 
International Management Group and the most 
successful sports marketer of all time. 

40 A Deal That Wasn't 


The latest on the GTL-Redington deal. 
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COVER STORY 


42 First Wives Of India Inc. 


Neerja Bir a & Tina Ambani 


The wives of India’s high-flying CEOs are more 
than their hubbies' better halves. Successes in 
their own right, they’re savvy entrepreneurs, 
dedicated social workers, even hotshot 
professionals. Here’s a first-time ever report 
on The First Wives of India Inc. 


Cover photograph by Umesh Goswami, Ritesh Sharma and Deepak G. Pawar 


56 Corporate Results 


Presenting, performance trends 

based on an early-in sampling of 

India Inc’s financial results for oo 
2002-03. Some points to note. For — s | 
one, the year wasn't nearly half as 

horrific as made out to be by some 
doomsayers. For another, 
second-rung firms have done 
rather well for themselves. 








A. 





62 Patni's Play 


Narendra K. Patni wants to take his 
eponymous company public at last, as 
so many other IT service companies 
have done in recent years. The 
business is in fine shape, too. The 
only question is: with tech the way 

it is, could Patni have missed its 

big opportunity? 





68 Insurance 


The Indian life insurance sector has 
changed profoundly, ever since 

private insurers trooped in. Witness all the 
new products, distribution innovations and 
smarter use of technology. Should the old 
state-owned monopoly be worried? 


EE 80 Taking Stock of Ex-PSUs 


Three years into India's disinvestment 
era, it is time to take stock. And what do 
we have? Some happy endings, some 
works in progress and some outright 
lemons. Here's a quick report card on 
the disinvested firms. 
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RIL's M. Ambani: Riding on IPCL 


86 Consumer Index 


Here's the latest installment of the BT-Indica 
Research Index of Consumer Sentiment. It's 
down just a bit since January 2003. No cause 
for worry. Or is it? Presenting all the statistics, 
plus a qualitative analysis of the key findings. 





96 60 Minutes 


“We have just started to be successful in 
India," says Pradeep Sindhu, Founder, 
Juniper Networks, in an exclusive 
interview. Among other things, the 
one-time Xerox PARC inmate talks about 
giving Cisco a run for its money, 
Juniper's broader prospects, Indian 
talent, technological changes 

and entrepreneurship. 


EET 
dhu: Plans galore 


Juniper's P. Si 


PERSONAL FINANCE 


100 Vanishing Act of MF Returns 
Presenting the monthly BT-Mutual- 
FundsIndia.com scorecard. 


104 The Three Variables 


Earning, spending and investing. These | 
three have changed. How to cope. 
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IRCTC's M.N. Chopra: Money-sr 





MANAGING 


116 Office Quirks 
Office idiosyncrasies are legion 
in India Inc. A practical 
survival guide. 


118 At Work 
Railway food may still be an 
oxymoron to many. But 
something's changed. 


122 Case Game 
How should RJN position its 
new brand of bischips in the 
consumer's mind? 


126 Bookend 
A dollar crash scare scenario, 
India's foreign policy and tips 
on joining Microsoft. 


TODAY 


128 Help, Tarun! 


BACK OF THE BOOK 


134 Blogging 
Everybody loves a good blog. 
And here's the low-down on 
blogging as a phenomenon 
in Corporate India. 


PEOPLE 


138 Anand Mahindra at 
Cannes; P.K. Chaudhury 
in Kuwait; N. Srini- 
vasan at M&A; 

Prakash Apte in WSJ; 
Satyanarayan Rao at 
IRDA; and the Ruia 

brothers in Lebanon. 


COLUMNS 


72 Success Secrets 
By Mark McCormack 


74 Kiran’s Korner 
By Kiran Karnik 


84 Notes From The Trough 
By Mahesh Murthy 


142 Leadership Secrets 
By Pradeep Kumar 
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Close Reading Leaves 

Economic research data is supposed to be fairly 
straightforward. And so it is, for most countries. But 
countries alone are not the only economic zones there 
are. Which is why the National Council For Applied 
Economic Research is studying state-wise performance, 
Canada brief E ona grant from the Canadian High Commission. 


Brand Culturalisation 

E Brand this, brand that, and now, brand culturalisation. 

$ èw EE Reaching for your gun? Don't. It’s not the latest attempt 

ra b in marketing jargonisation for the merry purpose of | 

1 i 442 higher obscurity and greater reader bewilderment. Itis — 
2M NS something that brand marketers ought to pay attention 

Brand cult: Fit to. Because it pays. 





IM 
+ 
i 


TOLER 


PN es ko aN Ble 





Moving Mountains 

Here we have them. Some of the brain teasers that you 
should be familiar with if you want a job at Microsoft, 
or any of the other brain seekers in techland. At least 
according to William Poundstone, author of the 
book, ‘How Would You Move Mount Fuji? We pres- 
ULLUS ent some of the best puzzles. 





Now, get a hot new On EDerhent tip m the dava every vday and participate in opinion 
polls through SMS on your mobile phone 24 hours a day. 


TO RECEIVE BT'S TIP OF THE DAY 


1. Go to "Write messages" 2. Type "BTTIP" on the 3. Send the message to 4. You will receive the 
on your mobile phone. message screen. the number "2424". hot management tip for the 
day in a return message. 


TO ANSWER THE BT-ON-THE-MOVE QUESTION 
Will the rupee strengthen further? 


1. Goto "Write messages" 2. Type "BTPOLL Y" for Yes. Type "BTPOLL N" for No. 3. Send the message to 
on your mobile phone. the number "2424". 


*Send BTPOLL F after June 8, 2003, for the final poll results. 





Readers can also participate in the poll at www.business-today.com 





NOTE: Not available with all cellular operators. Regular SMS charges apply. Powered by ActiveMedia Technology, UK. www.activemediatech.com 
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The IBM ThinkPad. Attracting attention since 1992. — /8V/ ThinkPad notebooks powered by the 


! fe Mobile Inte’ Pentium® 4 Processor-M or 
People are bound to stare. Especially when it's over a sleek statement like the Mobile Intel® Pentium® IIl Processor-M 


¢ IBM ThinkPad. But that's the kind of thing one gets used to, when one carries are designed to suit varying needs. 


a : 
India’s No.1 notebook!, that has over 1000 awards to its name. R Series: Best blend oí portability and essential 


Fully equipped with future-ready touches like the freedom of wireless features. Ideal for sales people. 
connectivity”, to make sure you are online, wherever you happen to be. a tan ORT TIS d MAC Choose an IBM ThinkPad lod 
; ; T Series: A balance of performance and portability | Ray ài 
2 
. The IBM ThinkPad comes with a unique Embedded Security Subsystem For the office, at home or anywhere in between. -> www.ibm.com/in/ipdecision 
that allows you to encrypt data, making it meaningless to intruders. Estimated Street Price: From Rs. 1,59,900/- * ew ; ne com 
! o 2 P - 
To protect your investment, most IBM ThinkPad notebooks come with a X Series: Extra-light, extra-small, ultra-portable e Chennai - 24988508 
: i 3 à 2 notebook. Ideal for frequent travellers. e Kolkala - 22822126 

3-year insurance" and a 3 year global warranty". Moreover, you are Fstimated Steet Price: From fle: 1.24. 900." o Mmtai 20839877 
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You'll appreciate everything about the IBM ThinkPad. | Ideal for people who need to carry work home. S m done z 
And you'll notice others will too. Estimated Street Price: From Rs. 1,45,900/- * reseller for more information o 





IBM recommends Microsoft® Windows® XP Professional for Business. 


IBM is a registered trademark of International Business Machines Corporation in the US and/or other countries. Other company product or service names may be trademarks or service marks of their respective owners. Intel, the Intel Inside Loge and Pentium are 
trademarks or registered trademarks of Intel Corporation or its subsidiaries in the United States and other countries. Microsoft and Windows are registered trademarks of Microsoft Corporation. Certain Microsoft software product(s) included with this computer may use 
technological measures for copy protection. IN SUCH EVENT, YOU WILL NOT BE ABLE TO USE THE PRODUCT IF YOU DO NOT FULLY COMPLY WITH THE PRODUCT ACTIVATION PROCEDURES. Product activation procedures and Microsott's privacy policy will be detailed 
during the initial launch of the product, or upon certain reinstallations for the software product(s) or reconfigurations of the computer, and may be completed by Internet or telephone (toll charges may apply) Location: The Park Hotel, Bangalore. “Sales tax and other levies 
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The Company Watchdog 
This refers to your cover story 
CFO'S Day Out (BT, May 25, 
2003). The story does well in 
highlighting the key role that the 
CFO plays in an organisation today. 
He is the firm's financial watchdog 
—negotiator par excellence and 
key decision-maker. People like 
Suresh Senapaty have clearly red- 
efined the role of CFO’s in today's 
corporation. However, this trans- 
formation has been far from uni- 
form. While the role has been 
completely redefined in the case of 
larger firms, mostly because of 
the tremendous pressure they are 
under to match the operational 
standards set by global corpora- 
tions, smaller businesses have been 
slow in recognising the catalyst 
role that can be played by the 
CFO. Nevertheless, the CFO has 
now become a force to reckon 
with in the overall management of 
companies today. 

NEEL SUNDARAM, through e-mail 


Apropos CFO's Day Out (BT, May 
25, 2003), the cFo has been descri- 
bed as the CEO's right-hand man. In 
the current business scenario, the 
CFO does play a critical managerial 
role. However, it seems to me that 
your story has gone overboard in its 
enthusiasm and has ended up 
overemphasising what is, at the end 
of the day, a position overshad- 
owed by that of the cEo's. If the 
CFO does everything from negotia- 
tions to investor liaison , from M&A 
to corporate communication, is the 
chief executive a mere puppet? 
That conclusion seems a bit far 
fetched and is not supported by 
the evidence on the ground. 

AVEEK ROY CHATTERJEE, Delhi 


A Gloomy Picture 

Paranjoy Guha Thakurta in 
Reforms! What Reforms? (BT, May 
25, 2003) has successfully por- 
trayed the dismal state of the Indian 
economy. Lack of political 
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consensus is the key reason why 
the economic reforms in the coun- 
try have failed to yield the desired 
results. Repeated uproar in Parlia- 
ment over disinvestments, the lack 
of a consistent policy on wasteful 
expenditure, neglect of employ- 
ment generation—all these are in- 
dicative of a deep-seated economic 
malaise that the country continues 
to suffer from. Reforms have lost 
steam, the economy's growth rate 
stands at 4.5 per cent and inflation 
at 6.8 per cent. A tight job market 
only makes the situation worse. It is 
time the Union government pulled 
up its socks and took measures to 
solve the problems crippling the 
Indian economy. 

VINOD CHOWDHURY, Delbi 


Comeback Time 

Apropos Scootermania! (BT, May 
25, 2003), the scooter retains its 
appeal for the country's lower mid- 
dle-class despite the great motor- 
cycle offensive of the nineties. For 
years, scooters have been afford- 
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able vehicles for this class. Despite 
being utility vehicles, they could- 
n't develop the kind of glamour 
associated with motorbikes and lost 
a lot of ground to the latter in the 
nineties. However, after the resoun- 
ding success of the Activa, focus 
has shifted back to the scooter mar- 
ket again. If the present trend per- 
sists, a time may come when scoot- 
ers will become the growth driver of 
the two-wheeler market again. New- 
age scooters have already entered 
the lexicon of cool with the col- 
lege going youth and are gaining 
popularity among students and 
working women, especially in cities 
like Pune and Chandigarh. 


ASHISH B. DUTTA, through e-mail 


Much Ado About Branding 
Apropos Using That Brainwave (BT, 
May 11, 2003), brand-building is 
seen as a complex process. A prod- 
uct becomes a brand according to 
its value and position in the market. 
In fact, positioning—the target mar- 
ket, the aspirational value of the 
product—is a critical factor towards 
the making of a brand. Marketing 
plays an important role in the 
brand-building process. Customer 
satisfaction is an inherent aspect 
of brand loyalty. A product bec- 
omes a brand only when it is able to 
meet customer satisfaction. In fact, 
it is the consumer who is instru- 
mental in converting a product into 
a brand. The value is the satisfaction 
that the customer derives from 
the brand. Now if only the process 
of brand-building could be bifur- 
cated clearly into these two afore- 
said tasks, the process would bec- 
ome easier and more effective for 
the brand managers. 

ANKUR GOYAL, through e-mail 
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National Panason Ltd. Branch Offices: Delhi: 26176339/40. Ahmedabad: Tel/fax: 6405060, 6405070, 6420180. Kolkata: 22882531, 2288532. Chennai: Ph: 28253462-65. Fax: 28214865. Bangalore: 
5597411/12. Panasonic Brand Shop: Delhi: Ansal Plaza: 26262301/302. EL World: 25749451/52/53. Ahmedabad: 6401133/6262. Kolkata: 24602234, 24404244. Authorised Distributor: Delhi: Sangee 
Communications: 26251777/7323, 8642000/2001. Shiv Enterprises: 27679999/59999, 23412345, 9811294062. Jaipur: Sharad Electronics: 2280842, 2280650. Jodhpur: Sardar Agencies 2513837, 9414127771. 
Chandigarh: Office Plus: 705651, 709266, 9814038551. Ludhiana: 2411174. Jalandhar: 2481995. Haryana: City Trade Links: 9810029125, 9810167968. Ahmedabad: Shakti: 9825014020. Thirdwave: 9825014466 
Cavitak: 9824071878. Baroda: Rediphone: 2325838/39. Surat: Panalink: 2424227/72. Focus: 2402777/888. Adheshwar: 2475955/56. Rajkot: Poojara: 2480481/2. Indore: Force: 9826099984. Shakti: 9827070582. 
Shopal: Casyon: 9826069098. Infocom: 9827010622. Raipur: Casyon: 9827164361. Chennai: Mehta Communications: 26412005, 26412006. Pondy: Vedha Systems: (0413) 2240890, 2240892, 9843044890. 


zoimbatore: Mobile World: 2490010, 5584890, 9843090805, 9842290805. Madurai: Zara Comm.: 9842146300. Hyderabad: Communication Shoppe: 27812017, 55328708. Rayalseema/Telengana: Essem 
zommunications (Hyd) Pvt. Ltd.: (040)27561094, 27550108, 9849023988. Vijayawada: Real Care Electronics: (0866) 2570140, 2575240, 9849256426. Vizag: Vishaka Communications: (0891) 2541464, 2505674, 
1848273529. Kerala: Kochi: Poovath International: (0484) 2350877, 2350878, 9846075777. Kolkata: Usha Electronics: 22824118, 22403384. ABM Sales Corp.: 22804464, 22400672. Siliguri: Electro Galaxy: 2428687/88. 
3uwahati: J.M. Elect.: 2510063. Shillong: TechnoCare: 2223378. Bhubaneswar: Maitri Enterprise: 2518151. Patna: Singapore Sales: 2660589. Bangalore: Online Instruments: 5280083, 5215312, 9844125747 
Authorised Dealers: Bangalore: J.C. Rd: Sangeetha: 6707111. St. Marks Rd: Global Access: 2996560. Brigade Rd: Prakash Co.: 9845298451, 5589000. Airport Rd: Electro Music 2000: 5222541. Rajaji Nagar: Prime 
3ales Corporation: 9844070664. Mysore: Kaveri Electronics: 446591. Davanagere: Prime Distributors: 9845082464/32464. Hubli: Radiant Corporation: 9844160444. Mumbai: Advance Computors: 23454203. Bee 
systems: 27658653, 5590648. Citisonic: 55974100, 55974444. Nagpur: Vidharba Infotech Pvt. Ltd.: 2548703/707. Pune: Pelican Telecom Pvt. Ltd.: 5536900, 4018900 everest/03/NPIL/89 





Do you 


have what 
I need? 


Every time you go shopping, technology is 
helping retailers answer your questions— 
and plenty of others besides—more 
accurately. How retailers are driving their 
business processes with IT in their quest for 
profitable growth. 





“We have had customers come for returns and they then became our permanent customers,” says O.P. 
Bansal. Sounds illogical? A customer makes a return because she’s not satisfied with the purchase. So what’s 
Bansal, who is senior manager, IT Services, of ITC’s Lifestyle Retailing Business Division, so pleased about? 
The reason is that ITC allows customers to change or return goods bought from any of its stores, at any other 
store in the country. And this is possible only because it used technology to ensure that sales data in each 
of its Wills Lifestyle stores is updated at its head office, and is available at all the others within 12 hours... 


This and more in the May issue of 


Smart Inc 


The New ‘TECHNOLOGY IN BUSINESS’ magazine 
brought to you by The India Today Group 





Logistics firm Safexpress is finding that 
technology helps it to provide new levels 
of customer service—and also overcome 
a few typically Indian infrastructure 
glitches. 


As you’re driving back from work, you 
barely notice a Safexpress delivery vehicle 
buzzing past the other way. Nothing unusual 
enough to tickle your interest, but if you’ve 
sent a shipment through the logistics 
company, you might be left wondering if 
that particular vehicle might be carrying it. 

To set your mind at peace, you could just 
walk into a cyber café, or better still, use your 
mobile phone... 





d 


Other Highlights 


>> Interview: Prasad Naik, general manager - 
corporate systems, at engineering firm 
Ingersoll Rand, says information technology 
has been a corporate "lifeline". He speaks at 
length on the firm's IT strategy and it's 
importance to his company. 


i I 
| 2) Itneedn'tbe sour CRM: You're stuck withCRM i 
gone wrong? It's not so bad, because youcan  ! 


Y 





still make it work for you the second time 
round. The trick is to focus on what CRM 
means to you, not on the technology. 


A rose by any other name may not necessarily 
be a rose. Classification and coding standards 
hold the key to effective e-procurement and 
e-sourcing. Here's how you can drive value and 
pave the way to e-business success. 


Y 


The Web is not enough: How smart agents 
will scour machine-understandable sites, 
contact other agents, and clinch the best 
business deals for you. 


The rapid growth of e-commerce has led to wide 
scale automation of transactions. However, the 
content of these transactions (descriptions and 


names of products/services) has largely remained >> Whats New: A look at the latest IT products. 


unstandardised... 
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. To Retain your Edge in Business through Technology FREE! 
SUBSCRIBE NOW! 


Rs 1200 Rs 840 | 30% - 





PLUS 
your Free Gift 
(worth Rs 1437) 





YES! I want to subscribe to Smart Inc for Rs 840 only and get a copy of ‘Evolution Not Revolution’ by John R. Logan 

| am enclosing a cheque/DD NoO................csssecccseesessceeseeeneees EOIN ONT iiem bank). 2... serae de nal avihss saei rosa suas i dea E E T 
volt PRERANE S WENN favouring ‘Living Media India Ltd.’ for Rs 840 (Please add Rs 10/- for non-Delhi cheques) 

OR please charge my Credit Card [| Visa u Mastercard a American Express 

am LELET EET SE ETE Card expiry date |_| JLI J[TTT] 


EAn AAC A 1 ES te E AETAT S DE e irs m MM ed Date of birth | | | | | IE i= | 
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BEBAENIBER S DETMUSQIITO, uir ceni Eee ob <i vaca dee bottles LoL nce ce ass seni ca a Plc ne cessa ERR E 


i Please fill the coupon and mail to: Living Media India Ltd., Hamilton House, 1-A, Connaught Place, New Delhi - 110001 S m | a d 
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List Of Companies (2001-2002 income) 


A 
AV Birla Group (N.A.) 42 
www.adityabirla.com 


BHEL (Rs 7,206.56 cr) 100 
www.bhel.com 


G 

GAIL (Rs 11,664.08 cr) 100 
wwWw.gail.nic.in 

Godrej Group (N.A.) 42 
www.godrejindia.com 


H 
HLL (Rs 10,376.81 cr) 17 
www.hll.com 


| 

ITC (Rs 5,201.58 cr) 100 
www.itcportal.com 

IOC (Rs 11,8067.9 cr) 80 
www. iocl.com 

IPCL (Rs 5,134 cr) 80 
www. ipcl.co.in 

Infosys Tech. (Rs 3,722.3 cr) 100 
www. itlinfosys.com 


È 

L&T (Rs 8,303.89 cr) 100 
www.larsentoubro.com 

M 

MTNL (Rs 6,021.69) 80 


www.mtnl.net.in 
Maruti Udyog (Rs 9,191.8cr) 17 
www. marutiudyog.com 


N 

National Aluminium Co. 

(Rs 2,789.87 cr) 80 
www.nalco.com 


R 

Ranbaxy (Rs 3,101.8 cr) 100 
www.specialtyranbaxy.com 

RIL (Rs 46,899 cr) 80 
www.ril.com 

S 

SAIL (Rs 16,871.68 cr) 17 
WWW.Sail.co.in 


T 
TELCO (Rs 8,852.21 cr) 100 
www. tata.com 


Tata Steel Co.(Rs 8,371.97 cr) 100 
www. tata.com 
Tata Sons (Rs 3,257.99 cr) 80 
www.tata.com 


V 

VSNL (Rs 7,083.78 cr) 80 
www. vsnl.com 

Ww 

Wipro (Rs 4,103.2 cr) 17 


www.wipro.com 





List Of Advertisers 

A 

Amity (Direct) 22; 23, F42 
B 

BILT (Lintas) 59 


Business Today (N.A.) 
25, 30, 31, 76, 79 


C 
Canon (Rediffusion DY&R) 15 
ColorPlus Fashions 


(Fortune Commns.) 140, 141 

Cotton Gold Alliance (HTA) 29 

D 

Daly College Business School 

(Ankit Advtg.) 109 

Ev 

Emirates (Everest) 24 

H 

HP (Publicis) 75 

| 

IBM (O&M) | 7 

ICFAI (Sobha Advtg.) 85, 93, 
95. 103 


14 BUSINESS TODAY JUNE 8 2003 


IIFT (Airads) 105 
IME (Sharma Advtg.) 113 
ITC Hotels (HTA) 35 
ITC (Lintas) Back Cover 
M 

Madura (McCann Erickson) 26 
Maruti Udyog (Lintas) 8, 9 
N 

National Panasonic (Everest ) 11 
NIILM (Direct) 111 
Nike Licensee Sierra 

(Rediffusion DY&R) 21 
P 

Pantaloon (Millennium Media) 39 
Park Avenue (Starcom) 3, 55 
People Soft (Direct) 27 
S 

Samsonite (TBWA Anthem) 53 
SAP India (O&M) 49 
Smart Inc.(N.A.) 12 
SP JAIN (Direct) 107 


Sun Microsystems (Orchard) 37 


Suzlon Energy (Grey Worldwide) 
In Fr. Cover, 1 
Symantec (HTA) 73 


T 
Toyota Kirloskar (Orchard) - 
In. Back Cover 


Tyco (Ranjani Advtg.) 67 
W 

Wigan and Leigh (Crayons) 115 
X 

Xansa (TBWA Anthem) 41 
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From the leader in camera and print technology comes the ultra-convenient Canon Camera Direct. 
This powerful innovation lets you shoot and print high-resolution photographs anytime and 
i anywhere, simply by connecting a Canon digital camera to a Bubble Jet Printer. For nes, | 
DE 1 0] dapkiaan maps with the stylish, 4-megapixel IXUS 400. Featuring a 3x zoom, the IXUS 400 is | 
| powered by DIGIC, Canon's revolutionary digital imaging processor that vastly improves ' 
image quality. Connect it directly to the beautiful Canon i70, a portable photo printer that offers | 
true desktop performance wherever it's operated; it can even output brilliant, A4-size 


borderless prints. No PC. No processing lab. No waiting. Just beautiful photographs instantly. 


Photo Printer with 
optional cradle 


í, ***, 


Exif Print 


Call Canon at 1600 33 33 66 or log on to printers.canon.co.in 
South East Asia Headquarters-Canon Singapore Pte. Lid. India Office-Canon India Pvt. Ltd., Neela Gagan, Mandi Road, Mehrauli, New Delhi-30. 
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Nine Lives Of Copycat | 


HE RECENT SUPREME COURT RULING STAYING 
the telecast of a daily soap based on novelist 
Barbara Taylor Bradford’s bestseller, “A Woman 
of Substance’, has yet again brought to the fore the con- 
tentious issue of copyright violation. As the novelist her- 
self points out, the world is shrinking and gross vio- 
lations of copyright such as this one can no longer go 
unnoticed. That should certainly stem the creative 
juices of Bollywood badshahs, many of whose ‘hits’ 
have been blatant lifts from Hollywood flicks. Now the 
broadcast industry in its own quest for the hit formula 
has very simply decided to tread on the same ground. 
Films, media or broadcast, however, are by no 
means the only violators of copyright. The issue really 
is one of Intellectual Property Rights (IPR) violation 
whereby the right to an idea is 
vested with an individual who has 
laid claim to the generation of that 
idea and as its innovator would 
need to be compensated when- 
ever the idea is used. IPR broadly 
encompasses the rights belonging 
to individuals in the form of copy- 
rights, trademark rights and patent 
rights. If this simple definition be 
applied then everyone right from 
the cable operator who lifts signals 
of a channel to insert his own adv- 
ertisements to the counterfeit 
products manufacturer who 
causes substantial revenue ero- 
sion for MNCs like Lever, is a vi- 
olator of IPR. Why even a com- 
monly accepted practice like reverse engineering of 
in-patent drugs by domestic pharma companies 
would be construed as a violation of IPR once the 
patent regime comes into force in India. 

- Several developing countries including India have 
been put on the United States 301 Priority Watchlist 
on grounds that domestic IPR legislation is not in tune 
with international requirements. While these allegations 
are debatable it might be worthwhile to delve into the 
core of the argument. At the core of it all is affordability 
of products and services whose IPR cost needs to be fac- 
tored into the price of the product. And this becomes 
particularly relevant in the case of developing 
economies where the cost of most products and serv- 
ices would turn prohibitive once the IPR cost is included. 
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Let's take the case of software where high prices cou- 
pled with the ease with which it can be copied have 
resulted in rampant levels of unlicensed software in 
developing countries, particularly China where the pc 
shipments far exceed the numbers in India but the 
amount of software sold by MNGs is almost the same in 
the two countries. That means that a majority of 
Chinese users simply thrive on unauthorised soft- 
ware. The issue of IPR and the resultant monopolies is 
one that has taken epic proportions in this sector, 
which also has the unique distinction of taking the bull 
by its horns through the revolutionary open source 
movement. But that is another story. ! 
A more pragmatic way to address the issue would 
be to look at the cost heads of IPR protection and 
the mechanisms available to ad- 
- dress these issues particularly in 
the context of developing 
economies. Why do IPR-protected 
3 ts cost as much as they do? 
The process of registering IPR it- 
self is an expensive one and all IPR 
barring copyright is territorial and 
has to be registered individually 
across territories. Enforcement is 
also country-wise and carries its 
_own cost. Finally, the IPR regime in- 
~~ Chttegg_just two parties—the inno- 
vator ane@@ag user with practically 
no room for a third-party unless the 
compulsory licence clause is ap- 
plied. The compulsory licence is a 
provision that allows for the gov- 
ernment to step in in case of emergencies or to address 
issues of affordability. The provision is almost never 
used by governments for fear of the political signals that 
it would send out. A judicious use of the compul- 
sory licence coupled with a kitty to compensate the in- 
novator could be one measure to handle IPR violation 
issues. And there is the competition law, which comes 
into play when someone is perceived to be over- 
charging users. This law saw Microsoft being hauled 
to the courts in the famous anti-trust case. The issue fi- 
nally boils down to one of a balancing act that involves 
compensating the innovator even as users are spared 
undue costs. And this is the issue that governments and 
trade bodies in developing economies are going to have 
to address as the world economy gets integrated. 
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Formal Pintuck Shirt. 
The finest European cotton from Brennet. 
Pintuck d on cuffs and front yoke. 


Scottish Trouser. 
Superfine European cotton. 
Elegant Scottish checks. 





Essential Office Shirt. 
A fine blend of cotton and lycra. Unique 3/4 sleeves. 
Chic details on the shoulder and cuffs. 


Classic Straight Leg Trouser. 
The finest blend of fabrics. Styled with darts. 
Crafted with hidden pockets that set it apart. 


qmm TIT 





. Enjoy the change 
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REDEFINING CORPORATE ATTIRE 
For New AGE LEADERS. 


Available at the following ITC’s Wills Lifestyle stores: 


Delhi South Ex.-1, G.K.-1, C.P, Karol Bagh, Noida | Chandigarh Sec.-17 | Lucknow 
Hazratganj | Ludhiana The Mall | Bangalore Brigade Rd. | Chennai Khader Nawaz 
Khan Rd. | Hyderabad Panjagutta | Secunderabad M.G. Rd. | Ernakulum 
M.G. Rd. | Kolkata Shakespeare Sarani | Mumbai Warden Rd., Colaba, Linking Rd., 
Lokhandwala, Vashi | Pune J.M. Rd. | Ahmedabad C.G. Rd. | Baroda Alkapuri | 





PRESENTING WILLS CLASSIC. 


NEW AGE FORMAL WEAR For MEN AND WOMEN. 


New age leaders are changing the rules of business, 


ion. 


innovat 


teamwork, enterprise and 


encouraging 


es of hierarchy and domination. 





Breaking down shack 


t are new age formals. 


ing with this spiri 
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In keep 


Wills Classic. Featuring luxurious fabrics from Albini of Italy, 


Brennet of Germany and fine Irish linen. 


Offering a tempting choice of collars and cuffs. 


Comprising a meticulously crafted range that's perhaps 





the finest tribute to the new age leader. 





Classic Collar Shirt. 
Exceptional European fabric from Brennet. 


Pleated Yoke Shirt. 
Fine blend of cotton and lycra. 


Stylish pleated yoke. Small rounded cuffs. 


Mosaic Check Shirt. 
The finest cotton with herringbone texture. 
Distinctive checks for a distinguished look. 


Crafted with a classic collar. 


Herringbone Dress Trouser. 
The finest fabric from Drummond of England. 


Pinstripe Trouser. 
Fashioned from the finest fabrics. Styled with 


bem ee mi eaten ARM Rhian AAA 


Premium Structure Trouser. 
The finest fabric. Stylish slant pockets. 
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LEADER 


< Why Carmakers Are 


eering 2003 


Carmakers sold 50,000 more cars in the first four months of the year 
as compared to last. Is year? BY SUVEEN K. SINHA 
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F MESSRS KHATTAR, KIM, TATA, 
Toyoshima, Birla, Vij, 
Friedman, and Montanari are 
happy, there's reason for it. 
Actually, as any of the gen- 
tlemen named in the sentence will 
tell you, there are around 50,000 
reasons, each riding around on four 
wheels. That's the extra number of 
cars India's passenger car makers 
sold in the first four months of 





2003 going to be the 





2003, as compared to the first four 
months of 2002. With the met 
department predicting a good mon- 
soon—don't you know; the fate 
of just about every market in India 
is linked to the rains—2003 may be 
all that the Indian car industry 
prayed for in its two years in the 
wilderness, and then some. 
Carmakers can take some of the 
credit for that. This year has already 





seen one new brand and six new 
models, and there's promise of 
more to come. Better still, none of 
the launches have been the bored 
let's-do-something-too kind. 
Chevrolet Forrester, for insta- 
nce, priced at around Rs 15.5 lakh 
has redefined the premium ute mar- 
ket, hitherto represented by the 
Pajero (Rs 30 lakh-plus if imported; 
Rs 20 lakh-plus if assembled 
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locally) and pretender Safari. Forrester was fol- 
lowed by Maruti's Grand Vitara and Honda’s CRV, 
both in a similar price band. And if Hyundai 
launches its Terracan, ute-shoppers can choose 
from a profusion of riches. 

The companies had help from an unexpected 
quarter, India's Finance Minister Jaswant Singh. Even 
the most inveterate optimist expected the excise duty 
on cars to come down by 4 per cent in the budget; it 
came down by 8 per cent. Not surprisingly, March 
2003 was the best month in the history of several mod- 
els, Maruti 800 and Toyota Qualis included. The 
sales-heavy harvest, marriage, and festival seasons lie 
ahead and some car makers are predicting a market in 
the region of 600,000-plus cars this year. 

General Motors India, stodgy thus far in India, 
has been a whirlwind of launch activity in the first 
four months of 2003. It has launched Opel Vectra, 
Chevorlet Forrester, and two variants of Corsa Sail. 
The Sail twins, priced at around Rs 4.5 lakh mark 


DOMESTIC PASSENGER CAR SALES 


2000 517666 
2001 506393 
2002 543681 
2003 196628 


January-April 





o 
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Figures are no. of units 


the company’s entry into the volumes segment of the 
market. “We took a conscious call last year that we 
have to look at volumes, enter mainstream mar- 
kets, and price our products attractively,” says Vinai 
Dixit, Vice President, Marketing, GMI. And if the 
buzz in the market is to believed, GMI may relaunch 
Daewoo’s Matiz. That should make its objective 
of doubling unit sales to 17,000 this year a breeze. 
Other companies haven’t been idle. Toyota 
launched the Corolla, sales of which have climbed 
rapidly to about 800 per month, and has been toy- 
ing with the idea of bringing in a SUV, perhaps 
Landcruiser. Maruti, its Vitara launch behind it, is 
considering offering some big saloons and talking 
about a new car that will replace the 800. Ford 
could launch its ute, Everest. And Hyundai has 
completed a market-study for its small car, Getz, alt- 
hough its president B.V.R. Subbu would like to 
“wait to see how business confidence shapes up post 
August, once the monsoon is through". Still, we've 
got a feeling 2003 could be it—remember that 
oft-quoted saw, It never rains, but it pours. 
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METRICS 


The BI 50 


The BT Free Float Index, like the market, 


continues its yo-yo journey into an uncertain 
future. We, for one, are definitely mourning 


its lack of regard for fundamentals. 
112.17 





e 

January May 
2002 2003 
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"HE INDIAN MARKET FOR 
64-bit processors is, 
at best, minuscule, but 

that hasn't stopped AMD 

from launching its offer- 

ing, Opteron. Microsoft - 
has promised a beta 748 
version of an os for it | 
by mid-year and iBM has | l 
a server running Opteron lined up, but 
the chip's usP is the fact that it can live 
with 32-bit software. Intel hasn't really had 
it easy with its 64-bit offering Itanium 





and it remains to be seen if Opteron will set - 


the circuits on fire. However, both com- 
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panies can take heart from the fact that 


64-bit ed it ed is the way of the future. 


PRIYA SRINIVASAN 


Vroommmmmmmm! 


The upwardly mobile young Indian pro has a new passion—Formula 1. 


E A MAN THING. EVERY TIME 
there is a Formula 1 event on 
the tube, some 600,000 passionate 
viewers (all men) switch on their 
sets. Around 25,000 readers buy 
Indian racing magazine F1 Passion, 
which comes out with 16 issues a 
year (one for each of the 16 F1 
races). And tour operator SOTC sent 
400 Indians to Kuala Lampur for 
the Malaysian Grad Prix earlier this 
year. Move over English Premier 
League, the smart set has a new niche 
obsession, Formula 1. “F1 involves 
a thorough understanding of the 
mechanics and the technology in- 
volved,” says Sudhir Chandran, 
Editor, F1 Passion. “It creates a set 
of loyal viewers who identify with 
the global audience of the game.” 

Some of the recent upsurge in 
interest can be attributed to the first 
live telecast of the season, that of the 
the Fosters’ Australian Grand Prix 
(March 9) on Star Sports. Viewer- 
ship touched 0.83 per cent in Delhi 
and 0.68 in Mumbai, not bad for a 
niche programme. The channel, 
says Manu Sawhney, its MD, “is also 
increasing the scale of on-ground 


CAMWORK 


activities.” That includes an arrange- 
ment with 27 watering holes across 
eight cities to air the live telecasts. 
And Doordarshan and Ten Sports 
have jumped on to the bandwagon, 
making India one of the few coun- 
tries in the world where more than 
one broadcaster carries a live telecast 
of the races. Companies have hop- 
ped on for the ride too: apart from 
international F1 sponsor Foster’s, 
Indian brands such as BPCL’s Speed 
and Hero Honda, even the local 
arms of IT companies H-P and 
Computer Associates organise 
events, roadshows, and offer F1 
promotional merchandise. 

Rarely is F1 seen alone at home; 
it is invariably watched at the most 
happening dive in the city. Today, 
from Sidewok in Mumbai to Urban 
Edge in Bangalore to Pebble Street 
in Delhi to Trackside at Salem, a clu- 
tch of outlets is leveraging the F1 
craze to its advantage. Check out 
your city's place-to-watch-F1-in; who 
knows, you could meet one of the 
Pit Babes, courtesy the sponsors. 
Sexist? You bet. F1 is a man thing. 

DIPAYAN BAISHYA 


GETTY IMAGES 


Formula One: The new new thing 








Spy Lies And Videotape 








Hutch’s Asim Ghosh: On tape 


OU DO NOT NEED SPY CAMERAS 

to prove that the wLL-mobile 
service of Reliance and Tata Tele- 
services spills over into towns in 
adjacent states, but given the 
blind eye of the regulator, Hutch 
has taken the trouble to film the 
provision of this illegal service 
by the two companies in Gurgaon, 
Noida, and Ghaziabad and 


submitted the tapes to the regu- 
lator. Hutch need not have both- 
ered to trudge all the way to the 
suburbs. As any Delhi dealer of 
these companies will proudly pro- 
claim, the service is available in 
satellite towns. Now we await 
TRA!'S reaction to Hutch's candid 
camera work. 

VANDANA GOMBAR 
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Ramesh Ramanathan's 
On A Roll 


E'S HAD MORE (PROFESSIONAL) 

lives than the proverbial fe- 
line. Ramanathan has moved 
seamlessly from the paints indus- 
try to sanitaryware, from time- 
share holidays to internet access, 
and from tyres to retail. 

Along the way he has worked 
with some of India's biggest 
names: Shalimar Paints, Sterling 
Resorts, Club Mahindra, and Sify. 
In March 2002, the RPG Group 
hired the 47-year-old Ramanathan 
as the managing director of its 
two tyre plants in Sri Lanka. 

He turned them around and as a 
reward of sorts was recalled to the 
mainland as President of the group's 
supermarket chain FoodWorld. 
"Retail gives you a wide canvas," 
says the Carnatic-music aficionado. 
As to what gives him so many lives, 
we wish we knew. 


pL om 


Ramesh Ramanathan: Mr Phoenix 


Saumya Sen Quits 


LAIMING “ADVERTISING IS NOT 
fulfilling after a point”, the 36- 
year-old Creative Director of O&M 
(Delhi) is leaving the agency at the 
end of June. “Agencies are limited 
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by the very definition of (their) fra- 
mework," says Sen who plans to 
launch Leapfrog, which will *work 
with NGOs and the government and 
voice social concerns through a plat- 
form that networks with various 
modes of communication". 

Sen's partner in this venture is 
his actress wife Nandita Das and 
the name is a play on his fascination 
with the amphibian: he collects 





Saumya Sen: Seeking fulfillment 


cloth, ceramic, stone, anything frogs. 
Das, a known social crusader may 
have stirred the activist in Sen (they 
were married in 2002), but the latter 
pins his reason for dumping 13 years 
of advertising-experience on the 
lack of integrity in the trade. That's 
some admission. 


Arvind Pande's 
Next Step 


pes MAN OF STEEL STRUCK BACK 
last fortnight after hanging up 
his boots as the chairman of SAIL. 
Now 60, Pande has signed on as the 
non-executive Chairman of the Rs 
450-crore IVRCL, a Hyderabad based 
engineering construction firm, a 
move prompted by the desire of 
the hitherto family-managed com- 
pany (it is part of the Sudhir Reddy 
group) to go the professional way. 





Arvind Pande: Life ifr SAIL 


"IVRCL is a company with poten- 
tial,” says Pande. “It built the 
Hyderabad and Bangalore airports”. 
No arguments. 

MOINAK MITRA 


DASH BOARD 


This column has 
never awarded 
a grade to an inani- 
mate object. Still, The 
Matrix Reloaded, which set a new 
box office record on its 
opening day is anything but 
inanimate. Better still, its spin 
doctors ensured 

1 — the release was 

L ad covered in a 
SA clutch of publi- 

cations from 

Time to Maxim 

to Wired. Go on, 

take the red pill. 


++ 


Just three years after its 
entry into the Indian mar- 
ket, Honda Motorcycles 
and Scooters India (HMSI) 
became the country’s 
largest seller of scooters 
in April: it sold 19,506 units as 
compared to Bajaj Auto’s 14,827. 
This could be the beginning of a 
new trend or it 
could be a blip 
(although 5000 
i units is a tad 
| high for that). 
Still, it is enough 
to earn Haruo 
Takiguchi an A. 
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THE AD CAMPAIGN DEFINE "HUGE, HUGE 


WAS A HUGE, SUCCESS.” HOW 
HUGE SUCCESS! MUCH DID SALES 


INCREASE? 
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"Ihe technology of cool: 
Nike Dri-FIT. 
Dri-FIT fabric wicks 
moisture away from your 
in to keep you more 
comfortable and help keep 
you cool. You move. The 
air moves. You feel cool." 


DRI-FIT 
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Available at all 
Nike Exclusive 
Stores, Planet 
Sports, Royal 
Sporting House 
and Lifestvle 
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X | An ee girl child. Not just a phrase or a 
statement, but a harsh reality. Snatching a few crumbs, finding a 

E piece of asphalt to sleep on, sweeping floors, cleaning utensils, 
she lives a life hardly worth living. Yet, she dreams. Dreams 
of a better tomorrow. Dreams of a | 
happy life... 


Help Her Dream' is a movement 
that endeavours to lay the seed of 
concern for the underprivileged girl child 
amongst as many concerned Citizens 
like you across the country. 


All you have to do is to log on to 
| ww.helpherdream.org or send an 
SMS help her dream to 3636. And every 
time you do that, a participating 
corporate sponsor shall donate Rs.5/- 3 
towards helping an underprivileged girl child. This little gesture 
will help bring her closer to her dreams. 


. We, at Amitasha, in our own little way are devoted to the 
cause of the underprivileged girl child. As part of the Amity 
Humanity Foundation, which runs many projects across India to 


empower the underprivileged, and the Ritnand Balved Education 
E 











Click on 


www.helpherdream.org 
or SMS help her dream to 3636 


, And a corporate friend will donate Rs.5/- on your behalf 
to help bring an underprivileged girl child closer to her dreams. 


- Foundation, which runs the Amity institutions comprising of 


20,000 students across 11 campuses, Amitasha not only 


provides free education, clothing and healthcare to hundreds of 
little girls from nearby slums, but also actively works to enhance 

| the concern for the girl child amongst 
fellow countrymen. 


Every little effort by each one of us 
can make ' Help Her Dream’ movement a 
Success in bringing joy in the lives of 
underprivileged girls in many more cities, 
villages and slums, who are still groping 
fora dream...in darkness. 


All they need is some affection... 
Some concern... some love from people 
like you and us. 





SUPPORT A DREAM 
If, as a concerned corporate, you would like to 
reach out to the underprivileged girl child by 
becoming a Participating Sponsor in the 
‘Help Her Dream’ movement, call us at 9810799319 
or e-mail at amitasha@amity.edu 





amitasha 


Nurturing the girl child 
www.amity.edu/amitasha 


E-27, Defence Colony, New Delhi - 110 024. Tel : 011-24699700. 


IMAGIC/A73/nT/O3 


MAN 


bt trends 


SELF WORTH 


Trouble Is Still My Name 


TRAI’s Baijal is a super-bureaucrat who loves to take opponents head on. 


1:5 CONFRONTATION,” SAYS 
60-year-old Pradip Baijal, 
with an almost Dirty Harry 
kind of gleam in his eye. Don't 
mess with me, says the look, 
an attitude that came to the 
fore during Baijal's 39-month 
stint as secretary of the Ministry 
of Disinvestment. Litigation, 
public protests by aggrieved 
employees of the companies 
that were being privatised, po- 
litical opposition, inter-minis- 
terial turf-related wrangles, the 
man has seen them all. 

Being the stormy petrel of 
the Indian Administrative Ser- 
vice—he joined the Madhya 
Pradesh cadre in 1966—comes 
naturally to the mechanical en- 
gineer from Roorkee, one of 
India's finest engineering sch- 


ILU 


ools that was recently elevated Pradip Baijal: A real cowboy, that's Mr B 


to an Indian Institute of Tech- 

nology. Baijal was in the Ministry of Power between 
1994 and 1999, the period when the country expe- 
rimented unsuccessfully with power reforms ranging 
from counter-guarantees for independent power pro- 


. ducers to restructuring ailing state electricity boards. 


That turbulent period should have squelched his 
ardour for strife, something that originates from his oft- 
articulated impatience with the illogical. And the move- 
ment of the wheels of power and governance aren't 
bound by the rules of logic, making Baijal, a very angry, 
and even more impatient bureaucrat. 

That, and his relationship with Arun Shourie, the 
minister for disinvestment—the duo struck a great 
working equation—who was given additional charge 
of the rr and telecommunications ministry in February 
this year probably makes Baijal the ideal TRA! chair- 
man. In its six years of existence the Telecom Regu- 
latory Authority of India has had three chairmen, 
and each has been accused of colluding with the 
Department of Telecommunications and spiking the 
chances of private players or being more than willing 
to help the cause of private enterprise, even at the cost 
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of customers or taking sides 
and furthering the interests of 
a particular company or simply 
not doing anything at all. 

Baijal is no stranger to the 
business of telecommunications. 
He oversaw the disinvestment 
of international long-distance 
telephony major VSNL and pre- 
pared the groundwork for the 
privatisation of BSNL and 
MTNL—something that should 
happen sometime in the not 
too distant future if Shourie 
has his way. So, he doesn’t 
mind the fact that he was given 
just around three weeks notice 
to take charge. 

. This writer met with Baijal 
in his new office in the middle 
of May, and he was quick to 
admit that telecommunications 
is *too complex a sector to un- 
derstand easily". That com- 
plexity must be behind his uncharacteristically sym- 
pathetic view of the last man to occupy the post of 
Chairman, TRAI, former State Bank of India Chief 
M.S. Verma. The banker-turned-regulator was widely 
perceived to be passive and supportive of anything 
the Department of Telecommunications suggested. 
And he didn't present his paper on interconnect— 
rules governing the interconnection of competing net- 
works—until the last few days of his tenure, leaving 
Baijal the legacy of implementing it. 

Baijal has done just that and, for good measure, 
floated a consultation paper addressing what he con- 
siders to be the grey areas in the interconnect policy. 
The cpp (Calling Party Pays) regime is finally in place, 
making all incoming calls free. And he has proven a 
tough regulator, quick to respond to charges of parti- 
sanship and quicker to rein in telcos at the first whiff of 
non-compliance. It'll take a lot more than that for 
Baijal to facilitate *an explosion in the Indian telephony 
market bringing it at par with China on a per capita 
basis". He's willing to do whatever it takes. 

SUVEEN K. SINHA 
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A classic collection of cartoons depicting leading CEOs 
of India Inc. Covering the big deals, the worst scams, 
the stellar successes and a lot more, this special volume 
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by Saurabh Singh 
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i-flex s Senthil Kumar was 
discharged after the 
Netherlands failed to convince 
the UK to extradite him... er) 
...S.S.H. Rehman of ITC Hotels returned 
the chain to profitability last year... 
...Aditya Vij of General Motors 
India launched a new B-segment 
car, the Corsa Sail... 
...Maruti’s Jagdish Khattar revealed 
that the much-awaited IPO could hit 
the market in June... 
ee F 








...and Naresh Goyal of Jet Airways winged in 
with a new generation 737-900. 
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Vineet eaid: The other face of the other Wipro 


iar Plus 


The importance of Wipro's C-biz 


JAM HASHAM PREMJI, THE 56-YEAR OLD CHAIRMAN 
of the Rs 4,285-crore Wipro, is a dignified 
man with a shocking white mane who endures 
media attention unlike his counterparts who seem 
to revel in it. The surest way, however, to rile him 
is to ask him why Wipro—Wipro Technologies, 
Wipro Infotech, and Wipro Healthcare and Life 
Sciences account for 91 per cent of sales and 93 per 
cent of net profits—continues to remain in the 
consumer care and lighting businesses. 

Premji’s usual response is a laconic “Why not?" 
followed by a brief reference to the division's re- 
turns. His decision may have something to do with 
history—Wipro started life as a vegetable oil com- 
pany and its IT foray was bankrolled by the con- 
sumer care business—but he is right about the re- 
turns. Last year, Wipro Consumer Care & Lighting’s 
return on capital employed was 59 per cent, up from 
51 per cent the year before. And its profit before in- 
terest and taxes was Rs 43.6 crore, a not unim- 
pressive number. 

It isn't that Wipro, which is growing its soft- 
ware business organically and through a spate of 
acquisitions, is doing nothing about this business. 
It recently acquired a glucose drink, Glucovita 
from HLL and the buzz in Bangalore (strongly 
denied by the company itself) is that herbal soap 
brand Chandrika is next. “We are looking to ac- 
quire strong regional brands and leverage our 
marketing network to make them national play- 
ers," says Vineet Agarwal, President, Wipro 
Consumer Care & Lighting. Next up, adds 
Agarwal, is a likely extension into deodorants, 
face wash, and shampoo but the emphasis re- 
mains "profitable growth and not just topline 
growth". The chairman will like that. 

VENKATESHA BABU 
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singh Discovers BPR 


| THESE TRYING TIMES, IT 
seems somehow apt that the 
man in charge of the econ- 
omy and business, Finance 
Minister Jaswant Singh, is try- 
ing the shape his ministry into 
a lean, and, hopefully, mean 
organisation. The man he has 
identified for the task is 
trusted lieutenant Vijay Kelkar 
whose time these days is spent 
drafting a blueprint of roles 
and functions—no small feat 
with the Foreign Investment 
Promotion Board and the 
Department of Company 
Affairs now falling under the purview of the ministry. 
With four joint secretaries moving out of the min- 
istry's North Block offices rather prematurely one in- 
sider claims “effectiveness, not size is the minister's fo- 
cus”. Singh is also said to be keen to create a inter-min- 
isterial team with representatives from the ministries of 
commerce, industry, and shipping, for *effective im- 
plementation". With all this activity and with both 
Finance Secretary S. Narayan and Revenue Secretary 
C.S. Rao due to retire at the end of May, North Block 
is abuzz with activity. That's just the way it should be. 

DEBOJYOTI CHATTERJEE 





Jaswant Singh: It's 
time for a BPR exercise 


FDI = ? 
Too Late, Mr sI | urie | 
| F^ CAP IN THE TELECOM SECTOR IS 
a piece of regulation that 
f seems to enthuse the govern- 
į ment far more than industry i 
- Self. That's why the telecom in- 
dustry isn't popping the bubbly 
over iT and Telecom Minister 
— Arun Shourie's proposal to hike 
foreign investment in telcos to 74 per cent. For 
one, most cellular firms already are at that 
level, thanks to the pyramid holding struc 
Besides, there's little foreign interest i in tele- | 
com. As always, India's late on the boat. 
But don't blame Shourie for that. He: S just four 
months into the job. 5 





Arun Shourie: 
No takers . 
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The New Face. Cotton like you've never seen before. With an 
unbelievable look and feel. Now in India. Look for the trustmark of 
cotton quality on your favourite brands of clothing and textiles 


etailers and Brands supporting the Seal of Cotton: Arrow, Berkeley, Blackberrys, Cottons by Century, Cotton County, Crocodile, Euro, Frontline, Icon, 


digo Nation, Lee, Logo, Louis Philippe, Monte Carlo, Moral Fibre, Raymond (Park Avenue & Parx), Scullers, Shoppers' Stop (Stop, Life, Kashish), Wrangler. 
JWT.1900.2003 
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Once again, Business Today rises above news and views to create a quality platform 
for India Inc.'s decision makers. The inaugural Business Today Strategy Summit in 
partnership with Microsoft India will present unique opportunities to evolve 
strategies for building value. India's top Chairpersons, CEOs, MDs, Presidents and 
Directors will discuss key issues, share cutting-edge insights, and examine case 


histories and best practices. 


The Day Program 
Two Round Table Discussions on the themes: Using IT as a Tool for Transparency in 


Managing and The 2 Ist Century Organization:The New Paradigm. 


The Notable Speakers 

* Anil Ambani, Vice-Chairman, RIL * C. Srinivasan, Chairman, A T Kearney India 
* Firdose Vandrevala, MD, Tata Power * Nandan Nilekani, CEO, Infosys Technologies 
e Rajiv Kaul, MD, Microsoft India * Subir Raha, CMD, ONGC * Sunil Mittal, CEO, Bharti 
Tele-Ventures *Vijay Mahajan, Dean, ISB *Vivek Kulkarni, |T Secretary, Government of 


Karnataka 


The Evening Program 
‘India's Best Managed Company' award function, presented by Microsoft. The 
evening will also witness the launch of Business Today's Special Issue on 'India's Best 


Managed Companies’, based on a survey by AT Kearney. 


Entry by invitation only. For more details, 


Official Host: 


ae 
TAJ 


please e-mail us at: bt@intoday.com 


Grey Worldwide BT 387 02 
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Advertising s Millionaires 


JWT and O&M employees have the government to thank for their new-found riches. 


quor A CASH- 
component to 
xenophobia and many 
employees of JWT and 
O&M are discovering 
it to their benefit. 
Between 1994 and 
2002, the Martin 
Sorrell-promoted WPP, 
a $5-billion advertis- 
ing conglomerate, 
upped its stake in the 
country's biggest (cre- 
ative) agency, JWT 
India, from virtually 
nil to 74 per cent. 
Now there are reports that Sorrell is 
looking to take wPr's 51 per cent 
share in Ogilvy & Mather India, 
first to 65 per cent and then, 74 
per cent. Guess who made the most 
out of WPP's efforts to strengthen its 
stranglehold over the Rs 9,000- 
crore Indian advertising market? 
The shareholders of the two agen- 
cies, of course, and all of them hap- 
pen to be employees. 

The buzz is, the going price for 


O&M pros 





CHIP-FEST 


Bangalore's IC Hothouse 


What's this? 


It is Diamond District, a building on Bangalore's Airport Road. 


What is it doing in the magazine? 


It appears courtesy its standing as the repository of some of 


India's best chip designing talent. 
Meaning. ..? 


Texas Instruments, Motorola, and Analog Devices are all 


based here. 
So, it must be bustling with activity? 


Yes, and no. Almost 30 per cent of the building is unoccu 
pied. And BT learns that the Bangalore City Corporation may 
be investigating it for some violations. Oops! 
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: Chances are, anyone with grey hair is rich 


JWT was around Rs 6,000-7,000 a 
share, and that for O&M is likely to 
be in the same range. Ergo, even 
not-so-senior employees with 150- 
200 shares—and there are at least 
around 10 such in each major 
branch—made, or stand to make 
at least a million rupees. *Many 
oldtimers, like studio managers, 
have actually called it a day and 
gone home with that kind of 
money," says a former employee of 





DEEPAK G., PAWAR 


VENKATESHA BABU 


one of the agencies. 
They have the gov- 
ernment to thank. In 
the late 1960s it de- 
creed that foreign 
companies couldn’t 
hold the majority stake 
in Indian subsidiaries. 
And in 1974-75 it fol- 
lowed up by mandat- 
ing that advertising 
agencies with any for- 
eign shareholding 
couldn’t do business 
with public sector 
companies. With pri- 
vate enterprise yet to kick off, most 
agencies diluted their entire holding 
in favour of employees. JWT, for 
instance, became 100 per cent emp- 
loyee owned with one senior exec- 
utive recollecting that the parent 
“gifted away its entire holding for 
free”. Liberalisation brought back 
the parents, and employees who 
had stuck it out, many for this ex- 
press purpose, struck gold. 
SHAILESH DOBHAL 
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Bangalore’s DD: Spot the chip if you can 
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Rome 


.Cappuccig 


Larnaca 


tleniko Cafe 


Next time you travel the world, try something new. 


Start with how you fly. 


Keep discovering. 


www.emirates.com 


Athens 
. Frappe 


‘aja 
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Na a White Coffee 


Munich 


Einspanner 


London 
Frappe Latte 
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Schwarzer Kaffee 


Cafe Liegeois 
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Over 60 destinations worldwide 


For more details contact your local travel agent or Emirates in Mumbai : 2879 7979, Delhi : 2332 8080, 
Chennai : 2822 3700, Hyderabad : 2332 1111, Cochin : 1-600-444345 (toll free). Discover frequent flyer benefits at www.skywards.com 
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Consumer Cues 


Kolkata's ad club decides to pot consumers for its annual awards. 


IFTY YEARS AGO, KOLKATA 
was the hub of Indian 
advertising with the likes 
of Satyajit Ray and Subhash 


Goshal leading the city’s 1953- 


industry. Since then, busi- 

ness has dried up in India's cul- 
tural capital and many agencies 
have actually downed shutters. 
However, if the Advertising Club, 





2003 


Kolkata's ploy of polling 
consumers for its awards 
works, the city could reap- 
pear on the map of Indian 
advertising. The club has 
appointed research agency 
Indica to poll 6,500 consumers 
across the country and use its (the 
agency's) proprietary Consumer 
Resonance and Impact Score (CRIS) 


to measure advertising effective- 
ness. “This exercise is not just to 
judge awards but to create a reg- 
ular knowledge base for the adv- 
ertising world in general," says 
the club's president Roshan 
Joseph. Fifty years on, maybe Kol- 
kata will be remembered for its 
advertising awards. 

DEBOJYOTI CHATTERJEE 





CONSUMER FINANCE FOR WHITE GOODS IN INDIA 


A recent study shows that growth of financed purchases in rural India far outstrips that in urban India. 


FINANCED SHARE OF TOTAL PURCHASE OF WHITE GOODS 







1995-1996 1997-1998 1998-1999 
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GROWTH IN FINANCED PURCHASES OF WHITE GOODS CONG 
RURAL 55.531 
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TOTAL 19.6 14.8 -17. 1 17.4 20.4 


Figures are percentage per annum 


TOTAL 14.3 





-5.9 
Source: India Market Demographics 2002, NCAER 
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& Towers, JBS Haldane Avenue, 
call Welcomnet or your travel agent. 
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Rural marketing: 
The distaff plan 
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selling To The Poor 


A peel; to BT's 2001 report on selling to the poor. 
Woman Power 


ROM 50 VILLAGES IN ONE DISTRICT, NALGONDA, IN ONE 
| d Andhra Pradesh, HLL’s Project Shakti—the use 
of Self-Help Groups to distribute products in the rural 
hinterland—has spread to 5,000 villages across 52. dis- 
tricts and four states, Andhra Pradesh, Karnataka, Gujarat, 
and Madhya Pradesh. Today, a typical Shakti entrepreneur 
earns Rs: 1,000 a month and generates business worth Rs 
15,000 from what she calls the *Hindustan Company". The 
model works. “In AP, 3-4 per cent of HLL’s rural business 
comes from Shakti dealers,” says Sharat Dhall, Marketing 
Manager (Rural), HLL. Next step: to reach 100 million rural 
consumers through 11,000 Shakti entrepreneurs by 2010. 

DIPAYAN BAISHYA 





Pocket Wonder 


ies INDIAN PARLIAMENT HAS DISCUSSED IT, 
and reams have been written about it, but the Sim- 
puter (portmanteau of Simple and Computer) is yet 
to set the markets on fire. Two years on, two compa- 
nies, Encore Technologies and Pico Peta, have prod- 
ucts in place. Encore’s CEO Vinay Deshpande attrib- 
utes the delay to getting the product right. “Anything 
that breaks away from the mould will take time to stabil- 
ise.” Encore’s four offerings, manufactured by Tvs Elect- 
ronics, are priced between Rs 13,700 and Rs 26,800; 
Pico Peta’s are manufactured by BEL and expect to hit the market by June. 
And so the hope about a product that's more than a PDA, less than a com- 
puter, and easier to use than both, lingers on. 





Simputer: The 
next big thing? 


VENKATESHA BABU 


—— Network Effect 
: E OR THOSE WHO CAME IN LATE, N-LOGUE, A COMPANY 
incubated by Ashok Jhunjhunwala's Tenet Group 
in IIT Chennai, seeks to provide low-cost telephony 
and internet access. It identifies local service providers 
who manage districts and rope in village-level entre- 
preneurs to set up kiosks. LSPs break even when they 
typically manage 100 kiosks. Today, the company has 
25 tsps and 475 kiosks across Tamil Nadu and 
Maharashtra. And it has signed franchise agreements 
with Tata Teleservices, Bharti, and other private op- 
erators to offer telecom services. “We need to showcase at least 10 LSPs 
making money for the next big leap,” says CEO P.G. Ponnapa. 
NITYA VARADARAJAN 





n-Logue’s 
Ponapa: Hoping 
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HOTSPOTS 


AP's New | 
IT Hubs 


[yos WILL FIND IT DIFFICULT TO. 
come up with a Hyperabad 


kind of rip-off for the three cities - 


that the Andhra Pradesh govern- 
ment wants to position as ir hubs. 

Nor will cM Chandrababu Naidu's 
spin doctors find it easy to coin 

Cyberabad equivalents. The three 
Cities concerned are Vizag (Visha- 
khapatnam), Vijayawada, and 

Guntur. "The state government 
seems to have realised that ir can 
be a growth engine and appears to 


be in the process of formulating 


incentives to promote these reg- 
ions," says Shakti Sagar, Presi- 
dent, Hyderabad Software Expor- 
ters Association. When it does, 
you can be sure to hear of it. 
Hyderabad is considered second 
only to India's own Silicon Alley 
Bangalore in its standing as a IT- 
centre, a surprise of sorts given 
that Chennai and Delhi export 
more software than it. Still, the 
three cities do have an untapped 
relevant labour market that should 
appeal to ir-enabled services and 
business process outsourcing 
firms. The government, for its 
part, is "setting up IT parks along 
the lines of Hyderabad's Hi-Tec 
city", according to Naidu's tech- 
savvy Special Secretary Randeep 
Sudan. That’s a start. 

E. KUMAR SHARMA 
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I'll Be Back 
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And that’s precisely why marketers are in pursuit of theatre audience. 


A. PVR’S PRIYA CINEMA COMPLEX 
in Delhi’s tony Vasant Vihar, 
the evening show on weekends is 
usually a sellout affair irrespective of 
the quality of the movie. And those 
who make the numbers at multi- 
plexes aren’t exactly mall rats and 
window shopper types. That, for 
advertisers and marketers makes 
for a good target audience. So, when- 
ever you plan to go out for a movie, 
chances are someone will try to sell 
you a holiday package to Goa or a 
car, even a credit card. The footfalls 
at PVR's five multiplexes in Delhi 
alone were close to 40 lakh in 2002- 
2003. “At a multiplex, the quality of 
sight and sound is far superior and 
it presents an opportunity for reach- 
ing out to a focussed group,” says 
Tushar Dhingra, Vice President 
(Marketing), PVR Cinemas. 

And add to it the fact that the 
viewer is not armed with a remote 
or disturbed by the mobile phone. A 
Lakme can choose to be associated 
with Pretty Woman, or Maggi can 
advertise when Jungle Book gets 
screened, says Dhingra. 

“They provide us with a cap- 


tive audience with very high spend- 
ing powers,” explains Soumitra 
Bhattacharyya, President, Madison 
Outdoor Media Services. “And once 
they enter the lobby of a multiplex 
there are plenty of ways like direct 
and interactive marketing and sig- 
nages to reach out to them.” 

But all may not be picture perfect 
with the multiplex story. According 
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Reel advantage: Capturing eyeballs at a multiplex in Delhi 


to Anita Nayyar, Executive Director 
(North), Starcom, the multiplex 
culture is very localised and largely 
limited to Delhi and Mumbai. 
“Only when the number of footfalls 
in these swanky multiplexes reaches 
the threshold level can in-theatre 
promotions and advertising take 
off,” she says. Hold the popcorn. 
T.R. VIVEK 





What Companies Hate In The New Companies Bill 


e Companies Amendment Bill, 2003 is yet 
to be passed by Parliament, but here are five 
things about it companies already hate. 


= All company investments have to be routed 


through a single subsidiary. 


There goes promoters' dreams of building 


multiple companies. 


m Boards will have to have a majority of 
independent directors, including women. 
Where are they going to find them? 


cent of the total profits. 
How will large subsidiaries pay back their 
holding companies now? 


= Subsidiaries will need to furnish separate 





dividends. 


m Dividend payouts cannot exceed 90 per 
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balance sheets. 

Simply an issue of more paper work. 

= Companies have to list depreciation and 
losses for previous years before issuing 


start-ups and infrastructure companies may 
have to wait a while to reward shareholders. 


ASHISH GUPTA 
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Get all day comfort and all day protection in these shirts endowed with a special 
ultraviolet finish designed to shield you from the harsh and harmful rays of the sun. So 
much so, these shirts actually reduce the temperature for you by as much as 5? C. 


Get smart, get cool. Get UV protected. 
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as frying an egg. Mark 


der of International 
Management Group 
(ima), the most suc- 
cessful sports promo- 


‘Sunil in this i issue was closed a week earlier) was a 


pioneer of the genre. His most remembered title, What 
They Don't Teach You at Harvard Business School bec- 
ame an intemational best seller in the 1980s. The book, 
which combined management principles with folksy 


street knowledge, was recommended, in later years, by 
the students of Harvard Business School to its staff and 


drew the attention of such unlikely readers as the 


late Deng Xiaoping of China. 


agement, but he held a unique position as the author 2 
a personal success story, being the undisputed czar of 


sports s marketing. A promising college golfer and Yale law 


graduate practicing in Cleveland, he was the first to re- 
alise. that. re could greatly multiply their in- 


| he started off by E the agent of Amold Palmer; : 


a golfer, through a simple handshake. Soon after he 
Signed South African Gary Player and American pro- 


fessional Jack Nicklaus. The Big Three dominated golf. 
for decades, and, when there was Tiger Woods, the new 
star, teeing off, McCormack's IMG bagged him too. In. 
1968, McCormack moved on to tennis, signing 
Australian maestro Rod Laver, and adding to the list with 





Bjorn Borg, John McEnroe, Chris Evert, Martina 


Navratilova, Andre Agassi and Pete Sampras. He also 
married tennis pro Betsy Nagelsen. iMG's broadcast 





division, Trans World International (Twi), set up in the 


1960s, is the world's largest distributor of telecast 


rights. Last year, when asked if he was contemplating 
TRATEN, McCormack said "people retire to do what 
| tennis with Monica Seles or golf with 






coire Between business and pleasure. 
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Avec BOASTS A 
“\ galaxy of writers 
that could make the 
-I| management of busi- 

|| nesses appear as easy. 


H. McCormack, foun- 


id Palmer". In his life, as in his books, he allowed 


MOINAK MITRA 


SANJAY PANDYA 


A Deal That Wasnt 


The latest on the GTL-Redington deal 


OR A LARGE SECTION OF MARKET ANALYSTS, IT WAS A 

deal with little upside. When, in the last week of 
February, GTL (formerly Global Tele-Systems) an- 
nounced that it was buying the Singapore-based Ir dis- 
tribution company, Redington, for $95 million (Rs 450 
crore), punters didn’t take too kindly to the announce- 
ment. The question on most lips was: Where’s the syn- 
ergy between a 2.5-3 per cent margin distribution 
firm and an IT services outfit? — 

Three-and-a-half months after expressing its 
acquisitive intent, last fortnight, in a peculiar about- 
face GTL and Redington jointly called off the deal. 
Reason: “Redington could not guarantee that its 13- 
14 relationships with its vendors (Cisco, IBM, Intel, 
Microsoft and the like) would be of a longer-term 
nature, say three to five years. That was the most 
important trigger for the deal, for we were hoping 
to bag BPO orders from the vendors. Redington 
on its own had little to offer,” points out L.Y. 
Desai, Chief Investor Relations Officer, GTL. 

Fair enough, but why did it take GTL over 100 days 
to realise that Redington’s relationships weren’t long- 
term enough? And why did GTL announce the deal in 
the first place before doing adequate due diligence of 
the target? The GTL brass maintains that by the time the 
first phase of due diligence was completed by mid- 
March, they were still examining whether the vendor- 
relationships had long-term potential. Desai adds that 
since this was a first-of-its-kind deal—an IT services firm 
attempting to acquire a distribution outfit five to six 
times its revenues—it wasn’t possible to make a quick 
call. That’s why not a dollar was made as payment to 
Redington. Fortunately, investors didn’t get taken in 
by the GTL’s M&A hype. In fact, the stock price went up 
once the merger was called off. 

BRIAN CARVALHO 





GTL’s CEO Manoj Tirodkar: Was he in a hurry to close? 
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Xansa cafeterias are home to some of the 


world's best IT people. So whenever I'm 
stuck, I take a coffee break. You never 
know what an informal chat with some 
colleagues could throw up - a new 
perspective, a recently developed tool, a 
cross-industry example, anything’s possible. 
I guess that's the advantage of working in 
an $ 800 million SEI-CMM level 5 company 
renowned for the quality of its workforce. 
6,500 people from different countries and 
different backgrounds, each with their 
own unique way of looking at a problem. 
That's why this place is buzzing with 
brilliance. And with every cup, some of it 


rubs off on to me. 


ANT A JOB THAT'S HARDER THAN 
the CEO's? Try being his wife. 
Here's how the typical job des- 
cription reads. Wanted: Girl with 
above-average looks and IQ. 
Must be able to cope with pres- 
sures of the bucbaad' s job, put his interests above 
her own, manage the household independently even as 
the husband travels 20 days a month. Must raise children 
to the exacting standards of the husband. In case of 
joint families, must take care of the in-laws as well. And, 
oh, must absolutely make a charming host. 

Now, on top of this, try becoming a record-setting 
insurance agent, a successful entrepreneur, an innovative 
educationist, a hot-shot professional, an acclaimed 
business historian, or simply a symbol of hope for the 
wretched. Difficult? You bet. Impossible? Not quite. 
Take a look at our list of First Wives of India Inc.—25 
of them to be precise. Unlike their famous husbands, 
our ladies don't make the stuff of pink dailies and busi- 
ness magazines. Yet, despite living in the overwhelm- 
ing shadow of their famous husbands, they have man- 
aged to carve out a meaningful life for themselves. A life 
that, despite its mundane familial demands, touches 
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numerous others in a variety of ways. 

So what makes these privileged women leave the rel- 
ative comfort of their homes to try and fulfill a myriad 
difficult roles? The answer ranges from a “if we don't, 
who will?” of Geetanjali Kirloskar to “it’s my way of 
flirting with my husband” (Ritu Nanda) to “to me 
money is not a means of pleasure, but a tool to heal” 
(Sudha Murthy). Whatever be the answer, the under- 
lying thread is the same. These are women with great 
passion, boundless energy, and plenty of creativity. 

Still, they'll be the first to admit that when you are 
a CEO's wife, your husband and your family take 
precedence. Got a late evening meeting that clashes with 
the dinner your husband is hosting for a foreign part- 
ner? Better reschedule your meeting. Planning a busi- 
ness tour? Go ahead, but make sure it doesn't clash with 
your children's exams. The point: While these women 
are ambitious personally, they are not crusaders out to 
change the world. Instead they are very smart and 
very fortunate women, who, in their different and limi- 
ted ways, are living out what they passionately believe in. 

Ladies and gentlemen, allow us to introduce to you, in 
alphabetical order, the Amazing First Wives of India Inc: 

R. SRIDHARAN 








They are more than just the proverbial 
women behind the successful men. 
CEO India's wives are also savvy 
entrepreneurs, dedicated social 
workers, even hot-shot professionals. 
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WO DAYS AFTER AN EARTHQUAKE STRUCK GUJARAT IN JANUARY 
2001, Nita Ambani flew into Anjar armed with relief supplies 
and words of encouragement. While the devastation moved her, 
it didn't petrify her. How? Only three years ago, she had helped 
her husband and Reliance Industries Chairman Mukesh Ambani, 
get the Jamnagar plant—devastated by a cyclone—up and running 
in a mere 14 days. But hers was more than just an extra pair of 
hands; Ambani had actually conceived the school, medical cen- 
tre, and the market that the world's largest grassroots refinery built 
as part of its township. Apparently, that hard work has become 
addictive. These days, the 40-year-old trained dancer is up to her 
à neck in work at the Dhirubhai Ambani International School that 
she opened in Bandra-Kurla Complex in November last year. 
The 1,30,000 sq ft school, which already has well-heeled par- 
ents queuing up, plans to keep children *rooted locally 
and yet build them into future global citizens". The school's 
hand-picked faculty includes PhDs and foreign-educated 
teachers. But then you wouldn't expect anything but 
world class from an Ambani. 
ROSHNI JAYAKAR 


ES JAYANTA SAHA 
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TINA AMBANI 


of Joy 


HENEVER TINA AMBANI DROPS BY AT THE R&D 

department of Reliance Industries’ textiles division, she 
gets listened to. Not because she's the Vice Chairman and 
Managing Director Anil Ambani's missus, but also because 
she's its proven muse. Twelve years ago, the Institute of 
Interior Designers (Los Angeles)-trained designer helped 
Reliance rejuvenate a brand of premium fabric called 
Harmony. And for the last four years, the former Bollywood 
star has been the division's ambassador to the annual 
Heimtextil exhibition in Germany. 

But since 1996, Harmony has come to mean more 
than just premium fabric to Ambani and hundreds of 
others. Every year, she organises a Harmony Show that 
serves as a springboard to promising artists. That's a few 
hundred artists who've benefited in the last eight years. 
Last year's show marked another turning point for 
Harmony. It offered the forum to Aseema, a Mumbai- 
based NGO that rehabilitates street children. Thanks to 
Harmony's support, children of the municipal school 
run by Aseema soon had their school building reno- 
vated. *It is Harmony for a social cause. We are able to 
reach out to other areas as well," says Ambani, who has two 
sons of her own, Jai Anmol, 11, and Jai Anshul, 7. 

Harmony, it seems, finds its own natural flow. Earlier, 
in November 1999, Ambani organised an art auction and 
contributed to the restoration of Elephanta Island, a world 
heritage site near Mumbai. She also set up the Elephanta site 
museum in association with the Archaeological Survey of 
India, Unesco, INTACH and the Maharashtra government. In 
days to come, Ambani plans to do something for the elderly, 
although she hasn't finalised 
the scope or nature of the 
work. Says she: *At the 

end of the day, you feel 
good that you have done 
something meaningful 
and helped others.” And 
as the gracious lady is 
proving, it's a wide 
canvas that she is 
"à working with. 
4 ROSHNI 
JAYAKAR 


















UMESH GOSWAMI 


Wi YOUR HUSBAND HEADS THE LARGEST 
FMCG company in India and you are a 
brand consultant yourself, there are some 
simple rules you need to follow. For one, no 
consulting for brands that conflict with 
those of your hubby’s company. And at 
the Banga household, that rule is followed to 
the T. “For the last three years, I have not 
worked on brands that could conflict with 
Hindustan Lever’s,” reveals Kamini Banga, 
better half of HLL CEO, M.S. “Vindi” Banga. 
That’s just as well. After all, Banga—an 
IIM-AÀ grad—has been a top consultant since 
1996, when she set up Dimensions 
Consultancy, with clients including Cadbury, 
Knoll Pharma, even HLL. The 48-year-old 
Banga has also consulted on ethnic issues for 
a clutch of British organisations including 
British Airways and the BBC. Currently, 
Banga—she is recovering from a surgery— 
is working on two books: One on leader- 
ship, and the other, a collaboration with 
Jerry Wind of Wharton on marketing. Also 
coming up is a book of poems. "It's about 
people like me who go through traumatic 
experiences. When I fell ill and realised I had 
malignancy, I was traumatised,” says 
Banga. Watch out for the 
comeback of brand Banga. 
ROSHNI JAYAKAR 
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Sukanya Bharat Ram (fourth from right) with 





SUKANYA BHARAT RAM & INDI BRAR 





O THE CASUAL VISITOR, THE KASTURBA TRUST IN 

Delhi's Bakhtawarpur Village looks like a desul- 
tory collection of hutments. But ask the 50-odd 
abandoned girls who live inside this modest enclave, 
and they'll tell you that it means the world to them. 
And if these girls now have a future to look for- 
ward to, it's part courtesy two friends: Sukanya 
Bharat Ram and Indi Brar, who've been marshalling 
resources to support these unfortunate girls. While 
Bharat Ram—wife of DCM Benetton’s Vivek Bharat 
Ram and great grand-daughter of Mahatma Gandhi 
(her mother’s father was Devdas Gandhi)—has been 
associated with the trust for the last 10 years and is 
now head of the Delhi chapter. Brar, wife of Ranbaxy 
CEO D.S. Brar, is a relatively new crusader, having 


MANJU BHARAT RAM 


HE MUST BE EVERY KID'S DREAM MOM. WHEN HER TEENAGE DAUGHTER 
complained about the quality of education in her school, Manju 





Indi Brar (second from right) at the trust campus: 





Making a difference 


been roped in by Bharat Ram about six years ago. The 
Bakhtawarpur trust, founded in 1945 to improve 
the lot of rural women, not just offers a home and vo- 
cational training courses to abandoned girls, but 
also operates creches for pre-school children. In 
some cases, it has even helped the girls wed. Says 
Bharat Ram, who grew up in Italy: *It's been a 
tremendous experience. That way, the trust has 
given more to me than I have to it." Adds Brar, who's 
a hobby interior designer and a volunteer teacher at a 
Delhi slum: “I saw my mother do a lot of social work 
when I was growing up. And I know how much a lit- 
tle help can mean to somebody who is desperate." The 
girls of Bakhtawarpur couldn't agree more. 

R. SRIDHARAN 


VIVAN MEHRA 


Bharat Ram addressed the problem by opening a school of her 
own—The Shriram School. Save for the fact that it didn't have sen- 
ior classes, Bharat Ram's daughter would have been the school’s first 


student. But there are other children that the 57-year-old mother of A: za 


three, and wife of sRF's Arun Bharat Ram, is making happy through 
her school, which, like some other progressive schools, focuses more 
on learning than teaching. Says Bharat Ram, who's also worked to 
promote the cause of rural craftsmen and the blind: *The idea is sim- 
ple. To help every child realise its full potential not only in academics, 
but as a human being." Truly, a lesson for all. 

R. SRIDHARAN 
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ES SOMEBODY WITH (SELF-ADMITTEDLY) NO HEAD FOR NUMBERS, AVANTI BIRLA 
hasn't done too badly. Two years ago, when her global search for designer fur- 
niture yielded little that she liked, Birla—Yash Birla’s better half—set up a store $ 
of her own, called Yantra. Then came Birla Lifestyle, which operates Coffee Mantra ( 
(a coffee shop), Image Inc. (a personal grooming advisory) and RIAH (that's hair spelt $e 
backwards), a hair salon. Says Birla: “My businesses are a desire fulfilled.” As any 
CEO will tell you, get the business right, the numbers will take care of themselves. 


SWATI PRASAD 


NEERJA BIRLA 





diee MONTH, NEERJA BIRLA TAKES IT UPON HERSELF TO FULFILL THE WISHES 
of as many children as possible. Often, the wish is modest—a Barbie doll, 
a PC, a music system or a bicycle. Just the same, Birla takes the requests very 
seriously. For they: come—through the international Make-A-Wish 
Foundation—from children between three and 10 years of age who are ter- 
minally ill. *Children are close to my heart. Anything that will get a smile 
on their face means a lot to me," says the 32-year-young and charming 
Birla, wife of A.V. Birla Group Chairman, Kumar Mangalam Birla. 
That's one reason why she's pushed her husband to set up a world-class, 
67-acre, higher secondary school in Bangalore. 

Scheduled to open in June 2004, the school aims 
to help students reach their maximum potential. 

But education is just one of the many things the 
multi-faceted Birla does. When she's not busy 
with her two children (Ananyashree and Aryaman 

Vikram), Birla is busy generating ideas and setting 
direction for Birla Academy of Art and Culture in 
Mumbai. Although she has no formal training in 
arts, she's picked up enough on the job and today 
is an avid enthusiast along with her husband. 
The family often visits the academy on Sundays, 
and at other times hops galleries across the city 
whenever exhibitions are on. *To me art should be 
visually attractive," says Birla. Like the hugely 
successful Art Access Week that she organises 
annually to showcase a wide range of creative 
expressions in every medium and style. 

In between all this, Birla—to whom family always 
comes first—also finds time to help out the 
Cancer Patients Aid Association and The Akansha 
Foundation, an NGO that cares for slum chil- 
dren. Still, Birla has many more plans that 
she says are still evolving. Godspeed. 
ROSHNI JAYAKAR 



























UMESH GOSWAMI 





NARENDER BISHT 





PARMESHWAR GODREJ 


Czarina _ 


T'S BEEN A FEW YEARS SINCE 
Parmeshwar Godrej gave up 
interior designing as a busi- 
ness. Not surprised? Try this: 
Did you know that for the last 
13 years the wife of Godrej 
Group Chairman Adi Godrej 
has been supporting a street 
kid named Sanjay. Or that 
she's helping friend Michael 
Kadoorie to get the Sir Elly 
Kadoorie School for the poor 
in Mazgaon, Mumbai, going? 
Or that she is on Richard 
Gere's foundation to combat 

Aids. No? Now you do. 
ROSHNI JAYAKAR 





UMESH GOSWAMI 


ANCY CARVED NEEM (AZAI JIRACHTA 
indica) pencils? Head for Priti 
Hiranandani's The Culture Shop in 
Powai’s tony Galleria. And that’s just 
one of the many curios that the 40- 
year-old's ethnic warehouse stocks. 
But how does real estate—her hus- 
band Surendra is part of the realty 
Hiranandani family—mix with Indian 
handicraft? “It started as a hobby,” 
reveals Hiranandani, “and it was my 
husband who encouraged me to con- 
vert my hobby into a business." 
Although the shop has an upmar- 
ket address, it is targeted at all and 
sports items priced from Rs 40 to 
Rs 4 lakh. “It’s a myth that art is elit- 
ist,” says the mother of three. The 
shop has its own vendors (20 at last 
count), but Hiranandani and three 
of her colleagues travel to different 
parts of the country to find "artifacts 
that are not very commonly found". 
Hiranandani's favourite hunting 
ground? Rajasthan. Having found a 
niche, Hiranandani now plans to 
open two more outlets in Mumbai 
and then move out to other places 
such as Delhi and Hyderabad. 
Popular culture? You bet. 
BRIAN CARVALHO 


VIVAN MEHRA 


DEEPIKA JINDAL 





HE SET UP THE JINDAL DESIGN CENTRE TWO-AND-A-HALF YEARS AGO 
because, well, nobody else seemed to be doing anything to pro- 
mote—yes—stainless steel. And husband Ratan Jindal, who 
heads a large integrated stainless steel company in India, didn’t 
want to get into downstream products because of related 
headaches. So the wife came up with an idea: set up a design cen- 
tre that won’t just promote consumer products made of stainless 
steel, but actually build intellectual capital by conducting work- 
shops for designers. In September last year, Jinda 
factory in Bahadurgarh (Haryana) to manufacture her range of 
“Art d-inox” stainless ware, which retails through a few up- 
market stores in Delhi. That apart, the mother of two helps 
run Jindals’ two schools and a hospital in Haryana. “It doesn’t 
matter whether I succeed or fail in my venture,” says the 38-year 
old of her design centre, “but what does is that I tried.” Indeed. 
R. SRIDHARAN 








even set up a 


SANGITA JINDAL 


. Activist Art Lover 







HEN THE JINDALS FLY INTO THE JVSL PLANT IN 

Vijayanagar, husband Sajjan looks right to the Ji 
plant and his better half to the left towards the town- 
ship—her brainchild. The township, which has adopted 
19 villages around the plant, received the PM’s trophy 
this year. Says the 41-year-old mother of three: “I 
was always impressed by the townships and 
social work of the Tata and Godrej groups." In 
1983, she started a school out of a flat in 
Vasind (near Mumbai) that now has grown 
into a 1,000-children-strong institution. That 
apart, Jindal is the President of Art India, a 
magazine she founded eight years ago, and a 
part-time activist against illegal hoardings. 
Incredibly, she's even found time to help a 
Japanese traveller launch his book on India's 
heritage sites. 
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KALPANA KAR 


Citizen 


OME PEOPLE THINK KALPANA KAR IS CRAZY. 
Can't blame them. For, every day, six 
days a week, Kar puts in a punishing 12 
hours at the Bangalore Agenda Task Force 
(BATF) office in upmarket Richmond Town. In 
return she gets zilch. Monetarily, that is. 
Otherwise BATF—an initiative of concerned 
citizens to address civic problems of the 
city—is almost everything that Kar, wife of 
Microland's Pradeep Kar, ever wanted to 
do. “I had achieved career and monetary 
success. It was time to payback my dues to the 
society," says the feisty 44-year-old. An 
M.Phil from Oxford, Kar joined the Tata 
Administrative Services (TAS) in 1984, and 
went on to work with Tata Unisys and Titan 
Industries. She even helped hubby set up 
Microland, one of the biggest networking 
solutions companies in the country. “I feel 
that competent corporate people should bri- 
ng systems and processes to government ma- 
chinery so that it starts delivering 
effectively," says Kar. Besides 
solving civic problems, she 

j crusades for cancer 
awareness as the Dir- 












Aid Association. If 

making the society bet- 
ter is a mad venture, 
then Kar doesn't mind be- 
ing its crazy CEO. 
VENKATESHA 
BABU 
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GEETANJALI KIRLOSKAR 


HEN SHE WAS SEVEN MONTHS PREGNANT, GEETANJALI 

Kirloskar rode a rickety bus to Coimbatore for a 
4:00 PM presentation. Reckless? May be. But that's classic 
Kirloskar: Ambitious, dogged, and fearless. Today, the 
36-year-old wife of Toyota Kirloskar Motor Vice Chairman 
Vikram Kirloskar, is the President of Lintertainment, 
which focuses on marketing and promo- 
tion of Hindi movies. 

But it's been anything but smooth 
sailing for Kirloskar. Imme- 
diately after she got married at 
the age of 19, she left for the 
small town of Harihar (Karna- 
taka), where the family had a , 
machine tool factory. To be able 
to relate better to her engineer 
husband, she even spent seven 
months working on the shop- 
floor. Later, she signed up as a 
trainee at the family-owned ad- 
vertising agency Pratibha, where 
the challenge was of a different sort. 
"One of my biggest challenges at 
Pratibha," says the fast-talking 
Kirloskar, *was to prove myself 
as a professional. And since it 
was a family-owned agency, | 
had to work doubly hard.” If 
that meant burning the midnight 
oil with the others on an impor- 
tant sales pitch, so be it. 

By late 90s, Pratibha was in 
trouble, and despite Kirloskar’s 
stint as the CEO, it was apparent 
that its future lay in being part of 
a larger group. IPG bought into 
Pratibha spin-off Quadrant and 
asked Kirloskar to head it. But 
she quit early last year, when she 
found that 14 years of working 
had left her with little time for 
herself or her family. A vacation to 
Italy later, Kirloskar—who’s also 
acted in a Girish Karnad movie 
and is shooting for a Tamil 
movie—returned with the idea 
of a Lintertainment buzzing in 
her head. Like they say, you just 
can’t keep a good woman down. 

R. SRIDHARAN 
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AND NONEXISTENT 
BUDGETS. 








You need to get more out of what you have. We have just the thing: solutions based on our open technology 


platform, SAP NetWeaver". Because it’s preconfigured to work with your current IT investments — from legacy to new 


best-of-breed applications — SAP NetWeaver reduces the need for custom integration. That lowers your total cost of 


ownership for your entire IT landscape and gets you quicker ROI. Everything a CIO wants (and a CFO didn't think was 


possible). Visit sap.com/open for details. 
> THE BEST-RUN BUSINESSES RUN SAP E 


E-MAIL US AT info.india?sap.com TO GET YOUR FREE COPY OF THE SAP NetWeaver WHITE PAPI 
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*2003 SAP AG. SAP and the SAP logo are registered trademarks of SAP AG in Germany and several other countries. 
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ANU MAHINDRA SHEETAL MAFATLAL 


-of Veme _ 


N 2000, WHEN INDIA ENTERED ITS 
53rd year of independence, Anu- 
radha Mahindra didn’t go dizzy with 
patriotic pride. Instead, the Publisher 
and Editor of women’s magazine 
Verve had the quarterly adopt six 
girls and sponsor their education. To 
those who knew the 41-year-old Mah- 
indra, it came as no surprise. And not 
just because the wife of M&M Vice 
Chairman and Managing Director 
Anand Mahindra has two girls (17 
and 14) of her own. Like the maga- 
zine she runs (it’s aimed at the fash- 
ion-conscious but intelligent woman), 
Mahindra likes to keep the big picture 
in mind. The jet-setter socialite, 
whose interest in writing devel- 
oped early, also manages two other 
publications: Interiors And Lifestyle 
India and Man’s World. And what 
does she like most about her work? 
The range of issues she gets to D? UP YOUR HOME BEST, AND WIN A COMPANY. NO, THAT'S NOT 
straddle—from the catwalks of Paris a zany marketing scheme, but the story in short of how 
to the streets of Mumbai. Sheetal Mafatlal ended up in charge of an also-ran home prod- 
SHILPA NAYAK ucts company. And under her stewardship, Mafatlal Home 
FAWZAN HUSSAIN Products has transformed from a manufacturer of modular 
TE | gm kitchens to a full-fledged modular home furniture company, with 
both retail and institutional customers. The company is also the 
only one to have its own manufacturing unit that uses only 
imported raw materials. Says travel-buff Mafatlal, whose hus- 
band Atulya is the Vice Chairman of Indian Dyestuff Limited: 
“I love to do home interiors, therefore, it was easy to turn things 
around at MHP.” Talk about synergies. 





FAWZAN HUSSAIN 
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SUDHA MURTHY 


Software Samaritar 


H” EYES CLOSED, SUDHA MURTHY IS SPEAKING INTO THE PHONE TO 
somebody in Bhubaneshwar. “Money is not a problem, it will be released 
as per schedule.” Dressed in a starched black cotton saree with yellow border 
(a hand-me-down from her daughter, because it’s been five years since she last 
bought a saree), Murthy is taking stock of a hospital that her Infosys 
Foundation is helping build in Bhubaneshwar. The spartan room that the 
Foundation’s Trustee, and wife of Infosys Chairman and Chief Mentor, N. 
R. Narayana Murthy, occupies is barely 10x8. Her staff: all of two, comprising 
a personal assistant and an office boy. 

But obviously, the size of her office is no measure of the work the 52-year- 
old mother of two does. In the seven years since the Foundation was set up, 
Murthy has helped build orphanages, a rehabilitation centre in Chennai for 
mentally retarded women, dharamshalas in various hospitals, more than 10,000 
small libraries in schools of rural Karnataka, and a girls’ hostel in Pune. It’s 
the misery of the under-privileged that moves her. “For many people, 
money is a means of pleasure. But to me it's a tool to heal," says Murthy, who 
doled out Rs 8 crore from her own account last year to help Bangalore mu- 
nicipality build public rest rooms. Says the lady, who speaks of Jamsetji 
Nusserwanji Tata and J.R.D. Tata as her inspiration (she once worked for Tata 
Engineering): “I am not the owner, but merely a trustee of god's money.” 
Looking at her, you know that she means it. 





R. SRIDHARAN 


GITA PIRAMAL 
ern c MM 


I NEVER THOUGHT I WOULD BE AN ENTREPRENEUR, AND CERTAINLY NOT AT 47," 
says Gita Piramal jokingly, referring to her 15-month-old management jour- 
nal, The Smart Manager. But that's not the only thing Piramal, wife of Blow 
Plast’s Chairman Dilip Piramal, didn't think of in her life. She never thought 
she'd ever be a journalist (for FT, among others), or write books (seven, inc- 
luding the best-seller Business Mabarajas), or even get a PhD in business his- 
tory from Bombay University. There's no particular ambition in me. | am a 
drifter,” states Piramal, poker-faced. If only all drifters could be as successful. 

SWATI PRASAD 
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RITU NANDA 


Agent 


HE'S SOLD MORE INSURANCE 
Se than anyone else 
in the country, and she was 
also the one to get LIC its first 
eight-digit policy. Yet, Nanda, 
better half of Escorts Group 
Chairman Rajan Nanda, 
never set out to be an insur- 
ance agent. Her first attempt 
at business was Nikitasha, a 





cooking appliances company 
named after her children 
Nikhil and Nitasha, which 
died a quick death. A dejected 
Nanda—who recently wrote 
her father’s biography—be- 
came a homebody, until a 
friend suggested 15 years ago 
that she become an insurance 
agent. “People laughed when 
| said I was going to be an in- 
surance agent," recalls Nanda. 
Today, she also runs the RNIS 
College, with 64 licensed 
branches in seven locations. 
And nobody is laughing now. 

R. SRIDHARAN 


DEEPTI REDDY 


oltoy 


| Bis IT TAKE A NEW YORK- 
raised, 11-year-old resi- 
dent of Hyderabad to make its 
denizens feel proud about the 
historic city? Apparently, it 
does. Three years ago, Deepti 
Reddy—wife of Dr Reddy's 
MD & COO Satish Reddy— 
launched an online city maga- 
zine *Wow! Hyderabad" 


B.K. RAMESH 





Benevolence 


An ALAMBANA’S OFFICE-CUM-TRAINING CENTRE IN SECUNDERABAD’S 
Marredpally, about 30 children are getting their first feel of a computer. 
But these aren’t school kids on summer vacation. Rather, they are the chil- 
dren of drivers, rickshaw pullers and other illiterate parents. The three-month 
course will train them in Ms Word and the English language. And hopefully, 
at least some of them will do other than pull rickshaws or drive trucks and 
buses. Or at least that’s what Nandini Raju hopes. And she may be right. Since 
July 2001, Alambana—it means “support” in Sanskrit, and is a trust run by 
spouses of Satyam Computer employees, a company headed by Raju’s hus- 
band, B. Ramalinga Raju—already has “graduated” eight batches, and some 
of the students have actually found jobs in small companies or have chosen 
to pursue higher studies. Says 43-year-old Raju, a brand new mother-in-law: 
“We are trying to help redistribute intellectual and economic capital especially 
among the urban poor to achieve a more balanced society.” Apart from 
Alambana, Raju is involved in health and environmental projects, and in guid- 





A. PRABHAKAR RAO 


ing a school that Satyam has adopted. She set up screen-printing units in August 
2001 for women to make paper bags and greeting cards, among others. 
Despite her son’s recent marriage, Raju has no plans of letting up on her work. 
The Byrraju Foundation, set up by her husband in 2001, in the memory of 
his father, has adopted 110 villages with the idea of improving rural health 
and education. That should keep Raju busy for a long time to come. 

E. KUMAR SHARMA 


because there was so much hap- 
pening in the city. Courtesy the 
dot-bust, Wow! is now an off- 
line magazine, but very much “a 
long-term player," says the 28- 
year-old. Give her five. 

E. KUMAR SHARMA 


K.R. VINAYAN 
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OR THE PAST ONE YEAR, RENUKA RAJU HAS BEEN SIFTING THROUGH DATA ON 
Andhra's birth rate, migration patterns, existing school curriculum and fee. 
No, the Master of Education from American University isn't turning a demo- 
grapher. Instead, this is the groundwork for a chain of affordable schools that 
she plans to set up. In between, Raju—wife of Nagarjuna Group supremo K.S. 
Raju—has found time to help restore an old temple destroyed in the 16th cen- 
tury. “Besides rehabilitating an important local deity, the project will spur lo- 
cal tourism and, hence, the economy,” explains Raju, who is also a director of 
the group-promoted management academy. Another project on her plate: mar- 
keting of Bohemian crystals, for which she has tied up with manufacturers in 
Eastern Europe. “Pd rather spend my time with artisans than at kitty parties,” 

says Raju. Like the other First Wives must be saying, join the club. 
E. KUMAR SHARMA 
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CZAEE SHAH 





HE MENU ON CZAEE SHAH'S FOUR-MONTH-OLD NOSH IN SOUTH 
Mumbai is as unconventional as the restaurant owner. You 
will find the world’s vegetarian food—ranging from dosas to pas- 
tas to Chinese dishes to continental fare—under the same roof. 
That's pretty similar to how Shah, wife of Mukand Ltd's Suketu 
Shah, describes herself: a woman of varied interests. From col- 
lecting art to running her business to managing her home, the 45- 
year-old Shah likes everything and says that all are her priorities. 
A bad experience with Comma, a lifestyle store she co-founded, 
did not stop Shah from launching Ceezee Foods, which manages 
Nosh. Says Shah, who's also been a writer for Marg and The 
Indian Express: “If I could not be an art collector, I would have 
been an art historian. If I could not open a restaurant, I would 
have been a manager at a restaurant." In other words, just do it. 
SWATI PRASAD 
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GEETA UPPAL 


F For 


A: THE GOVERNMENT-RUN PRIMARY 
school in Peenya on the outskirts of 
Bangalore, enrollment of students last year 
jumped from around 500 to 800. Dropout 
rate, which used to be 40 per cent, has 
petered to around 3 per cent. Credit the 
change to the shy Geeta Uppal, wife of 
ABB MD Ravi Uppal. What did the trick? 
Hot food, which under an ISKON project 
Akshya Patra, is supplied to various schools 
in Bangalore. For the Peenya school, Uppal 
cajoled ABB to be the Akshya Patra sponsor. 
Says Uppal, a trained child psychologist: 
“You can’t teach to children on empty 
stomach.” Uppal, whose two children are 
studying abroad, has also adopted five chil- 
dren, including two of her maid. Says the 
45-year-old: “I feel blessed that I have an 
opportunity to give back to society.” 
VENKATESHA BABU 


Food . 


3-Maker 


HE ISN'T JUST THE WOMAN BEHIND BOMBAY DYEING’S NUSLI WADIA, 

but also the woman behind a thousand pretty faces—including top- 
notch models such as Aishwarya Rai, Lisa Ray and Aditi Govitrikar. 
Twelve years after she first launched G/adrags, a bi-monthly 
lifestyle and fashion magazine, Maureen Wadia remains a force to 
reckon with in Mumbai's beauty industry, even launching a pageant 
for married men and women. Although she inhabits the rarified 
world of glamour, Wadia—Lakme's first model—is hardly your typ- 
ical socialite. Party regulars complain that it's impossible to get her 
to show up at any do. The only shows you'll likely find her in are 
her own. But then that, as Wadia might explain, is work. 

Her public reticence is hardly surprising, considering that Wadia (of 
Irish descent) is still the hands-on editor of Gladrags and also in-charge 
of two charitable hospitals that Bombay Dyeing runs. The 57-year-old 
Wadia, a one-time Air India hostess, is a relative late-comer to the world 
of business. She didn’t start working until her two sons (Jeh and 
Ness) were grown up. No doubt, she’s making up for lost time. E 
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bt corporate results 


The first flush of corporate results for 2002-03 
reveals that things aren't as bad as they seem: 
Most of India Inc. has performed, particularly 


the second-rung companies. sy NARENDRA NATHAN 
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HE STOCKMARKETS ARE LISTLESS, CONSUMER 

confidence is tepid, and the disinvestment 

soap opera continues to drag, but India Inc's 

report card for 2003 mercifully doesn't reflect 

all those woes that dog the Indian economy. Rather, 

corporate India's performance so far is good enough to 

have even chronic cynics acknowledging that there 
are some sectors out there that are getting it right. 

If technology slipped a few notches, banks filled the 


breach by posting an impressive showing. Similarly, if 


. the auto sector flattered to deceive, auto components 


more than made up. “There is an overall improvement 
in efficiency, both at the operational and financial 
levels. And this improvement will continue in the 
coming year as well,” points out Dileep Madgavkar, 
Chief Investment Officer, Prudential icici Mutual 
Fund. “The Indian manufacturing sector has started ex- 
ploiting overseas markets. “The spurt in outsourcing 
from Indian auto ancillary companies is one example of 
this trend, and I am sure many more sectors will do the 
same in future," adds Paras Adenwala, Head of Equity, 
Birla Sunlife Mutual Fund. 
Here's the proof of the 
pudding: Aggregate sales of 
1070 companies analysed by 
Business Today (See 
Methodology) climbed 13 per 
cent in 2002-03 over the pre- 
vious year. Operating and net 
profits were up 17 and 36 per 
cent respectively. The overall 
growth last year was pretty 
much sustained in the fourth 
quarter (ended March 2003), 
with sales moving up 12 per 
cent over the December quar- 
ter, operating profits, 10 per 
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has of course been consigned 

to the history books, but buried somewhere in that blast 
from the recent past are the trends that will play them- 
selves out in the current year. Here are some of the 
more significant ones: 


The Second Rung Strikes 
If you've assumed that it was the large corpo- 
rations that contributed to the double-digit 
growth clocked last year, well, that's not exactly 
how it happened. To be sure, it's second-rung com- 
panies that have outshone their higher-profile coun- 
terparts. This explains why the solid corporate 
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89,313 


Oct-Dec 


performance isn’t reflected in the stockmarket’s bench- 
mark indices, which are still floundering. “The per- 
formance of the big companies was not as good as the 
second line companies and both the Nifty and Sensex 
have been pulled down by the lacklustre performance 
of these large-cap companies,” explains Chetan Sehgal, 
Fund Manager, Templeton Mutual Fund. On the 
other hand, the Nifty Junior has shot up by 150 points 
(11 per cent) in the past three months, even as the 
Sensex slipped by 229 points (7 per cent), If you think 
you've missed the mid-cap bus, the good news is that it's 
not over yet. "There is further scope for growth among 
mid-cap stocks," asserts Sehgal. 


"There is a significant reduction of interest 
cost as a percentage of sales,” points out Rajat 
Jain, CIO, IDBI Principal Mutual Fund. Most of 
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this was courtesy the fall in interest rates. Concerted ef- 
forts by companies to replace high-cost debt with low- 
cost loans also yielded results. Analysts expect this 
trend to continue for at least the next couple of quar- 
ters. Reason: the banks' prime lending rates are still high 
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cent and net profits, 18 per 
PD TR 2001 2002 —————] 2003 
cent. Figures are the combined results of 1,070 companies in Rs crore 
The financial year 2002-03 E Sales W Profit Before Depreciation, Interest and Tax = Profit After Tax Source: CMIE 


compared to their deposit rates and there is scope for 
further reduction. The Reserve Bank reduced the bank 
rate by 25 basis points during the last monetary policy, 
signalling a trend of further softening interest rates. 


The IT services sector’s heady growth might 
have been rudely interrupted, but keep an eye on 


the training segment, which is slowly but surely 
showing signs of revival. NIIT for instance is one of the 
few IT companies to have posted decent growth (50 per 
cent of NIIT's revenues come from training). IT analysts 
expect the training sector to be the next growth driver. 
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bt corporate results 


Banks are minting money out of the interest rate 


fall and this trend is expected to 
last at least for the next few quarters 


This is due to the rapid changes that are tak- 
ing place on the IT front. For example, the 
margin squeeze on Indian rr majors is mainly 
because foreign IT majors are setting up their 
own facilities in India. “Whether it is Infosys 
or IBM, the demand for qualified rr profes- 
sionals will only increase,” points out an IT 
analyst with a foreign mutual fund. 


a Indian pharmaceutical companies have 





shown better top line growth than 

their foreign counterparts. For exam- 
ple, compared to the overall industry sales 
growth of 19 per cent, Indian companies have 
grown at 24 per cent. However, the bottom 
line hasn't quite kept pace, as the homegrown 
firms weren't able to control their costs. Their 
net profits grew just 24 per cent as against the 
industry average of 58 per cent. That's why 
analysts expect the MNC pharma bandwagon to 
continue with its good profitability record in 
the current year as well. 


5 Capital goods has done exceedingly 





well and is expected to continue with 

the good showing in the near future. 
“Most of these companies have restructured 
their operations during the last three to four 
years and now the cost structure is in their 
favour. So during the coming years, their 
bottomline growth will be much more than 
their top line,” explains Srinivas Rao, analyst 
at Edelweiss. “And with more money coming 
to the power generation and distribution sector, the per- 
formance of companies like ABB and Siemens should 
only improve,” he adds. 





After IT and biotech, the outsourcing bug has 
moved on to auto components and this ex- 
plains why these companies have done ex- 
ceedingly well. “Almost every global auto major is 
trying to protect its margins; so they are coming to 
India. Here again, the main driver is the cost advantage 
and this cost advantage should be sustainable for seve- 
ral years," explains Templeton's Sehgal. 
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rate fall and during the last year their aggre- 

gate net profits have increased a whopping 91 
per cent. This trend is expected to last at least for the 
next few quarters. Most of this came from treasury in- 
come. With the gilt yield coming down from 6.13 per 
cent as on March 31 to around 5.85 per cent now, 
hopes have been raised of another extraordinary 
quarter. As the entire gilt portfolio is not marked to 
the market, most public sector banks have huge un- 
realised appreciation. For example, Bank of India has 
an unrealised appreciation of Rs 1.182 crore as on 


7 Banks are minting money out of the interest 
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of unviable branches) 
has started fetching re- - 


— mestic mutual fund. 


and is expected to do 
well in the future. | 
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as on March 31) to withstand future interest rate 
shocks," says K.V. Krishnamurthy, Chairman & 
Managing Director, Bank of India. | 

What's more, the banks' spreads are increasing as 
well. This is because the deposit rates have fallen faster 
compared to the loan rates during the last one year. 


_ There are other long-term reasons why banks will do 
well. “Restructuring io S 

.. (like reducing the staff 
strength through vol- 





untary retirement 
schemes, closing down 


sults," says one bank- 
ing analyst with a do- 


Aluminium is 
another indus- 


try that did well, 





However, although ag- 
gregate sales have shot 
up 19 per cent, net 
profits were down, 
thanks primarily to 
Hindalco's bottomline, 
which was lower by 15 
per cent. But that might 
have well been an aber- i 

ration. “The power grid failure that put half of India to 
darkness let us down and the huge extraordinary loss 
during the last quarter is only because of that,” explains 
A.K. Agarwala, Executive Director, Hindalco 
Industries. *With the domestic demand for aluminium 
picking up (due to the expected boom in auto compo- 
nents), the sector's prospects can only improve," he adds. 


The Laggards 
It isn't as if all of corporate India has performed. 


‘There are a few sectors that continue to languish (and 










With no big investment in bandwidth expected in 
the future, the condition of the Optic 
: fibre cables sector can only get worse 


March 31. *In addition to that, we have also created 
an Investment Fluctuation Reserve (Rs 342 crore 


also remember that the poorer results will begin trick- 
ling in towards the end of May). Here are two sectors 
that are in the dumps: 


Once seen as a driver of the “new” economy 

because of its potential to provide *bandwidth 

to the nation," the optic fibre cables sector 
is in a miserable condition today. 

Huge capacity created during the dotcom boom has 
resulted in a glut in 
prices world over. 
This explains why the 
aggregate sales crashed 
48 per cent, operat- 
ing profits plummeted 
80 per cent, and a net 
profit of Rs 163 crore 
in 2001-02 turned 
into a loss of Rs 98 
crore last year. With 
no big investment exp- 
ected, the condition of 
these companies can 
only get worse. 


Sugar is 
still amo- 
ngst the 
few industries that are 
still under strict con- 
trol. The government 
fixes the price for its 
raw material (sugar 
cane). It also fixes the 
quantity it can sell in the open market and the price of 
sugar to be sold to the government (levy quota). 

As the sugarcane prices fixed by the government 
are well above international prices, the cost of pro- 
duction goes up, thereby making it unviable for 
exports as well. And all this explains why operating 
profit fell by 18 per cent during the last year. The 
aggregate net loss increased from Rs 24.71 crore to 
Rs 95.58 crore. With the government getting into 
election mode, this sector may have to wait a while 
for some succor. 
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Patni s 


Naren Patni wants to take his 
eponymous company, one of 
India's earliest IT services players, 
public. But has he left it for 


too late? BY PRIYA SRINIVASAN 


= I S A MIDSUMMER MORNING IN MAY AND THE 
press is gathered at Patni Computer Systems' 
corporate office in suburban Mumbai for an im- 
portant announcement. Narendra K. Patni, 
Chairman and CEO, breezes in with a cheery 

AMA. “good morning” but it does little to mask his 
nervousness. The 50-something CEO of one of India's 
biggest rr companies has hardly faced the press in the 
25 years since he founded Patni. He has remained 
resolutely private and his approach to work is best 
compared to the beaver, an animal he admires. "It qui- 
etly builds dams under the water," he reflects during a 
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conversation with this writer. The beaver also happens 
to be the mascot of his alma mater, the Massachusetts 
Institute of Technology, where he graduated in electrical 
engineering over twenty-five years ago. 

As the power point presentation unfolds, Patni's ner- 
vousness ebbs. With a CAGR (cumulative average growth 
rate) of 51 per cent (in Rs) over the past four years and a 
projected growth of 30 per cent-plus for the current, 
Patni's sales growth clearly outstrips the current industry 
average of about 25 per cent. Add to this the warchest 
of $100 million (Rs 470 crore at today's rates) that 
global private equity major General Atlantic Partners 


brought to the table in one of the largest private equity 
deals last year and it is not difficult to understand 
why Patni is marching ahead with aggressive plans 
for the year ahead. The first step includes a series of acq- 
uisitions that will give the company critical size before 
it makes the big move, a public offering towards the end 
of 2003 or in early 2004. An ADR offering will follow 
within a year of the IPO. 

The press conference had been called simply to 
announce the first of these milestones, the acquisition 
of Boston based financial services firm The Reference Inc. 
Patni expects to conclude a couple of acquisitions by the 


Narendra K. Patni, Chairman 
& CEO, Patni Computer 
Systems: A late surge 





year end and the inorganic growth strategy will add a 
sizeable 10-15 percent to Patni's revenues. Clearly, 
Naren Patni, an aficionado of rock, (“I was at Wood- 
stock, an experience that your generation will never 
know”) and modern art, is currently orchestrating a cru 
cial phase of the company's lifecycle as it transits from 
a privately held, family controlled, conservative enter 
prise to a public entity charting a fast growth trajectory. 


The Story So Far 
For starters, some interesting trivia: Patni was one 
of the first three prominent software firms to be set 


o 
U 


up in the country; the 
others are Tata Consul- 
tancy Services (TCS) and 
Datamatics Ltd. All three 
owe their current mar- 
quee status to MIT grad- 
uates (Dr Lalit Kanodia 
at Datamatics and Dr 
F.C. Kohli at TCS) and 
all three continue to be 
privately held. There's 
more: the three have 
been mulling a public of- 
fering for a while now 
and the dominant per- 
ception is that they have 
missed the boat as far as the tech boom goes. 

Speaking about Patni, Naren Patni is surprisingly 
candid about the timing. “Basically, we missed the 
possibility of an overseas listing in 1998, which was 
the go-go era for software, primarily because we had to 
separate the hardware part of our business from the soft- 
ware and then list the software company. Once this sep- 
aration of the software business was done, we took GE 
in as a strategic investor and were ready once again for 
a public listing in 2001 but the markets had turned." 
(See Company History). This time around, Patni began 
to talk to General Atlantic Partners and the deal was 
concluded last year when GA took a minority stake in 
the company (approximately a third) for $100 million, 
thereby fixing the company's valuation at about $300 
million (Rs 1,440 crore) last year. So will it be third-time 
lucky for Patni on the IPO front? 

The progress has been steady. A month ago, major 
investment banks like psp Merrill Lynch, Salomon 
Smith Barney, Kotak and JM Morgan Stanley participated 
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in the first round of 
pitches or “beauty par- 
ade” as one investment 
banker puts it. The man- 
date will be awarded 
soon and Naren Patni 
says the company will be 
in a “state of prepared- 
ness” from September 
2003. If the mandatory 
10 per cent dilution 
clause by SEBI be consid-- 
ered, the issue size would 
be Rs 150-200 crore, at 
the very least. “We beli- 
eve that if companies 
have a good story to tell the transaction will happen 
irrespective of how the markets are behaving," says S. 
Sriniwasan, VP and Co-Head, Investment Banking 
Services, Kotak. Having said that, the fact remains 
that tech sector stocks are currently trading at an average 
multiple of 14 times the projected earnings for the 
year, down from 18 last year. “We still believe that the 
company has enough differentiators, particularly in 
terms of size, customer profile, and a strong manage- 
ment to command a fair price," says another inv- 
estment banker who wishes to remain unnamed. The 
company's revenues for 2002. stand at Rs 914 crore 
and Naren Patni expects to close 2003 with revenues of 
between Rs 1,150 crore and Rs 1,250 crore. While 
company officials are tight-lipped about the bottomline, 
Patni's net margins are understood to be hovering 
around the 23-25 per cent range, which pegs the net 
profit at around Rs 200 crore. “The company has 
been ready to go public from the day we invested and 
the equity markets should be right by the fourth quarter 
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CAN TCS SPOIL THE IPO PARTY FOR PATNI? 


^ A. S PATNI WAITS IN THE WINGS FOR ITS PUBLIC OFFERING. OLD-TIME COMPETITOR TCS 
: is also moving ahead with its plans for an IPO. Investment bankers feel 
- that Patni's timing will be crucial this time around. "The challenge is that in- 
.. vestors will want to bet on a maximum of three-to-four companies and no one - 
. can afford to ignore TCS once it hits the market. There is an embarrassment 4 
oF riches in the IT sector today and Patni will be up against major com- 
. petition if TCS comes out with an offering at the same time," says one 4 
. analyst with a leading foreign brokerage. Most investment bankers see £ 
. a window for the Patni offering between September and November iÈ 
-this year (depending on what the September quarter results for T: EM 


3 look like; of course) or from January to July next year. 


S Ramadorai, CEO, TCS: Ready to go public 
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of this year, so the tim- 
ing seems right," says 
John Wong, General 
Partner, General 
Atlantic Partners. 


The Business Model 

Patni Computer Sys- 
tems ranks fifth among 
listed infotech majors 
and sixth if TCS is 
added to the list. Its 
suite of offerings inc- 
ludes horizontal IT 
services like mainte- 
nance, application dev- 
elopment, enterprise 
application solutions 
and e-business among 
others. “We are clearly 
positioned as a scale 
player and intend to 
stay in the top five; 
that is the only way 
we will absorb the 
costs of the business,” 
states Deepak Sogani, 
CFO, Patni. The com- 
pany's commitment to 
growth and client ac- 
quisition is borne out 
by the fact that its sell- 
ing and general administration costs as a percentage 
of revenue is actually a “few percentage points higher 
than that of competition", according to Sogani. *We 
tend to absorb higher costs than some of our com- 
petitors since we do not believe in the optimum uti- 
lization model," explains Naren Patni. *I believe 
there should be enough redundancy to cater to the 


Revenue Mix 
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"We are clearly positioned as a Scale player 
and intend to stay in the top five; 
that is the only way we will absorb the costs” 


Deepak Sogani, CFO, Patni Computer Systems 


customer's peaks and 
valleys; this is how we 
create stickiness with 
the customer." 

And Sogani main- 
tains that unlike lead- 
ing industry players 
who have seen mar- 
gins plummet in recent 
times, Patni’s 20-odd 
per cent net margins 
have stayed pretty 
much unchanged even 
with the recent melt- 
down in the IT sector. 
This is attributable to 
two factors, the fact 
that the company’s 
costs tend to be on the 
higher side while its 
pricing has always 
been moderate. 

This can, in large 
part, be attributed to 
GE’s stringent pricing 
where its vendors are 
concerned. In fact, 
leading industry play- 
ers have, in the past, 
declared GE’s rates 
downright unviable. 
“We think we price 
ourselves very fairly and tend to be in the low to 
moderate band; this hedges us against margin 
volatility,” explains Sogani. 

On the revenue mix, Patni’s revenue basket tends to 
be heavily skewed in favour of one of its oldest cus- 
tomers, GE. About 45 per cent of the company’s rev- 
enues currently come from GE, while the second-largest 
revenue contributor, a US-based auto insurance com- 
pany, contributes about 7 per cent to revenues; the rest 
comes from several medium-to-smaller sized clients 
(totally, Patni has 130 customers). 

This heavy reliance on a single client could have 
a flip-side at the time of the IPO. “Every analyst 
tracking the scrip will discount a large exposure to 
one client quite heavily; this will be discounted in the 
stock price,” says an industry analyst. Other analysts 
feel that GE’s insistence on rock-bottom prices could 
have a longer-term impact for the company in terms 
of its margins, but Patni is working on correcting all 
this. “We expect (the) GE (business) as a proportion 
of the revenues to be down to 38-40 per cent by the 
year-end. Three years down the line, we envisage 
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ourselves as a half-a-billion dollar company with 

GE contributing about 25-30 per cent of revenues 
while 75 per cent of the revenues would come from 
25 of our top customers," says Mrinal Sattawala, 
Chief Marketing Officer, Patni. 

The market perceives Patni as a complacent com- 
pany on the field (one competitor says that Patni is not 
even on his competition tracking list since he hardly en- 
counters the company at pitches). The company's def- 
ense: “We are not interested in running after just 
about any client. Ninety per cent of our business is rep- 
eat business and we believe in growing our smaller cus- 
tomers till they make significant contributions to our 
revenue," says Sattawala. 

About 65 per cent of Patni's revenues comes from 
onsite work and 35 per cent from offshore projects. The 
ratio goes against 
industry norms, 
claims Sogani, bec- 
ause, ^we account 
for the billings of 
every single person 
onsite in the onsite 
revenues, whereas 
some of the other 
major players tend 
to account for the 
revenues project 
wise, which means that the onsite professionals who are 
part of an offshore project get accounted for in the off- 
shore revenues." Still, Patni Computer Systems executes 
over half its projects on the basis of fixed price contracts 
(a hedge against price fluctuations), well over what com- 
panies like Infosys (around 37 per cent) does. 

The bulk of Patni's revenues comes from main- 
tenance and analysts see merits and demerits to 
this. “You could on the one hand say that this is 

. lower value add work but it adds to the comfort 
level given that it represents a steady revenue 
stream" says Ajay Mathrani, an information tech- 
nology analyst at Edelweiss Capital. *Overall, I see 
Patni as a long-term player and expect it to remain 
among the top five IT services companies in coming 
years," says another analyst. 
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"Patni will in all probability be a completely professionally- 
managed company in the coming years. This is going to be 
my hardest task. The DNA of this company 
is family-owned, and ultimately, we 
are going to have to change that" 


Naren Patni, Chairman, Patni Computer Systems 





Heading For A DNA Change 
The Patni family is the majority shareholder in the com- 
pany with well over a 50 per cent stake. GE holds 
under 10 per cent and the remainder is held by Gar. 
The company has hired McKinsey and Co to put in 
place a leadership programme that will also serve as an 
exercise at succession planning. “In the last 12 months, 
we have hired a handful of senior managers and there 
is some succession planning underway," says GAP's 
Wong. “While nothing is in black and white, Patni will 
in all probability be a completely professionally man- 
aged company in the coming years." Naren Patni in- 
tends to continue in the CEO chair for the next five-to- 
seven years, but he has already begun to scout around 
for a successor. *This is going to be my hardest task. 
The DNA of this company is family-owned, and ulti- 
mately, we are go- 
ing to have to 
change that. I can- 
not do it too fast 
or I may destroy 
the company; at the 
same time the peck- 
ing order is not 
well-defined and 
it’s something I am 
working on,” he 
says. So will the 
future CEO be from within or outside the company? “It 
could be either way, I simply haven’t decided yet.” 
Patni won’t let on whether his son Anirudh, also 
a Massachusetts Institute of Technology (MIT) grad- 
uate who has opted to work for McKinsey in the US, 
is likely to join the business. As part of the leadership 
programme, Patni Computer Systems has instituted 
an executive management council or “corporate 
centre”, which comprises top management that 
serves as “hands and legs to the CEO”. McKinsey has 
also put in place a restructuring program, which 
divides the company into various Strategic Business 
Units that will primarily allow for easy integration of 
the company’s planned acquisitions. Patni is clearly 
ready with its blueprint for the future. The acid 
test remains the public offering. 
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New products, innovative distribution, and better 
use of technology are helping the new breed of 
private life insurers take marketshare away from 
the monopolist of yesterday. sy rosHni javakan 


IME WAS, IF YOU WANTED 
to buy a life insurance 
policy, you called a Life 
Insurance Corporation 
agent referred to you by a friend or 
a relative. And as you sat him down 
in your drawing room one Sunday 
morning (and your wife went away 
to make him some tea), he would 


pull out a sheaf of papers, rattle 


off details for a variety of schemes, 
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and calculate the premium from a 
small white book. And since that’s 
the way the whole country bought 
insurance, you bought one too. 
These days, you don’t have to 
go in search of an agent. He comes 
after you. Shopped at any of the 
Westside stores recently or stopped 
by at a Bharat Petroleum to tank 
up? If yes, expect a call from one of 
the direct marketers selling ICICI 


Prudential Life Insurance pension 
policy or child solutions. Using what 
it calls “alliance marketing” ICICI 
Pru mines databases of retail chains 
and credit card companies to iden- 
tify potential customers. 

Such aggressive selling strate- 
gies are beginning to pay off for 
ICICI Pru and the 11 other new pri- 
vate life insurers. In the two years 
since life insurance was opened up, 


prm cM Re png 


the new players have grabbed nearly 
9 per cent of the total insurance 
market in terms of premium inc- 
ome and nearly 33 per cent of the 
pension products market. ICICI Pru 
is the leader, having sold 3.5 lakh 
policies till date. Last fiscal, it raked 
in Rs 365 crore in premium inc- 
ome—a 200 per cent jump over 
the previous year. Not too far 
behind is Birla Sun Life, with pre- 
mium income of Rs 170 crore in 
2002-03, and HDFC Standard Life at 
Rs 133 crore. Put the numbers of 
the dozen players together, and you 
are looking at a new life insurance 
market (in terms of total premium) 
of Rs 1,021 crore last year alone. 


More and Better 

So what explains the quick rise of the 
new comers? “There is a clear shift 
from the one-size-fits-all strategy of 
yore to a more flexible, customer- 
centric one that we have adopted,” 
says Shikha Sharma, CEO, ICICI Pru. 
Until the new players came along, 
what passed in the name of life ins- 
urance was a tax-saver tool with ins- 
-urance wrapped around it. But a 
true insurance product, experts say, 
must offer an optimal balance bet- 
ween protection and savings. And 
that's a formula, like icici Pru, the 
new insurers have cottoned on to. 
On offer from them is an array of 
products ranging from traditional 
term endowments and money 
back policies to contemporary 
whole life and pension plans. 
Max New York Life, for ins- 
tance, has 11 products and nine 
riders that can be customised to 
make more than 250 different 
combinations, and Tata-AiG has 
eight products with six riders. 
Says lan Watts, CEO, Tata-AIG: 
“The customer has the option 

of combining base products with 

a number of riders.” 

The idea behind product 
flexibility is to cover as many 
customers as possible. At ICICI 
Pru, marketing involves doing a 
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HOW THEY STACK UP 


New premium (Rs crore) 


364.9 
= 170 
(4327. 
76.8 
72.8 
59.8 
53.8. 
34 
17 
25 
8.25 
4.00 — 
9,688.87 


Figures are for April 2002 to March 2003 





life-stage segmentation so that opp- 
ortunities to up-sell products can 
be tapped. Consider a situation 
where a 20-something takes a Rs 5 
lakh cover, and on becoming a par- 
ent takes a child cover as well. As 
the child turns into an adolescent, 
the now middle-aged customer may 


THE PRIVATE LINE-UP 


ICICI leads by a huge margin. 
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No. of policies issued 
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1,45,000 
1,42,857 - 
1,43,000 - 
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91,500 
69,656 - 
36,836 
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. 16,000 
_ 8,0860 — 
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want to reduce risk cover and ins- 
tead buy a retirement plan. For 
ICICI Pru (and others who do need- 
based analysis), it is possible to sell 
him a product at every stage of his 
life. Others like Birla Sun Life focus- 
sed early on on unit-linked insur- 
ance instead of *me-too" products 
such as term assurance. The 
unit-linked products, where the 
premium is demarcated between 
insurance and investment, come 
with minimum guaranteed ret- 
urns. The customer is given 
three investment options, which 
carry various levels of risk. (Thus 
far, the returns in unit-linked 
plans have ranged from 7.61 
per cent in the case of low-risk 
products to 11.56 per cent for 
high-risk products.) HDFC Stan- 
dard Life, on the other hand, 
gets almost half of its business 
from term assurance plans, 
where the sum assured is large 
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. but premiums are low. Says Deepak 


SANJAY PANDYA 


Satwalekar, the company's CEO: 
“We believe insurance is all about 
protection and then savings and 
investment. It's a tough market in 
which to sell term assurance." Why? 
At the end of the day, the customer 
wants to know the returns. Points 
out Anuroop “Tony” Singh, CEO, 
Max New York Life: “Whole life 
policies offer the right balance be- 
tween protection and savings.” 

Crucial to the customer-insurer 
relationship is servicing. As cus- 
tomers become more discerning, 
the insurers have to become more 
sensitive to their needs; listening 
to their concerns and translating 
that into an intelligent product 
solution. ICICI Pru, for instance, off- 
ers premium holiday to policy hold- 
ers in case of contingencies or sud- 
den expenses in the family. 

Some others are being more 
selective in terms of the risk. OM 
Kotak offers up to 30 per cent chea- 
per premium rates on term poli- 
cies for non-smokers and women. 
Now it is working out a scheme 
for smokers who—if they quit and 
meet certain health benchmarks— 


WHAT’S DIFFERENT? 
It’s herd mentality out there, but 
a few insurers clearly stand out. 


Company/Differentiation 


W ICICI Prudential 
Mass market appeal and wide 
product mix. 





lil Max New York Life and 
HDFC Standard Life 
Whole life and term plans 





Bi Birla Sun Life 
Focus on unit-linked plans 





B SBI Life 
Offerings built around banking 
products 





E AMP Sanmar 
Focus on SEC B & C towns 





would also be eligible for discounts 
in premium. Explains Asuthosh 
Bishnoi, Marketing Chief, OM 
Kotak: *Term by itself is not a 
hugely popular product and inno- 
vative features like this one help in 
getting immediate attention." 





DEEPAK SATWALEKAR, CEO, HDFC STANDARD LIFE 


"Insurance is all about protection and then savings and 
investment. It's a tough market to sell term assurance in" 
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Anytime Insurance 

Doing the talking to consumers is 
still the agent, but information tech- 
nology has helped arm both the 
agent and the consumer with instant 
information, anywhere, anytime. 
ICICI Pru's website offers not just 
product information, but delivers 
quotations online. It allows the 
channel partners to manage their 
whole business on the web through 
premium alerts, client diary, and 
premium calculator. The customer 
can access policy and payment 
details, send in the premium online. 
Apparently, at least a quarter of 
ICICI Pru's 18,000-odd agents log on 
to the website at least 15 times a 
month. And given that the industry 
still relies on agents to do the selling, 
the players are investing in a lot of 
training. Says Venkatesh Mysore, 
CEO, Metlife India: “We have inten- 
sive training for our advisors before 
they are put on the field.” Adds 
Nani Jhaveri, CEO, Birla Sun Life: 
“We believe our advisors are our 
brand ambassadors.” 

But the distribution strategy is 
also a function of the player’s own 
strengths. SBI Life, for example, is 
piggy-backing on the parent bank to 
sell its products. It is selling insur- 
ance products to SBr's deposit hold- 
ers at Rs 25 a month for a Rs 1 
lakh cover, and has tapped 3.5 lakh 
account holders so far. For villagers, 
the premium is Rs 10 per month for 
a Rs 25,000 cover. Says R 
Krishnamurthy, the company’s CEO: 
“Our strategy is to weave life on 
the back of bank products as a quick 
way to penetrate and avoid adverse 
selection.” Similarly, Aviva (for- 
merly Dabur-cGu) has combined 
Easylife Plus (an endowment policy) 
with the treasure account (a sav- 
ings account for children) offered by 
ABN Amro to launch a bundled 
product called Treasure Plus. 

A relatively new entrant, AMP 
Sanmar picks its customers differ- 
ently. It sees its differentiation in the 
fact that it is targeting SEC B and C 


» 


centres, where awareness about 
insurance is low and marketing 
begins with educating the customers. 
In several of such centres, AMP 
Sanmar has been the first private 
insurer to enter. For example, P. 
Murgesan, an insurance advisor 
with the company, makes a special 
trip to Ootamalai, a village in 
Hoganekal (Tamil Nadu) with a 
population of 500. He can only 
access the village by hitching a ride 
on a coracle, but that doesn't stop 
him from visiting this hamlet once 
every 10 days. Says AMP Sanmar 
Vice Chairman S.V. Mony: *We 
see this as a big opportunity." 

The point that the insurers are 
veering round to: *Products can be 
cloned, but not the customer experi- 
ence," says Saugata Gupta, Chief 
of Marketing, icici Pru. About a 
year ago, the company launched a 
six sigma initiative to help under- 
stand and fulfill customer needs 
better, set industry benchmarks, 
and make its operations scalable, 
with focus on customers and costs. 
The result has been a reduction in 
the length of forms, use of techno- 
logy like sms for contest announce- 
ment and advisor communication, 
improved advisory section on its 
website and greater convenience in 
payment of premium. 

All the sweat is aimed at pro- 
ducing one thing: a greater number 
of customers. And as things stand 
today, the forecast is optimistic. 





SHIKHA SHARMA, CEO, ICICI PRUDENTIAL 


“There is a clear shift from the one-size-fits-all strategy to 
a more flexible, customer-centric one that we have adopted” 


Says Singh of Max New York Life: 
“I expect the private life insurance 
companies to grow at the rate of 75 
to 100 per cent CAGR over the next 
five years.” ICICI Pru, while not in 
favour of reckless geographic expan- 
sion, plans to grow from 27 towns 
at present to 100. Birla Sun Life is 
adding 11 branches by June to its 
existing 22, and intends to sell 1.8 
lakh policies in the current year 
with a premium income of Rs 450 
crore. In a market largely underin- 
sured, everybody else is talking of 
growth as well. Notes Watts of Tata- 
AIG: “A bundle of innovative prod- 
ucts and an efficient delivery system 


THE INSURANCE OVERVIEW 
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Private Insurers: Rs 39.95 crore 


6776 


LIC: Rs 82.76 crore 


are the two aspects that have to be 
developed to penetrate the mar- 
ket.” No doubt. 

But some questions about the 
Great Indian Insurance Race are 
already cropping up. For example, 
is market share the real parameter of 
growth for insurance companies? 
Not everybody thinks so. “If you are 
a long-term player, you will not 
kill yourself for market share,” says 
Satwalekar of HDFC Standard. 

Translated, that means the com- 
position of policies sold and risk 
assumed on balance sheets of these 
companies will be crucial. Points 
out Ashvin Parekh, Executive 
Director, Deloitte Touche: “The 
crunch will come to the core when 
companies will have to manage pol- 
icy-holder perceptions about guar- 
anteed returns and bonuses in a 
falling interest rate regime.” 

No doubt these are issues the 
new jockeys on the track will grap- 
ple with as they push ahead. But 
don’t expect the Great Indian 
Insurance Race to lose steam. At 
least not anytime soon. 

ADDITIONAL REPORTING 
BY SHILPA NAYAK AND 
NITYA VARADARAJAN 
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idea that CEOs and surfers might agree on busi- 

ness principles seems far-fetched. Between the 
buttoned-down and the unbuttoned lies a watery 
chasm—the difference between doers and dudes. Yet 
it turns out that the boys and girls with the world's most 
vivid slang—and whose taste in sportswear and lifestyle 
drives billions of dollars of buying decisions—live by 
a set of rules that Procter & Gamble might approve of. 

That observation was just one of the surprises to 
come from IMG's recent decision to join with the Asso- 
ciation of Surfing Professionals to market the Hawaiian 
"Sport of Kings." What has held back the various 
attempts to market surfing these last 40 years is not the 
surfers, with their maverick attitudes and colourful per- 
sonalities. Rather, it has been the rigid mentality of the 
various commercial entities who have fought to shrink 
a thrilling and dangerous sport into a tame format. 

To get an idea of how surfing competitions used to 
be arranged, imagine a Winter Olympics scheduled 
without thought for season or availability of snow. That 
was how years of surf events went off—booked into TV 
time slots and surf spots months ahead of time, regard- 
less of whether there would be any waves. Now imag- 
ine that same Winter Olympics holding its marquee 
events on mountains flat as a parking lot. That's the 
equivalent of what surfing found itself doing when 
stuck with tiny or ill-formed waves. 

No wonder many of surfing's TV events found a wat- 
ery grave. And there were other consequences too, as 
surfers who fought to make something happen on 
the small waves turned to gymnastic and aerial manoeu- 
vres borrowed from the skateboarding lexicon. While 
undeniably athletic and innovative, the effect of watch- 
ing too many of these hotdoggers was ultimately sopo- 
rific. Yet, because the judging criteria of surfing contests 
had mutated to reward these types of manoeuvres, the 
law of unintended consequences kicked in: The men 
who sought to surf the most challenging waves could- 
n't win. And they began leaving the competition circuit. 

The marketing lesson seems obvious, but in the 35 
years since the movie Endless Summer kicked off the 
world’s love affair with the sport, nobody thought to 
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Seize The Moment 


A lesson from surfing: You don't command the sea, but you can pick the right wave. 


get it right by holding the contests when the waves arr- 
ive and are at their peak. You turn the waiting and 
unpredictability into a dramatic tension. You em- 
brace what is perhaps the most exciting visual spectacle 
around, the sight of mammoth curling waves chal- 
lenged by a handful of brave souls. 

Perhaps it took the public's hunger for extreme spo- 
rts and stunt-driven programs, plus the arrival of cable 
television, to open the door. Starting in 2003, IMG will 
be building the AsP and the World Championship 
Tour with the sort of creative thinking and resources 
that helped create the PGA Tour and ATP Tennis. 

In the past, some tried to excuse the poor record of 
surfing marketing efforts by laying the blame on the 
athletes: Surfers were prickly and impulsive, given to 
rowdy and aggressive behaviour. Some of this is 
undeniably true. However, in the right hands, the 
personality of the surfers could be a major marketing 
point. They're everything a marketer could hope for. 

In fact, this is what many surfers have been saying 
for years, but too many Madison Avenue and Burbank 
execs took one look at their hair and their weathered 
visages and closed their ears. Apparently it never occur- 
red to them that what Americans find attractive in their 
men on the movie screen might translate well into the 
sporting arena. For a model, all they had to do was 
look at the effect Arnold Palmer had on the staid and 
bland image of professional golf, circa 1960. As the BBC 
recently put it, Palmer *guaranteed aggression and ad- 
venture wherever he appeared," which led to such a 
groundswell among fans that Arnie's Army was born. 

As we now know, thanks to the hindsight of the 
past 40 years, Palmer and his fellow pioneers, Gary 
Player and Jack Nicklaus, were rare talents and perso- 
nalities, ideally suited to seize the moment. Whether 
we're in such a moment now with surfing, the next few 
years will tell. In the meantime, those who seek to cre- 
ate new and valuable products should always keep one 
fact in mind: While you can't command the sea, you 
can definitely pick your wave. 


© Mark H. McCormack. All rights of reproduction in any 
form are strictly reserved. 
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would greet the thought with derision. After all, 
efficient manufacturing requires, at the very 
least, large capital, reliable power, first-rate roads, 
hard-working labour, and no disruption. Since 
practically none of these exist, how, conventional 
wisdom asks, can we even dream of being a man- 
ufacturing power? 

To answer this question, look at an area that is 
altogether different: computer software. This is a 
sector in which India has, without doubt, been 
very successful and is on the verge of becoming a 
major global centre. This industry too needs reliable 
power, besides highly-dependable telecommunica- 
tions (especially for 24X7 operations). It needs to 
move people in large numbers, both locally and in 
and out of the country, quickly and efficiently. It 
also needs equipment like PCs and telecom gear, 
much of which has to be imported. 

Looking at this list of essential requirements a few 
years ago, most analysts would have dismissed India's 
ambitions of emerging a software giant. After all, the 
power situation was (then, as now) dismal, interna- 
tional bandwidth scarce and expensive, local telecom 
links dependent on a fickle state monopoly, not to 
forget the dismal mass transportation scene. To add 
to this, international travel was difficult, with poor 
connectivity and visa issues; imports difficult, slow 
and expensive; and red tape abundant. 

Yet, innovative work-around methods were devi- 
sed, appropriate institutions (like the software tech- 
nology parks) created and major changes effected 
(particularly in telecom) through close industry-gov- 
ernment partnership, and this made possible the 
success story of Indian software. 

The lessons of the software success story are 
clear and eminently applicable to manufacturing. 
Public-private partnership, a clear vision, excellent 
leadership and management, fiscal incentives, and a 
cohesive, proactive industry association: these are 
some of the key elements for success. 

Already, there are some interesting examples in 
manufacturing. A steel plant that is amongst the 
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Made In India 


India needs to focus on some key drivers to become a global manufacturing hub. 





world's most cost-efficient. Forgings that com- 
pete successfully in the global marketplace. Auto 
components that are sourced from India because of 
their price and quality. Two-wheelers that cap- 
ture global markets. These outstanding success 
stories are pointers to the future, and are hap- 
pening despite numerous constraints. 

Imagine, then, what could happen with better 
infrastructure, more supportive policies and efficient 
procedures. Through the years of Nehruvian planning, 
in much the same way as our educational institu- 
tions honed software expertise, the country developed 
its manufacturing base and expertise. These skills 
now form a reservoir that can fuel a manufacturing 
revolution. Even more than software, the abilities 
here span the whole range: from design of turnkey 
projects (system architecture) all the way down to 
component manufacture by ancillaries. 

The roadblocks need to be removed. We need to 
address the crucial four Ps: power, procedures, poli- 
cies, and ports (both air and sea ports). While the ports 
have dramatically reduced the turnaround time for 
shipping, a lot more needs to be done. We must aim 
to be at par with Singapore, nothing less. 

Since much of this depends upon computerisa- 
tion, it will indeed be a shame if the global leader in 
software cannot benefit from its own expertise. 
Industry too can gain a great deal from information 
technology, as others abroad have done. Policies and 
procedures can—and must—be changed quickly, 
with the resulting benefit-to-cost ratios of this being 
huge. While improvements in utility-based power is 
a long-term matter, short-term solutions are feasi- 
ble at a cost. The solutions are largely known; it is 
probably the will that is lacking. Clearly, sustained 
advocacy has a role to play here. 

Given its expertise and natural advantages, India 
is well-positioned to be a major manufacturing base. 
A few positive steps can easily turn what is yet an un- 
realised potential into reality. 


These are the personal views of author and not necessarily of NASSCOM. 
The author can be reached at kkarnik@nasscom.org 





JF HP supports Microsoft 
products for Microsoft 


why would you look anywhere else? 


nterprises around the world are 
- choosing Microsoft products to 

maximise their IT investments and 
infrastructure to drive their businesses to 
greater profitability and success. 

Microsoft technologies are a key 
driver behind the push to new levels of 
effectiveness and competencies. But it 
takes more than just good products to 
make a difference. 

As venture capitalists always say: 
"Ideas are plentiful. It's the execution 
that makes a difference." 

And that's where HP Services comes 
in — offering a comprehensive range of 
Microsoft services and solutions to help 
you better execute your business. 


HP and Microsoft have a long- 
standing unique partnership 

With HP's close-knit partnership with 
Microsoft for nearly two decades, the 
two companies have a long history of 
sharing technologies and engineering 
resources in developing products and 
services - Windows 95, Windows 98, 
Windows NT, Windows 2000, Exchange 
2000 and most recently, DataCenter 
Server. 

In short, the two companies make 
sure that their respective products are 


HP-Microsoft 
Frontline Partnership 


Here are some of the services 
offered in the Asia-Pacific: 


+ EAI for SAP clients 


* Portal.net for knowledge 
management 


. Document management 


and collaboration 
* Web content management 


* Enterprise document 
workflow 


* IT consolidation 


* Windows 2003 server 
migration 


* Exchange 2003 migration 
* ISM.net for OSS in Telco/NSP 


* Notes migration to .NET and 
Exchange | 


optimised for one another. So when you 
choose HP for Microsoft solutions, you 
can be assured of leveraging on their 
long-standing leadership and partnership 
for better, faster and easier implementa- 
tions of breakthrough technologies. 

In recognition of HP's leadership and 
capabilities, Microsoft has designated HP 
as its first Worldwide Prime Integrator for 
Windows 2000, Exchange 2000, 

BizTalk Server 2000 and .NET technolo- 
gies. To date, HP is still the only recipient 
of this much-coveted title. 


HP has the largest Microsoft-trained 
workforce 

HP is committed to its partnership 
with Microsoft. And it is proving its 
leadership by investing time and resources 


to ensure that its workforce is up to scratch. 


HP Services currently offers the largest 
Microsoft-trained and experienced 
workforce in the world with 23,000 
Microsoft-trained professionals and 5,000 
Microsoft-certified consultants. 

But the two companies are not resting 
on their laurels. 

To expand their partnership, HP and 
Microsoft announced in September last 
year that they are jointly investing a sum 
of USS 50 million (S$ 89 million) to 






accelerate the delivery of Microsoft's latest 
.NET solutions and Web Services. 

HP will spend the investment on 
developing .NET solutions, certifying its 
workforce on .NET technologies and 
creating a worldwide dedicated sales team 
to sell Microsoft .NET solutions. 

In particular, hundreds of HP sales 
professionals will be trained in .NET and 
3,000 HP Solution Architects will be 
certified on .NET. 

With HP's commitment in its work- 
force training and deployment for 
Microsoft solutions, you can be assured of 
getting the best hands on deck for your 
project. 


Microsoft chooses HP 
HP manages and supports Microsoft 
super-sites such as MSN, MSNBC, 
Microsoft.com, Sidewalk and CarPoint. 
HP ProLiant Servers comprise 95 per 
cent of Microsoft's 6,000 servers and 
were used as the developing/testing 
platform for Windows 2000, Exchange 
2000/2003, SQL 2000, Commerce Server 
2002, CMS 2002, SharePoint 2000 and 
.NET. 

In addition, HP provides Microsoft 
product support to 61,000 Microsoft 
employees in 68 countries. 





Maruti Limited 
chooses its Micro- 
soft SharePoint Portal 


Solution implementation 


A market leader with the highest 


customer satisfaction levels, Maruti 


was looking for a way to speed and 
streamline information access to 
ensure the fastest possible 
response to customer issues. “We 
knew we needed to be more 
nimble when it comes to 
information access and sharing,” 
said Rajesh Uppal, general 
manager, IT division, Maruti Udyog 
Ltd. “We had been looking for 
portal software for our intranet to 
help accomplish this but had not 
found any open, flexible and cost- 
effective solution. HP was 
instrumental in pointing us toward 
the Microsoft SharePoint Portal 
Server. Leveraging its extensive 
expertise, HP worked closely with 
our team to design and implement 
a customized intranet solution.” 
says Rajesh Uppal. 


“The HP team understands our 
business and our information 
technology requirements,” said 
Uppal. “Their extensive Microsoft 
expertise along with the 
information they shared with us 
about HP's own intranet solution 
based on SharePoint enabled the - 
fast deployment of Microsoft 
SharePoint Portal Server and 
resulted in a solution that is both 
flexible and cost effective.” 


Maruti is pleased with the fast 
deployment, improved connectivity 
and ease of use of the HP 
Publishing and Intranet Solution 
using Microsoft SharePoint Portal 
Server on the HP ProLiant server 
platform. “The faster and easier we. 
can access information, the sooner 
we can respond to our customers" - 
Uppal observed. “That is what is 
needed to maintain a high level of 
customer satisfaction, and HP is 
helping us achieve it.” 


WHY CHOOSE HP FOR MICROSOFT SOLUTIONS? 
Microsoft 
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and problem management 
monem 


Comprehensive support: Current research, documentation and technical developments for HP and Microsoft - 
PA Han aan atate Meo ae HP is also the Microsoft Gold Certified Partner in Singapore. 


PE E NAE penc Bon Mf pride s second -level support that leverages on HP's expertise 
infrastructure, via HP's Microsoft Certified Support Centre. The program includes 
identification, vanai ind resolution, and advice on proper software implementation. 


: MORI dad oaa: HP's Frontline Partnership with Microsoft spans nearly two decades. They 
ra = yids deli solutions to TERN ei hr business challenges. 


Recognised HP is the fist and so far only Microsoft designated Worldwide Prime Integrator for 
Windows 2000, panei 2000, BizTalk Server 2000 and .NET technologies. 


‘Unmatched Senis Asa a Microsoft CTEC, HP provides face-to-face, e-learning and customised training. 
 Capitalising on: the extensive experience of training/certifying thousands of its own consultants. HP's Education 
; Services is well-known ia tosty fer ore customised .NET bootcamps for customers. 


. Top-notch hard wre: According to IDC's Q4 2002 Enterprise Server Tracker Report, HP's ProLiant Servers led 
: ‘the SAS manet the Asi acf (except Japan) with 28.3 percent and 1n Singapore with 452 percent unit 
i shipment shares in 2002. The same also showed that almost 70 per cent of the SIAS servers were running 
Windows NT/2000 as the server operating environment. 


For more information on HP's Microsoft Services, visit www.hp.com/hps or email india.hpsmktG hp.com 
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Business Today continues to be the No.l business magazine with the largest circulation and the highest 
readership amongst business magazines. This best written business magazine now brings to you an irresistible 
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Of Happy Endings, 
Works In Progress, 


Three years into the strategic divestment age, 
there are enough instances of all three. i 
A status report. BY VANDANA GOMBAR 


MC'S MUMBAI OFFICE MAY HAVE BEEN gymnasium and a residence on Delhi's heaving 
among India’s earliest intelligent Ring Road was more befitting of a small entrepre- 
buildings and featured in several ar- neurial establishment. Today, 20 months after Tata 
chitectural publications on that Sons acquired a 51 per cent stake in the company 
strength but its corporate head- under the government's divestment programme 
quarters in Delhi, nestled between a that has, as one would expect it to have, changed. 
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2000-01 NET PROFIT | 2002-03 NET PROFIT 2001-02 PAT | 2002-03 PAT 
Rs 25.09 crore | Rs 36.37 crore Rs 107 crore Rs 204 crore 
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STAFF STRENGTH BEFORE | STAFF STRENGTH NOW STAFF STRENGTH BEFORE STAFF STRENGTH NOW 
| 3,350 | 
*Plus several hundred contract workers 
May 16, 2003. 
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. Sep. 3, 2001 | May 16, 2003 _ 
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Apr. 1, 2002 
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from a framed photograph. Still, 
that was founded by the govern- the office and the photograph are 
ment in the late 1970s—largely to main- among the more superficial of the changes 
tain computers—is in the arterial Parliament Street at CMC. Revenues, for the year ending March 31, 
and it is downright swank. And the late J.R.D. 2003 were up 5.4 per cent as compared to the pre- 
Tata smiles down on Managing Director S.S. Ghosh vious year and profits, 85.1 per cent. Its new pri- 







The new office of the company 




















$ 
2001-02 REVENUES: 2002-03 REVENUES: 2001-02 REVENUES: 2002- 03 REVENUES: 
Rs 7111.8 crore | Rs 3,779.4 crore (9 months) Rs 8,532.03 crore | Rs 6,802.96 crore (9 months) 
wa o e e a e E aa a E e a 
Rs 1,407 crore Rs 589 crore (9 months) Rs 195.79 crore) |. Rs 49.80 crore (9 months) 
STAFF STRENGTH BEFORE: | STAFF STRENGTH NOW: STAFF STRENGTH BEFORE: | STAFF STRENGTH NOW: 
| 
, d , , 
May 16,2003. © 
tenet on May 16, 60 | 229.15 | = 
an. 1, 2002 82.60 z 
210.65 | - 
a T 
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Figures are share price in Rs 
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4 | 

E 2000-01 REVENUES 2002-03 REVENUES 2001-02 REVENUES - 2002-03 REVENUES 

X Rs 897 crore Rs 984.3 crore Rs 1,461.92 crore Rs 1,727.18 crore (9 months) 

y 2001-02 PAT 2002-03 PAT 2001-02 PAT 2002-03 PAT à 
@ Rs -43 crore Rs 6 crore Rs 67.96 crore . Rs 145.15 crore 

p STAFF STRENGTH BEFORE STAFF STRENGTH NOW STAFF STRENGTH BEFORE STAFF STRENGTH NOW 

M. , 


di Both HZL and BALCO aren't listed 
E 


vatised avatar, evidently, suits the company—as it 
E does several others. 

P At the Vadodara complex of IPCL (acquired by 
$ Reliance Industries), production has increased by 
f around 29 per cent post privatisation. And the com- 
pany is pursuing a planned change management 
process to move towards performance-based culture. 
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MAHENDRA NAHATA - 


Sis 
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This Is a beginning and in the short term our eff- oped bo HEVEINIES 2002-03 REVENUES 
orts will take forward the process of operational inte- Rs 250 crore | Rs 250 crore 

p gration,” says Mukesh Ambani, Chairman, Reliance it Oana he 
E : «c : 2001-02 PAT : 
È __ Industries. “Over the long term we will seek new ave- He -70 erate Rs -100 crore 
i nues for growth and value creation." Elsewhere, 
3 absenteeism is down 60 per cent, and productivity STAFF STRENGTH BEFORE STAFF STRENGTH NOW 
b. : 950 
A up 200 percent at Paradeep Phosphates (acquired by ' sh E 
Ei í : HTL is not listed 
I Zuari Maroc Phosphates)—Managing Director K.K. 


Gupta claims the fertiliser-maker should turn prof- 
itable by 2003-04. 


aeaee C7 








3 At Balco (acquired, under rather acrimonious cir- 

E. cumstances by Sterlite), capacity utilisation is up to 95 

5 per cent from 89 per cent before privatisation, the picture yet but as Bhavin R. Chheda, an analyst at 
É workforce has been pruned by 1,000 to a more com- Mumbai brokerage Pioneer Intermediaries points 
f. petitive level, and an Enterprice Resource Planning out, “the acquisitions are a way (for Sterlite) to become 
am package is being implemented. fully integrated, create economies of scale, and com- 
i The numbers don't reveal an unambiguously happy pete globally.” 

a | 

E | 


ry 
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. Even fickle stockmarkets recognise the merits of 


... privatisation. Shares of NALCO and MTNL  * 
are holding their own in a none-too-happy market 


82 BUSINESS TODAY JUNE 8 2003 


OU. 
. | hd aa 


: | K.K. BIRLA 
2001-02 REVENUES 
Rs 400 crore 


2002-03 REVENUES 
Rs 815 crore 


2002-03 PAT 


2001-02 PAT 
. Rs -60 crore 


Rs -230 crore 


STAFF STRENGTH BEFORE 
1,190* 


Paradeep Phosphates isn't listed 


STAFF STRENGTH NOW 
987* 


*Plus 1600 contract workers 













1999-2000 REVENUES | 
Rs 149 crore 


1999-2000 PAT 
Rs -48 crore 


2002-03 REVENUES 
Rs 272 crore 






2002-03 PAT 
Rs -15.7 crore* 






STAFF STRENGTH BEFORE | STAFF AS NOW 
n.a. a. 


+ Includes Rs 13.3 crore restructuring cost n.a.: Not available 





Companies that acquire PSUs would co well to 
intervene strategically and work towards integrating 
their acquisitions with the existing operations 


You won't hear any tales of enhanced productivity 
or higher profitability emerging from Indian Oil 
Corporation's acquisition of IBP, a purely defensive 
measure that aims to increase the height of the entry 
barrier for companies striving to make their presence 
felt in the highly lucrative market for petroleum re- 
tailing. Still, thanks to the acquisition, IOC has in- 
creased its marketshare in gasoline and motor spirits re- 
tailing by 7.4 per cent to 42.8 per cent and in diesel re- 
tailing by 9 per cent to 48 per cent. That is certain to 
make 10C chairman M.S. Ramachandran believe that 
the Rs 1,840 crore he paid for IBP was worth every ru- 
pee. “It was a strategic acquisition,” he says. “And it will 
benefit 10C in the long run.” | 

Indeed, even the fickle stockmarkets recognise the 
merits of privatisation. At the peak of the disin- 
vestment programme, PSU stocks shored up the 
market; even today, the shares of companies such as 
NALCO and MTNL in which the government plans to 
divest some of its stake soon, are holding their 
own in a none-too-happy market. 

Not every public sector company that was priva- 
tised presents as happy a picture. There's the strange 
case of VSNL, where a mixture of government inter- 
vention— it still retains a 26.12 per cent stake and 


used that to oppose the company's investment in 
Tata Group stablemate Tata Teleservices, and inertia 
(why the company still hasn't commercially entered 
the domestic long distance telephony market will 
remain a mystery) have eroded some Rs 2,300 crore 
in market value. And in the latest episode, the death 
of an employee from heart attack on May 15 is being 
attributed by the company's union to a voluntary 
retirement scheme aimed at reducing workforce by a 
third that opened the same day. 

Another laggard remains HTL, where current 
owner HFCL is awaiting a post-closure settlement of Rs 
58 crore before restructuring the antiquated product 
line and offering a voluntary retirement scheme. 
Two audits later, there's no sign of that settlement; 
meanwhile losses have zoomed to Rs 100 crore. 

If there's a moral to this numerical tale, it is that 
companies that acquire public sector units would do 
well to intervene strategically and operationally at once 
and work towards integrating the acquired with their exi- 
sting operations. Those companies that haven't done this 
are seeing the returns on their investment vanish. 

ADDITIONAL REPORTING ROSHNI JAYAKAR, 
ASHISH GUPTA, NITYA VARADARAJAN 
AND DIPAYAN BAISHYA 
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HR PROFESSIONAL WAS AMONG THE FIRST TO WRITE 

back after the last column Apply, No Reply. Her 

submission—that she wished even one of the re- 
sumes she received was of the sort that we talked 
about. Her grouse: that more HR people at companies 
aren't as selective. The candidates didn't disagree. 
“Tve experienced first-hand the benefits of your sug- 
gestions," said one gent. Another asked for more sug- 
gestions. At the risk of being simplistic, here are a few: 
Use your word processor for starters. If you're using 
Microsoft Word, go to File, New, choose Templates 
and pick any of the Resume formats. These may seem 
a little bare-bones, but it's a good enough way to 
start. Or try Google Online for resume formats. Find one 
you think suits you. But how do you go about filling it? 
What on earth do you want to do? Let's start right at the 
top. What is your career objective? What do you 
want to do in the job you are looking for? 

Do not expect your poor reader to read your life 
story and figure out what the most “suitable posi- 
tion” is for you. Be clear. “I want to use my experience 
and skills to be a great FMCG marketer" is fine. “I 
want to contribute to a growing, dynamic organisation" 
is babbling nonsense. Be precise and tailor it to the 
receiver. If need be, write as many objectives as resu- 
mes you are sending out. 

Rewind your life, don't replay it. The operative phrase is 
"reverse chrono". Start with your most recent expe- 
rience, not with how you did at supw in school. 
Don't just mention the dates and the designations. 
That says nothing. Talk of what you did out in that 
position that was different, special, outstanding. 
What results did you achieve? Now do this going back 
in time, job before job, till when you started. Look at 
it objectively, from the outside. Does this tell the 
story of how good a worker you are? 

No experience? No problem. What if you're fresh from 
college and have no job history to speak of? It's all 
right—everybody starts that way. But look deeper. Is 
there nothing you've done, really? You must have 
done an end-of-term project on site. Helped organise 
a college festival. Helped a friend's dad's business. Tell 
them what you did, and how well. 

Believe me, this is far more valuable than how 
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NOTES FROM THE TROUGH W Mahesh Murthy 


More Apply, No Reply 


In which your columnist talks more on the job that job-seekers should do. 





many marks you got in your MBA. 
Now comes the education. So you spent your time and 
your dad's money getting those alphabets after your 
name. Mention it here (reverse chrono again). And 
please, you don't have to go all the way back to your kin- 
dergarten. Mention the things that set you apart here. 
"Scored 67.3 per cent in CBSE Tenth" is not likely to. 
Now go beyond the curriculum. List the achievements 
outside the academic realm that make you special. Maybe 
you were a champion swimmer. Or you parasail regularly. 
Or you bit the head off a rival debating team's captain. 
When someone's choosing between two *67.3 
per cent" types for an entry-level post, these are the 
things that can make you seem more interesting. 
Now get personal. If there's anything unique or mem- 
orable about your personal situation, here's where 
you put it down. Maybe age, or marital status— 
though either of those strictly shouldn't matter. I’ve 
seen many who send in their height and weight, even 
a photograph—and unless it's Femina Miss India 
you're applying for, I don't see how that's of any use. 
This gets you to a better resume. But that's just bro- 
ught you on to the playing field. Now you need to score. 
Network furiously. You've probably whined about some- 
one else "She's got connections". Well, get your own. 
If you meet or read about an interesting person or 
company, track them down. Follow them. Learn about 
them, then ask to meet them. Few will refuse you this 
favour, if you ask nicely. Ask about the work there, about 
others they know in other companies who may be hir- 
ing. Make sure you leave the interview with numbers 


-of more people to call. Repeat till you strike gold. 


Create your job. How badly do you want something spe- 
cific? Find out where you can have that job and offer to 
intern there for free. If you're any useful, someone will 
get around to paying you. 

Create your job, part 2. To me, this recession and hiring 
into dead-end call centre jobs is an opportunity. Not 
finding anything you like? Why don't you start off on 
your own? There is no minimum age—or capital 
needed—for entrepreneurship. 





Mahesh Murthy heads Passionfund, a firm that invests in and advises 
companies. You can reach him at mahesh@passionfund.com. 
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Ví Distance Learning Program ví Electives in Marketing, International 
Business, HRM, Finance, Banking, 


(ví Duration : 2 years Insurance & Investments 


ví Excellent Courseware [Ví Case Studies for Skill Development 
(Ví Examinations 4 times a year [vj Enrolments from Blue-chip Companies 
(vf 52 Test Centers all over India Vj Placement Assistance 


For Whom 
>> Graduates and Postgraduates (any discipline) 
>> CFAs, CAs, CWAs, CSs, CAIIBs 


www .icfai.org/icpe 
for Prospectus and Online Registration 





For Details & Prospectus, please contact ICFAI University Study Centers on Phone at: 


AGRA: 2527035; ALLAHABAD: 2420255; AHMEDABAD: 6563042, 6562458; ANANTAPUR: 249334; AURANGABAD: 5624774 / 75; BANGALORE - 
Infantry Road: 2899363 / 262; Jayanagar: 6991202; BHOPAL: 5277253; BHUBANESWAR: 2506204; CHANDIGARH: 381128; CHENNAI - Nungambakkam: 28235633, 
28235688; Adayar: 24405944/5955; COIMBATORE: 2541190; GUNTUR: 2238958; GURGAON: 2223595,5556; GWALIOR: 2322273; HUBLI: 371738; 
HYDERABAD: 55663661, 55681180 / 81; INDORE: 5069003, 5068247; JABALPUR: 5066886; JAIPUR: 2363695,2373689; JAMSHEDPUR: 2434957; KANPUR: 2330912; 
KOCHI: 2369763, 2382294; KOLKATA: 22873161, 22817802;LUCKNOW: 2204205,2204559; LUDHIANA: 2772523; MADURAI: 2342169; MANGALORE: 2432050; 
MUMBAI-Nariman Point: 22040888, 22823173;Andheri (West): 26716563,8410; MYSORE: 543803; NAGPUR: 564314, 547124; NASIK: 2570413; NELLORE: 2301222: 
NEW DELHI: 23739157, 23739169; NOIDA: 2592410, 2516024; PATNA: 2237942; PUNE: 4026975, 4026976; RAIPUR : 5061361; RANCHI: 2306922; THANE: 25382659, 
25375836; TRIVANDRUM: 2320853; VADODARA: 2341780;VIJAYAWADA: 2473620,5563620; VISAKHAPATNAM: 2752653; WARANGAL: 2552610. 





To, The Programs Officer, The ICFAI University, 23, Nagarjuna Hills, Punjagutta, Hyderabad 500082. 
Tel.: 040-55686826, 55637122, 55681180-81. Fax: 040-55639711. EMail: info @icfai.org 


| am enclosing my brief bio-data. Please send me a Prospectus and Application Form of the MBA Program. 
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WELL, CALL IT STATUS Quo 


Confidence is 
just a shade 
down since 
January 2003 








Index based on the assumption that a consumer confidence 
score of 12 in August 2002 is equivalent to 100 





FOR BETTER OR WORSE, 
WE SEEM TO HAVE 
MADE UP OUR MIND... 


There is a surge in positive and 
negative sentiment at the 
cost of ambivalence 


Financial statusas 21 41 36 
compared to last year —21]-— pi —34 


Business condition 34 27 38 
this year SX E Eee 





Income this year 40 36 — 14 - 


AND ARE CLEARLY OPTIMISTIC 
ABOUT THE FUTURE... 
Apart from business condition negativity, Weng ipea up 
Financial status 35 #31 19 
next year S5 Mesue ue 


Business condition 24 37 | 
next year 96 4 . 


Employment | 12” 
next year 9 — 


Prices in the next SZ SE E 
12 months gero zu m 


Income in relation 31 — 33. 
to prices —28 — 35 





YET THERE IS A DROP IN OUR 
PURCHASE INTENT 


Apart from automobiles, Vien educa bie Epis 
Spending - SEM ! t 





All figures are percentages 
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OR THOSE WHO CAME IN LATE, 
the Business Today-Indica Research 
Index of Consumer Sentiment (BT- 
IRICS) stood at 136 in January 2003 
and hopeful customers were seen scan- 
ning the horizon for the one sign that 
they should go out, spend, and be 
happy. By April the index had 
dropped to 133—no great cause for 
alarm in the times of an unwarranted 
war and a global epidemic. So, why do 


. we feel we have lost an opportunity? 


First off, the three-point dip cer- 
tainly doesn't do justice to the three 
months that were. Jaswant Singh pre- 
sented one of the most consumer- 
friendly budget India has seen in rec- 
ent times. The Indian cricket team 
just stopped short of winning the ICC 
World Cup. The US went to war 
against Iraq. And SARS (Severe Acute 
Respiratory Syndrome) laid China 
and parts of South Asia low. The 
budget and India's performance at 


the World Cup should have seen con- 


sumer sentiment improve. And while 
the war and SARS may have offset this 
to some extent, nothing can really ex- 
plain a three-point fall. After all, the 
war ended before it could impact 
the Indian economy substantially and 
while sARs has hurt India's trade with 
parts of South Asia, and affected 
shipments to the US (these go 
through Singapore and Hong Hong), 
there is a growing school of thought 
that India, in a twist that reeks of 
schadenfreude, could actually benefit 
from China’s misery. 
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One way to deal with the dip is 
to simply ignore it. Agro Tech 
Foods’ CEO Utpal Sengupta rec- 
ommends this course of action. “A 
three-point difference is hardly any 
change; therefore, not much should 
be read into this.” Then, there’s 
the fact that March is when con- 
sumers invest in tax-saving 
schemes, April and May, the 
months when they plan a break 
with their families, and June and 
July, that time of the year when 
schools and college reopen. Each of 
the three entails a substantial non- 
consumption outgo and probably 
account for the minor (less than 
10 per cent) fall in purchase in- 
tent. Indeed, none of the major 
happenings of the past three 
months, it now turns out, could 
have ever had an impact on confi- 
dence. In February, when this mag- 
azine reported the findings of the 
second round of the consumer con- 
fidence survey carried out in 
January, this writer posited that a 
consumer-friendly budget or a ster- 
ling performance by the Indian 
team at the Icc World Cup could 
act as a trigger and boost confi- 
dence. Now, with the benefit of 
hindsight, it turns out we couldn't 
have been more off the mark. Well, 
one lives and learns. *It will be a 
long time before global events start 
impacting Indians," laughs Atul 
Sobti, Senior Vice President 
(Marketing), Hero Honda. *And 
sentiment is a grey word here." 
That rules out Iraq, although, stra- 
ngely enough, the BT-iRICS poll 
has two-thirds of the respondents 
stating that the war had changed 
things for the worse in India's busi- 
ness domain. And the budget, exp- 
lains Saumitra Chaudhuri, the Chief 
Economist of rating agency ICRA, 
“just about tinkers with consumer 
expectations; the direction of the bro- 
ader economic policy is already set". 

The nationwide strike by truck- 
ers could have hit confidence hard 
had it lasted, but it petered out in 
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RICH LIKE US? 


S IT TIME TO QUESTION INDIAN 
marketings holy cow, the edu- 
cation-occupation defined socio- 
economic classification (SEC)? For, 
responses related to a consumers 
intention to buy a durable in the 
April 2003 round of BT-IRICS, are 
just the same across SECS A and B. 
And the two mirror each other 
even on the intent to spend more 
across product families. Does this 
mean the sec has stopped being a 
meaningful consumer differentia- 
tor? Our opinion is, in some cat- 


egories, it has. "Look at cell 


phones," says B. Narayanaswamy, 
Director, Indica Research. 
"Occupation-type, and its needs of 
travelling and being in touch, are 
more critical demand parameters 
than education." That apart, a 
decade of satellite television does 
seem to have homogenised aspi- 
rations across secs. Still, the simi- 
larity may stem from the desire of 
consumption angst-driven sEC B 
consumers to ape their SEC A 
brethren. "It has been our experi- 
ence that sec B and SEC C con- 
sumers have this need to look 
good, and therefore, a huge over- 
statement, in either intentions or 
reported consumption, happens 
here," says Shripad Nadkarni, 
Vice President (Marketing), Coca- 
Cola India. So, what gives? 


fm / 


SHIVAY BHANDARI 


SECs A & B: They're actually twins 


PINAKI PAUL 


ALL THE SAME 


Durables 
Intention to buy in the next four months. 





Washing Sonim (fully-automatic) 


Refrigerators (frost-free) 


3 
MSECA WSECB 
Figures are percentage of consumers intending to buy the products 
Consumables 
Consumers spending more. 
Soft Drinks 
EDENO SSS 
TSR AUN EE 36 
Soaps/Shampoos 


L 








Cosmetics 
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10 days, just as it was beginning to impact the sup- 
ply of consumer goods. And the hard-nosed, 
value-seeking Indian consumer, while applauding 
the Indian cricket team's heroics in South Africa 
simply refused to hitch her economic and con- 
sumption outlook to them. Evidently, only direct, 
tangible things affect her sentiment, and that 
too, only when she allows them to. Still, there's 
a world of difference between January's BT-IRICS 
of 136, and April's 133. Here's why. 


An Arrangement In Black And White 
A dip of a mere three points would suggest that 
there is no significant improvement, or corres- 
ponding decline in consumer sentiment. Nothing 
could be farther from the truth. A closer look at the 
results of the third round of the BT-iRICS survey 
shows that there is a major change in the proportion 
of people that expects things to remain the same. 
Some portion of these believe things will change for 
the good; others, for the worse. For instance, there 
is a 6 per cent increase in the number of the res- 
pondents that says its current income is higher 
than it was three months ago, and a 4 per cent inc- 
rease in the number of those that says it is lower. 
What does this mean? Is it that consumers, 


tired of holding their breath and waiting for the 
current income 


60/5. Since 


than it was three months ago, 
while 4 per cent said it was lower 


more felt their 


tide to turn have finally made up their minds? Or 
Is it, as Pradeep Srivastava, the Chief Economist 
of the National Council of Applied Economic 
Research (NCAER), puts it, “a sign of vulnerabil- 
ity—it says more people see more people around 
them doing either better or worse." That could 
have an impact on future consumer sentiment. 
For better or for worse, it is too early to tell. And 
this is what makes the third edition of the BT-IRICS 
poll a watershed of sorts. : 

What makes the analysis of the findings of this 
survey even more interesting is the fact that the 
Indian consumer seems to believe her destiny is 
independent of broader economic and business 
trends. So, while she expects things on the income, 
employment, and financial status front to improve, 
she also expects business to suffer. *As a people, we 








SHIVAY BHANDARI 


DURABLES: MASLOW'S 
N THE FACE OF IT, MARKETERS VENDING DURABLES 
should be in mourning. After all, hasn't the pro- 
portion of consumers that believes there is no time 


like the present when it comes to buying durables dec- 
lined by 5 percentage points between January and 


April 2003? If marketers aren't 
grieving, attribute it to the 
HIGHER 
ORDER 













growing demand for higher- 
order durables. Consu- 
mers today are keen 
about cellular pho- aaa 
nes, CD players, percent 
computers, even 
cars! "Old products, 
like direct cool refrig- 
erators and alterna- 
tives like a bai for 
washing machine ex- 
ist," explains Rajeev 
Karwal, CEO of appli- 
ance major Electrolux 
Kelvinator. "The need 
is fulfilled and the new purchase 
is low on priority." This, despite the 
fact that the penetration is just about 
at the half-way mark for refrigerators 
and not even a third for washing mac- ef 
hines! "In durables, the dominant motivation 
in India is becoming lifestyle upgradation," says 
Santosh Desai, President, McCann-Erickson. 

So more consumers intend (and desire) buying higher- 
order lifestyle enhancers such as mobile phones, com- 
puters, cD players, and cars. Anything, at all, that tells 
the world they've arrived. 


UP BENT 
kj iid 


The desire for higher-order durables: cars are in; refrigerators, out. 
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P = P 
In Delhi's Connaught Place: 


They can’t decide whether 
they should go in 


~ Consumer Confusion! 


Í 2% INCREASE in the proportion of consumers that believes it is 
Q a GOOD time to BUY a DURABLE 


59. DROP (R3's 90 per cent versus R2's 95 per cent) in the 
Oproportion of consumers that will SAVE MORE 


1 1 % RISE (R3's 16 per cent versus R2's 5 per cent) in the number 
Oof people that believes it is a BAD time to BUY a HOUSE 


1 29. JUMP in the number of people (R3"s 34 per cent versus 
OR?2's 22 per cent) that believes REAL INCOME, 
after adjusting for inflation, has gone UP 


2 3% DROP the number of people that says the employment 
: OQ scene looks BAD next year 


TRENDS 





Income Compared To Last Year 





R3 


S Good MSame Bad N.A. R2: January 2003 R3: April 2003 
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In Chennai, Bangalore, and 
Hyderabad's IT hot-houses: 
Worries over job-security 


Present tense, future imperfect 


1 % DROP (R3’s 56 per cent versus R2's 57 per cent) in the number 
Oof people that says now is a good time to BUY a HOUSE 


| 6% JUMP (R3's 72 per cent versus R2’s 66 per cent) in the number 
Oof people that says the job market will be BAD next year 


99; JUMP (R3's 28 per cent versus R2's 17 per cent) in the tie 
Oconsumers that says now is a BAD time to BUY a DURABL 


1 1 % DROP (R3's 21 per cent versus R2's 32 per cent) 
Qin the number of consumers that says real income 
has gone UP 


1 TY JUMP (R3’s 74 per cent versus R2's 57 per cent) in the 
Oproportion of consumers that wants to SAVE MORE 
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WHERE HAVE THE 
GOOD OLD DAYS GONE: 


Financial Status Next Year 
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T DOES LOOK LIKE THE WORST IS OVER 
in the North. The monsoons are 
expected on time. People are far 
less pessimistic about employment 
than they were in January. And there's 
a strong desire to purchase durables. 
Yet, all's not well. Expectations on 
the growth of the family's income are 
down. As is the desire to buy a house. 
If that isn't mixed enough a signal, the 
outlook on the economy is upbeat. 
Hero Honda's Marketing Head Atul Sobti 
attributes this to concerns related to the 
monsoon. Last year's drought is forgot- 
ten and relations with Pakistan look set 
to improve, but the consumer doesn't 
believe everything will turn out alright. 
Blame that on our inherent fatalism. 








Business Condition Next Year 
: "i 


HE USUALLY RESILIENT, EVEN 
T^ South, may be in need 

of some Alprax. Between 
January 2003 and April 2003 India's 
fastest growing market has lost some 
of its buoyancy: the desire to buy 
durables is down; people don't ex- 
pect their incomes to go up by too 
much; and everyone seems to think it 
is a bad time to spend on just about 
anything. Professor T.R. Venkatesh, 
Dean of the Bangalore-based ICFAI 
Business School, claims this is be- 
cause "most jobs are being created in 
the moderately-paying IT-enabled 
services sector". Can the spiciest mar- 
ket this side of Mexico stage a come- 
back? We sure hope so. 








ACROSS REGIONS, THINGS ARE WORSE OFF 


NOW THAN THEY WERE IN JANUARY 2003 






HE NUMBERS INDICATE THAT THE 
East is slowly making some 
progress, but it remains a lag- 
gard when compared to any other 
region. So, while consumers are opt- 
imistic about jobs and incomes, mar- 
keters strike a note of caution. "The 
situation is at best stable; as far the 
job market is concemed | cant seem 
to even recommend people to fri- 
ends as no one seems to be hiring," 
says Roshan Joseph, Executive Dir- 
ector, Eveready Industries. Given 
Kolkata's recent retail and housing 
boom, that opinion may seem a 
touch too conservative. Still, it does 
look like the Eastern markets are 
set for a slow jog, not a sprint. 
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HE MOOD IN THE COUNTRY'S 
consumption Mecca, 
Mumbai, is lukewarm at 


best. “With the World Cup fail- 
ing to bring in the expected (sales) 
cheer, the mood is still very damp," 
rues Aslam Karmali, Head, Con- 
sumer & Trade Marketing, Philips 
India. Yet, marketers have high 
hopes for the festival season that 
begins in the West as early as 
August. They can take heart from 
the fact that most consumers expect 
their income to rise and believe 
the job market will be in better 
shape next year. 
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In Kolkata's Tantra: 
Don't be fooled by the pic; Kolkata 
is still the least happening metro market 


Stable, At Best 


[ 695 JUMP (R3's 8 per cent versus R2's 2 per cent) in the proportion 


of consumers optimistic about JOB opportunities next year 


| Perr (R3's 32 per cent versus R2's 39 per cent) in the number 


of consumers that believes now is a GOOD time to buy a DURABLE 


T% INCREASE (R3's 84 per cent versus R2's 77 per cent) in the 
O proportion of consumers that will SAVE MOR 


1 09 JUMP (R3's 22 per cent versus R2's 12 per cent) 
Qin the Mats of people that says real income has gone UP 


1 29. DROP (R3's 24 per cent versus R2's 36 per cent) in the number 
Oof sakai that believes now is a BAD time to BUY a HOUSE 
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In Mumbai's Churchgate station: 
a market waits to erupt into action 


i aiting To To Exhale 


4% JUMP (R3's 44 per cent versus R2's 40 per cent) in the number 
O of people that believes now is a good time to BUY a HOUSE 


: Ls p / Mp secs pe (R3's 19 per cent versus R2's 14 per cent) in the 


number of consumers optimistic about jobs next year 


6% INCREASE (R3's 86 per cent versus R2's 80 per cent) in the 
Oproportion of consumers that intends to SAVE MORE 


79 JUMP (R3's 42 per cent versus R2's 35 per cent) in the number 
O of people that says price adjusted income is UP 


| 1 295 DROP (R3's 40 per cent versus R2's 52 per cent) in the number of 


consumers that believe now is a GOOD time to buy a DURABLE 
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The Indica Research Opinion: 
Cruising Along | 


HE INDICA RESEARCH INDEX IN APRIL 2003, AS IT STANDS AT 
16.2, is a tad less than where it was in January. The in- 
dexed figure is a 133 vs. a 136 in January. In sum, no 
change. The last four months have witnessed, however, a 





budget, the Iraq war, the SARS outbreak, and the news of a pos- >f 
sibly below-normal monsoon in India, and possibly above-nor- 3 
mal pleasantness with Pakistan. z : 
How do these square up with the fact that the confidence = 
index has not changed? The data would suggest that the pro- Indica Research's Executive 


portion of those who see the future outlook as ‘same’ has Director, B. Narayanaswamy 
dropped. But they have shifted in roughly equal numbers 
into becoming optimistic or pessimistic. So there is a change, 
but the shifts are cancelling out each other. 

From a consumption standpoint, the ‘next four months’ 
when seen from a date in April have traditionally been 
months when nothing much happens. These are inauspi- 
cious months for weddings in many parts of the country; even 
for home purchases or shifts in some parts. Categories that 
have a direct relation to the summer witness a seasonal 
peak—fans, ice cream, ACs, soft drinks, refrigerators. The one 
other category that enjoys its seasonal high is education—be 
it the formal or the informal sector of tuition and coaching 
and computers and preparations for the various CATs. 

So, from an SEC A/B householder’s point of view, monies need 
to be planned for—for school or college fees, uniforms and 
books, application fees or a small vacation—and all are expendi- 
tures away from the categories that are counted for the larger per- 
ception of growth or buoyancy. So it’s difficult to tell whether a pos- 
itive trend was arrested by the disquiet arising from, say, the 
Iraq War or the SARS outbreak or the Budget. | 

Unlikely though, in our view. The '91 war had a clear and 
powerful effect in India: in the oil crisis that it precipitated, the 
forex crisis and the thousands of Indians returning home. None 
of that this time round. The SARS outbreak in China has also— 
thankfully—not assumed any significant dimension in here so far. 

Nor has the budget created any big boost or a dampener. 
We noted in February that “the Budget would be an important 
event, and has the opportunity to propel all of (the move to 
optimism) forward into actual economic performance and 
to energise the consumption end". The Budget does not seem 
to have done this in any significant way. So life hums on. And 
here's wishing that the umbrella and raincoat and cold remedy 
categories see a sharp spike. 








92 BUSINESS TODAY. JUNE 8 2003 





UNIVERSITY 





Masters Programs in Banking & Insurance 












&/ Distance Learning Programs &/ Quality Courseware 
€ Duration : Two years Gf Case Study Focus 
&/ Eligibility: Pass in Graduation 

(any discipline) €&/ Examinations 4 times a year 


Y Integrated Education Methodology at 52 Test Centers 


Y In-depth Coverage of Subjects &/ Training Classes all over India 





Visit us at: WWW.icfai.org/icpe 


for Prospectus and Online Registration 








For Details & Prospectus, please contact ICFAI University Study Centers at (Ph. Nos. given below) : 


AGRA: 2527035; ALLAHABAD: 2420255; AHMEDABAD: 6563042, 6562458; ANANTAPUR: 249334; AURANGABAD: 5624774 / 75; BANGALORE - 
Infantry Road: 2899363 / 262; Jayanagar: 6991202; BHOPAL: 5277253; BHUBANESWAR: 2506204; CHANDIGARH: 381128; CHENNAI - Nungambakkam: 28235633, 
28235688; Adayar: 24405944/5955; COIMBATORE: 2541190; GUNTUR: 2238958; GURGAON: 2223595,5556; GWALIOR: 2322273; HUBLI: 371738; 
HYDERABAD: 55663661, 55681180 / 81; INDORE: 5069003, 5068247; JABALPUR: 5066886;JAIPUR: 2363695,2373689; JAMSHEDPUR: 2434957: KANPUR: 2330912: 
KOCHI: 2369763, 2382294; KOLKATA: 22873161, 22817802;LUCKNOW: 2204205,2204559; LUDHIANA: 2772523; MADURAI: 2342169; MANGALORE: 2432050; 
MUMBAI-Nariman Point: 22040888, 22823173;Andheri (West): 26716563,8410; MYSORE: 543803; NAGPUR: 564314, 547124; NASIK: 2570413; NELLORE: 2301222: 
NEW DELHI: 23739157, 23739169; NOIDA: 2592410, 2516024; PATNA: 2237942; PUNE: 4026975, 4026976; RAIPUR : 5061361; RANCHI: 2306922: THANE: 25382659, 
25375836; TRIVANDRUM: 2320853; VADODARA: 2341780;VIJAYAWADA: 2473620,5563620; VISAKHAPATNAM: 2752653; WARANGAL: 2552610. 


Alternatively, for Prospectus, please 2< here and mail / fax / e-mail this Coupon along with your bio-data 
To The Programs Officer, The ICFA! University, 23, Nagarjuna Hills, Punjagutta, Hyderabad 500082. 

: Tel.: 040-55686826, 55637122, 55681180 / 81. Fax: 040-55639711. Email: info @icfai.org 

_ lam enclosing my brief bio-data. Please send me a Prospectus and Application Form of the L] MS (Banking) L] MS (Insurance) Program (Please Tick) 





Moma e UV oos: 109 A Oualll cations: 2 
Address: S 
LEE uro uoo orc oo IANUE MM M O E: 


Pin: Tel: Email: 


~ m 
ý A 


do not have a sense of the economy in terms of the broad 
interest rate regime,GDP growth, or employment," says 
Santosh Desai, President, McCann Erickson. “Only deri- 
ved effects like the movement of the stockmarket and 
prices register on our radar." That could explain why consu- 
mers turned sour on the budget. The stockmarket rub- 
bished it and inflation has been on an upward slope since 
August last (around 3 per cent to 6.14 per cent now). 


What She Doesn't Tell 

Despite all this, the Indian consumer springs a surprise 
when she says this is the time to buy an automobile (in 
the same breath she also says this isn't such a great time 
to be spending on a durable). Even in automobiles, it 
Is cars, not two-wheelers that have caught her fancy 
(See Durables: Maslow's Hierarchy). And although 
she says she expects to spend more on FMCGs, com- 
panies vending these products would do well to hold 
back on the bubbly: her reaction may stem from an an- 
ticipated increase in prices (See FMCG Growth: Red 
Herring). “We have been growing, but the market 
sentiment hasn't been great," admits Ramesh 
Ramanathan, President, Food World Supermarkets. 

Marketers have tried their best to kick-start the 
growth engine: across categories, from detergents to 
direct-cool refrigerators, prices have come down, but to 
little avail. “Even for nominal growth, marketers need to 
ring in epochal changes," says B. Narayanswamy, Direc- 
tor, Indica Research. They would do well to take a cue 
from the Rs 5,500 crore-a-year carbonated soft drinks 
(CsD) market. Today, this market is growing at over 
20 per cent, courtesy its new value offering of Rs 5 for 
a 200-ml offering. Why companies vending fruit juices— 
fruits are the most expensive products in a household's 
food basket and most consumers consider them a lux- 
ury—cannot do the same will remain a puzzle. 

Still, it may not be fair to blame marketers, although 
it must be said that they didn't do enough in the first 
quarter of this year to change all those “may-buys” (and 
there were several) into “will-buys”. “It is clear that 
there can't be a major push-factor to consumer senti- 
ment if the economy doesn't do well," says NCAER's 
Srivastava. In a country where people underplay their 
hopes for the morrow out of fear of divine reprisal, it 
would be a folly on the part of marketers to just wait 
for sentiment to turn upbeat. Come to think of it, the 
opportunity that we spoke of at the beginning of this 
article still seems to be around. After all, what is a mere 
three-point drop in sentiment in the wake of the war 
and SARs. The redemption for marketers lies not in 
what the survey says, but what it doesn't. — [B 

ADDITIONAL REPORTING BY VENKATESHA BABU, 
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FMCG GROWTH: 
RED HERRING! 


cQ gm 





INVASOD HSAWN 


FMCG Growth: She must be joking 


S IT FOR REAL? THE FAST MOVING CONSUMER GOODS (FMCG) 
sector has been in a state of perpetual decline for the 
past two years. So where does the fact about con- 
sumers saying they plan to spend more on such daily 
needs as soaps, shampoos, detergents and groceries and 
less on indulgence-driven categories like soft drinks, fruit 


juices and ice creams fit in? 
FALSE START 


One plausi- 
ble explanation 
COU gd that (Intention to consume; 96 consumers) 


with inflation at 
6.14 per cent, its 
highest in the 
past three years, | 
consumers are  S0aps/Shampoos 
readying them- Detergents 
selves to spend Cosmetics 
more on the Groceries 
same. "We hav- Soft Drinks 
en't seen any 
change in our 
overall FMCG sales 
off late," says 
Ramesh Ramanathan, President, Food World Super- 
markets, a view that corroborates our theory. 

That still doesn't explain the contrary consumer view 
on spending less on categories such as soft drinks. One 
could reason that with both players (Coca-Cola and 
Pepsi) dropping prices, consumers anyway get more for 
less, obviating the need to spend more. "Today, consumers 
are interested in products other than FMCGs," says 
Subhiksha Supermarkets Managing Director, R. Subra- 
manian. "These offer no additional benefit or value and 
are overpriced." That should put paid any hopes that FMCG 
majors nurtured. As always, there is a difference between 
what the consumer says, and what she means! 
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HEN 49-YEAR-OLD PRADEEP SINDHU QUIT 
his job at rarefied tech ivory-tower 
Xerox PARC and founded Juniper 
* Networks, most people didn’t give the 

company, or his future as an entrepre- 
neur any chance. After all, Sindhu, an alumnus of Indian 
Institute of Technology, Kanpur, and Carnegie Mellon’s 
School of Computer Sciences, was a technologist, not a 
businessman, and Juniper was going head-to-head with net- 
working Goliath Cisco. Still, Juniper’s tech-promise at- 
tracted fellow irr-K alum and, arguably, the US venture cap- 
italist with the best record, Vinod Khosla. Today, Juniper 
is a profitable (albeit, marginally so, according to its results 
for the first quarter of 2003) entity with a significant 
presence in the communications service provider market, 
and Sindhu, its CTO. Did he feel a pang when giving up his 
post as CEO after seven months of the company’s existence? 
Not at all, claims Sindhu who was in India recently. He 
knew he didn’t have what it took. Excerpts from an in- 
terview with Business Today’s R. Sukumar. 





Juniper was always considered the one company that could 
give Cisco a run for its money. Has it lived up to that promise? 
The only thing I care to live up to is not whether I give 
Cisco a run for its money but whether we satisfy cus- 
tomers—service providers. We have been, historically, 
and stay today, the only company that has focused sin- 
gularly on the service provider segment. All of our 
competitors who play in that space have other fish to fry, 
and bigger fish to fry. Our success comes from that 
focus. We understand the problems service providers 
have, we build technologies to specifically solve those 
problems, and use the feedback from the deployment of 
that technology to build things for the future. 


The past couple of years haven't been very good for service 
providers. The Indian telecommunications market has grown, but 
telcos in the US and Europe have not done too well. Has that 
affected your business? Are telcos open to investing in upgrading 
or expanding their networks today? To us it looks like all they are 
interested in now is consolidation 
My view is that the right way to look at the service provider 
market is to take a longer-term view. And if you do that, 
there is no question that at the end of the day there will be 
a single consolidated technology used to carry all com- 
munication. There is also no question that this technology 
will be based on P. I think what you saw happen during the 
bubble and the effect of it is normal given the fact that the 
technology we are dealing with is not that old. And when 
things grow very rapidly they are difficult to manage. 
That business model had, in some cases, too much 
optimism. (It involved) in some cases, spending money 
on infrastructure that wasn't able to give back returns in 
a timely way—for example 3G and 36 licences. Lots of 
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companies spent money on that without seeing the 
commensurate return. This is more in Europe. In the 
US, what people did was, they overspent on the 
bottom layers of the infrastructure used for com- 
munication—the optical layer. 

The fact is, if you want to have the service provider 
serve their customer you need to build the network in a 
balanced manner. This includes not just optical gear but 
the infrastructure on top of that so that you can add value 
and you can solve your customer's problems in a cost 
effective way. All those chickens are now coming home 
to roost and I suspect that much of that consolidation 
you mentioned is well into its way to happening. 

The interesting thing to note is that throughout 
this difficult period, the rate of growth of band- 
width hasn't slowed down—even in the worst of 
times it was 80 per cent a year. That, to me, says that 
there is huge demand value for the technology that 
Juniper supplies. The issue that is before the telecom 
industry is that earnings are not growing at the 
same rate. That's the thing that needs to be fixed. 
Juniper has a very strong view on how that can be 
done. The equipment that we have and the new 
model called MiNT, a model for integrated network 
transformation, will allow carriers to spend money 
on equipment in such a way that they can actually be- 
come profitable and grow their earnings. 

It is not anymore about just raw bandwidth and 
moving boxes, although our competitors would love it 
to be so. It is very important to us that our customers 
are successful, and the only way they can be successful 
is if they are making money and are profitable. 


When do you see 3G rollouts starting to happen? 

That's a hard question to answer. There are tech- 
nologies other than 3G, like Wi-fi that are taking the 
sweet spot. The kind of mobility that Wi-fi offers is 
very suited to computing. With 3G there's still some 
distance between the promises that were made and the 
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delivery. Combine that with the fact that there is no 
compelling application for data.... Once these appli- 
cations come about I have no doubt that 3G will be 
useful. The trouble that I have is that I don't see the 
applications that drive the market. 


Isn't that a problem with networks in general? Lots of band- 
width and few killer-apps... 

People have poured lot of money into the lower lay- 
ers of the network, the optical layer and the trans- 
mission layer. Those layers are necessary but not suf- 
ficient. The value of a network really comes from 
what I call any-to-any connectivity. No matter 
where I am, I am able to access the information I 
want to access as if I were right next to it. 

It's a fact of communication that the value of a net- 
work increases rapidly with the degree of connectivity. 
By laying optical fibre here, there, and everywhere 
one doesn't get that kind of any-to-any connectivity. 
That is provided by the layer just on top, the data 
layer. That is provided by rr. 

Historically—this is before Juniper arrived on the 
scene—1P was still there but it was roughly chewing gum 
and baling wire, which means it kind of worked. You 
could not simulate the kind of applications enterprises 
needed for rock-solid connectivity. 

Juniper has changed the industry by developing 
equipment which is custom designed to solve the 
problem. You end up with networks that are more re- 
liable. You end up with networks that are more secure. 
And you end up with networks that 
actually make money. 

So, while I agree with you that 
in the US people spent a lot of 
money on the bottom layer, the 
notion that there is plenty of 
bandwidth floating around of 
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the useful kind, of the any-to-any kind is not exactly 
true. That kind of bandwidth is pretty scarce. 


How do you look at India? One, as a market, and two, as a 
resource base. 

I have a special relationship with India. For me it is very 
difficult to separate emotion from hard fact. Fortunately, 
I think this is one case where the two are aligned. 
India is a potentially large market for telecom—based 
solely on the numbers. It is also a very fast growing mar- 
ket. And with deregulation happening, that potential for 
growth is actually starting to be realised. 

Within the company, there is actually a significant 
percentage of people who are of Indian origin. We look 
at the talent pool that exists in India as a potential for 
development, at some point in the future. The talent 
pool is very large and impressive and many global 
companies have exploited that to their benefit. We 
have just started to be successful in India. We opened our 
office in 2000 and have signed on 15-17 customers. 


You founded Juniper in 1996. How easy would it be doing 
that now? 
I think it is very difficult for a new company today 
to enter the service provider market. In a sense, 
the timing for Juniper was very good. It came about 
at a time when there was incredible hunger. 
Networks were literally melting. Things have 
changed. The bar that a new company would have to 
overcome is a lot higher. The equipment has im- 
proved from what it was. Plus, I think, the carriers 
are not in a mode where they are willing to experi- 
ment with lots and lots of things. 

The optimism around technology has got dampened 
a lot. That has made it much more difficult to start high 
technology companies today. It's part of the cycle. 
My own view on technology is to take the long-term 
(view). As long as you are solving interesting business 
problems there will be value for that technology in the 


long term. It's difficult right now, but technology will 
always come back into fashion. For us (smiles) it never 
goes out of fashion. 


This thing you mentioned about using technology to solve busi- 
ness problems. Was that what was missing at your earlier em- 
ployer, Xerox PARC? 

I had a lot of fun at Xerox. It was a wonderful 
place— lots of very bright people. And lots of inno- 
vation happened there. What was actually missing was 
the conduit from those ideas to industrialising them. 
That step, in my own view, can only be taken by peo- 
ple who invent the technology. You can't delegate that 
industrialisation of an idea to some other person. 
Industrialising an idea is as important as inventing it. 
Many people learn that lesson at their own expense. 
If it is a really good idea, someone else will capitalise 
on it. Perfect example: Ethernet, Windows-based 
computing, laser printing, Adobe. There are so many 
ideas that came out of PARC that Xerox, unfortunately 
for it, was not able to capitalise on. 


Do you think, then, that it is important for inventors to 
have a strong business focus? 

I think it is exceedingly important for inventors to 
understand that business focus is necessary. It is not so 
important for the individual to have a business back- 
ground. Because if you are smart, and you understand 
that you lack those capabilities, you will ally yourself 
with people who have that capability. 


That's what you have done, isn't it? You do not have a 
business background... 

I do not have a business background and people had 
given me a zero chance of success because of that. But 
I clearly understood that the idea needed to be suc- 
cessful from a business standpoint. And where I did 
not have the capacities myself, I made sure that | 
had people next to me who did. 
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Read all about it: the vanishing act of mutual fund returns. 
Presenting the monthly BT-MutualFundsIndia.com scorecard. 


HAT YOU SEE IS NOT QUITE WHAT 
you get. Just when it seemed that 
we were at the bottom of things, 
and that the only way for the 
Sensex was up—out sprung three 
surprises: Infosys, Mastek, and Wipro. 

It all began when the ever-upright Infosys Chief, 
N.R. Narayana Murthy, released his famous gloomy 
guidance that sent the price of Infosys into un- 
precedented free-fall for the day. Mastek and Wipro 
followed suit with gloomy prognostications of the fu- 
ture. Analysts were aghast, their calculations in dis- 
array. Tech tumbled, as a sector, taking with it a 
large chunk of the Sensex. And before anyone 
knew it, it was a meltdown of proportions that 
nobody could have predicted. All the more be- 
cause the tech-laden NASDAQ had shown a rise of 9.2 
per cent, from which the tech stocks around the 
world were expected to take their cues. 
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The Popularity Charts 
Exposure in Exposure Exposure Change in 
Company no. of greater greater rank from 
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Hindustan Lever. 
State Bank of India 


Ranbaxy Laboratories — E 


Bharat Heavy Electricals 


Tata Eng. & Locomotive Co. | 


Larsen & Toubro 


On the basis of exposure in 158 schemes as on April 30, 2003. 
Ranking based on percentage of net assets in the portfolio 



















MAJOR BUYS OF THE MONTH 


Larsen & Toubro Bi 
For the month ended April 30, 2003 


MAJOR SELLS OF THE MONTH 


Tata Iron & Steel Co. | 





Digital Global Soft J 
For the month ended April 30, 2003 


April Angst 
That was April, in short. A rather strange month, no 
matter how you look at it. A month that gave stock 
players in India an acute feeling of being left out of all 
the world action, even as global indices went up, as pre- 
dicted by US-policy optimists, on news of a market-pos- 
itive conclusion to the Iraq War. The KosPt was up 12 
per cent, FTSE up 9 per cent, and Dow up 6 per cent. 
SETI, STI and Hang Seng too managed to remain positive. 
But back here at home, the BSE Sensex dipped 2.9 per 
cent and the s&P Nifty, 4.5 per cent. 

As mentioned, standard expectations did not play 
out. So you can imagine how the Mr industry fared. 


TOP PERFORMING EQUITY SCHEMES 
Returns for one month period ending April 30, 2003. 


Diversified Equity Schemes Return (36) 


Franklin India Prima Fund - Growth 9.81 
UTI Master Value Fund B5. MM 
Reliance Growth - Growth $342 — 


Zurich India Equity - Growth 
Taurus Bonanza Exclusive Growth Scheme 
a DM DLE E ee 


Tax Planning Return (90) 
Taurus Libra Taxshield 


Birla Equity Plan 
HDFC Tax Plan 2000 - Growth SERDE 


Prudential ICICI Taxplan - Growth AREE 


Zurich India Taxsaver - Growth 
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Tech funds, specifically, were 
thrown into a tizzy by the tech 
meltdown. None could escape 
it. Funds with high exposure 
to IT stocks were the worst 
hit, with Franklin Infotech 
Fund leading the pack with a 
negative return of almost 16 
per cent. This (hopefully rare) 
phenomenon pulled the aver- 
age performance of equity 
schemes down to a meagre 
0.28 per cent. 

However, fund managers 
did well to reduce the losses 
when compared to the loss in 
value of the BSE IT index, 
which shed 23.73 per cent 
during the month. The best 
performing fund was a sur- 
prise, with Taurus.Libra Tax Shield generating 10.76 
per cent. Franklin India Prima Fund, with its rather 
small exposure to IT stocks, was close behind with a re- 
turn of 9.82 per cent. The top performing funds were 
those with lower exposure to IT stocks and strong 
concentration of old economy stocks. 


Mixed Response 

There was a mixed response to the rr shock. While 
some fund houses sold off large parts of their rr hold- 
ings, others looked at bargain IT opportunities. While 
Alliance, Birla and Tata bought Infosys, Franklin, 
Kotak and Pru ICICI were sellers at the counter. Net net, 


Sectoral Return (95) 
KMMNC Fund — — —  NREENENEN 





Alliance Basic Industries - Growth OMM 
Alliance Buy India Fund - Growth 151897 


Franklin FMCG Fund 506 — 


Prudential ICICI FMCG - Growth _ 
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Index Funds Return (96) 


Junior BeES —n ^ à NNENNN 
LIC MF Index Fund - Sensex Plan por Ls 
HDFC Index Fund - Sensex Plus Plan — 
IL&FS Index Fund - BSE Sensex Plan fee 


FT IndiaIndexFund-Sensex 1 192068 
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AGGRESSIVE INVESTOR 


Scheme 
Alliance Equity Fund 
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Return (%) 





Franklin Infotech Fund | 
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Templeton India Income Builder Account | 


LISI CURA TUE RL GRECO v; 


80 | per per cent ec equity; 20 per cent debt 


One-year returns as on April 30, 2003 n.a.: Not available 


fund managers continue to hold the sector in high 
regard. Yet, Infosys slipped two positions from its 
rank of being the most popular stock (See Popularity 
Chart), and Wipro moved out from the top 10 alto- 
gether. As analysts get bullish on the old economy 
again, Reliance Industries, the old time favourite, has 
gained the numero uno position. April also saw buying 
interest in Grasim, ITC, HLL, and Hindalco. 

Pharma was another zone of interest, with the sec- 
tor's dominance rising in some cases. Among sectoral 
funds, the KM MNC fund did particularly well. So too the 
Alliance Buy India Fund, which had a third of its portfo- 
lio locked up in pharma stocks. Alliance Basic Industries, 
with its 50 per cent allocation to PSU stocks, was the only 
fund that broke into the performance domain of sectoral 
funds otherwise dominated by pharma/rMcG funds. 


Other Trends 

Banking stocks continued their upward march through 
April, and helped mutual funds regain some lost 
ground, with several such stocks touching their re- 
spective 52-week highs. Yet, there were no obvious 
picks on the market in April. To exemplify this, as with 
previous months, mid-cap funds did particularly well. 
This was because there had been little earlier interest in 
mid-cap stocks, but many of them posted impressive gains 
after being propelled upwards by the attention gener- 
ated by their results. Clearly, not-so-famous stocks con- 
tinue to be good punts for funds that do their home- 
work. The lack of buying interest in the usual high- 
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RISK-AVERSE INVESTOR 


Scheme 
Franklin India Prima Fund 
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Return (%) 


HDFC Income | Fund - Growth 
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Birla Income Plus - 
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20 per r cent. equity; 80 per ar cent debt 








CAUTIOUS INVESTOR 


Scheme 
HDFC Growth Fund 
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Sundaram Select MidCap Fund PUR T uM 


Zurich India Prudence Fund 


oS eel a IIa o uot ee ee Bis; 


PNB Debt Fund - Growth 6:25" 


IDBI Principal Income Fund _ 
50: 50 debt- “equity ratio 


Return (%) 
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profile stocks may also have helped mid-caps do well. 

Junior Bets, a fund launched recently to track the 
CNX Nifty Junior Index comprising small and mid- 
cap stocks, outperformed all its peers in its category, de- 
livering a return of 6.23 per cent. 

In all, India's mutual fund houses were net sellers in 
April. Many fund managers preferred to maintain 
high cash reserves, waiting for an appropriate invest- 
ment opportunity. The markets were simply too IT- 
stricken last month. And so, in spite of the Iraq War 
having gone in favour of the US and the fact that 
India's macro economic factors are, if anything, dis- 
playing a bias towards positive sentiment. 

Take a quick look at the key numbers. Domestic 
growth projections by most economists range from 
5.5 to 6.5 per cent, higher than most other economies 
in the world. There seems to be no threat of the fiscal 
deficit going out of hand. On the external economy 
front, things have never been better, with an ever-ris- 
ing succession of dots on the forex reseves chart. The 
current account surplus continues to swell. Indian 
exports grew by 17 odd per cent in 2002-03, as against 
a decline of 0.8 per cent the previous year, and expor- 
ters are confident of offsetting the effects of the weake- 
ning dollar with stronger performances. 

Still, saying that the markets have bottomed out 
would be a brave call to make, what with fundamentals 
going off at a tangent to the returns that they should dic- 
tate. Also, technical analysts have nothing more to tell us, 
other than their ‘range-bound’ predictions. 
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Global Careers 





GLOBAL 
STRATEGIC 


MANAGEMENT 


. With Case Studies on Fortune 500 Companies 





és Benefits . . DB Distance Learning Program with 
» Examinations 4 times a year 


~ E seins One Year 
For Whom 


; : i + Gradatés & Postgraduates 
- o (any discipline) 





T Sabio itapable of working i in 
international teams 


. M become comfortable with and — j^ -.4 MBAsICFAs/CAs/CWAS/CSs/CAIIBs 
NE capable of managing diversity - | 

oe + Engineers, IT Professionals, 

m gevelop strategic skills e adaplabiliy | Consultants, Bankers and Entrepreneurs 





Visit us at WwWwW.icfai.org/icpe 
for Prospectus and Online Registration 








For Details & Prospectus, please contact ICFAI University Study Centers on Phone at: 


AGRA: 2527035; ALLAHABAD: 2420255; AHMEDABAD: 6563042, 6562458; ANANTAPUR: 249334; AURANGABAD: 5624774 / 75; BANGALORE - 
Infantry Road: 2899363 / 262; Jayanagar: 6991202; BHOPAL: 5277253; BHUBANESWAR: 2506204; CHANDIGARH: 381128; CHENNAI - Nungambakkam: 28235633, 
28235688; Adayar: 24405944/5955; COIMBATORE: 2541190; GUNTUR: 2238958; GURGAON: 2223595,5556; GWALIOR: 2322273; HUBLI: 371738; 
HYDERABAD: 55663661, 55681180 / 81; INDORE: 5069003, 5068247; JABALPUR: 5066886;JAIPUR: 2363695,2373689; JAMSHEDPUR: 2434957; KANPUR: 2330912; 
KOCHI: 2369763, 2382294; KOLKATA: 22873161, 22817802;LUCKNOW: 2204205,2204559; LUDHIANA: 2772523; MADURAI: 2342169; MANGALORE: 2432050; 
MUMBAI-Nariman Point: 22040888, 22823173;Andheri (West): 26716563,8410; MYSORE: 543803; NAGPUR: 564314, 547124; NASIK: 2570413; NELLORE: 2301222: 
NEW DELHI: 23739157, 23739169; NOIDA: 2592410, 2516024; PATNA: 2237942; PUNE: 4026975, 4026976; RAIPUR : 5061361; RANCHI: 2306922: THANE: 25382659, 
25375836; TRIVANDRUM: 2320853; VADODARA: 2341780;VIJAYAWADA: 2473620,5563620; VISAKHAPATNAM: 2752653; WARANGAL: 2552610. 





iiia for Prospectus, please >< here and mail / fax / e-mail this Coupon along with your bio-data 


. To, The Programs Officer, The ICFAI. University, 23, Nagarjuna Hills, Punjagutta, Hyderabad 500082. 
Ph: 040-55686826, 55637122, 55681180-81. Fax: 040-55639711. EMail: info G icfai.org 


3 am enclosing wy brief bio-data. Please send me a à Prospectus. and Application Form of the GSM Program. 
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Earning, spending and investing are no longer what they used to be. Now 
you need to work your mind a lot harder. By SHILPA NAYAK 


ACE IT. THE LAST DECADE 

has seen three economic 

aspects of your life cha- 

nge beyond all recogni- 

tion: earning, spending 
and investing. The Indian economy 
has become more dynamic, and 
you, as a consumer, have been the 
biggest beneficiary. But you have 
to pay the price in terms of uncer- 
tainty on other variables. 

Back in the good old days, earn- 
ing, spending and investing were 
very clearly defined. Get into a PSU 
or any big private company, and 
you had it made for life. Jobs were 
‘till retirement do. us apart’. The 
salary was low, but so was the cost 
of a ho-hum life. You could settle 
down to a comfortable routine, and 
look forward to the customary 
wristwatch you'd get on retirement; 
and remember, an HMT watch was 
a prized possession that MPs had 
the privilege of allotting out of turn. 
And you could even draw a pen- 
sion, in most cases, to back up your 
lifelong savings in LIC, PPF, UTI 
schemes and fixed deposits. 
Equities? What's that? 


Nostalgia Warning 
How quaint those days seem now, 
don't they? Something from a dusty 
old novel, with the protagonist 
riddled with varied forms 
Y of angst that had noth- 
| ing to do with money. 
Alas, we've outgrown 
that. These days, no- 
body has the luxury of 
| not thinking about 
money. Make that worrying 
about money. Job insecurity, credit 
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card bills, a flagging stock market, 
sinking interest rates (on everything 
except credit card outstandings) and 
what have you, it almost makes you 
nostalgic for those sleepy days of 
ho-hum existence. 

Notalgia, be warned, is best left 
to novelists (and even they, unless 
they sell a million copies, can't hope to 
live off their royalties). What does a 
realist like you do? Get cracking, 
what else. And this begins with the 
appreciation of something the old 
system never provided: choice. 


Survival Kit 

Exercise your choices consciously. 
On spending, never let lifestyle bills 
exceed 15 per cent of your income. 





The money is better spent investing 
in yourself—in your own earning 
capacity. Keep upgrading your skills, 
and keep the old boys network well 
oiled. Remember, even good busi- 
nesses go bust, and joblessness is 
no longer something that afflicts 
wrongdoers. So, beyond your own 
retirement savings, keep a reserve to 
last you at least six months jobless. 

The contingency reserve is best 
kept liquid. Your long-term invest- 
ment portfolio requires the assess- 
ment of a much wider set of choi- 
ces. Equity? Debt? Gold? Mutual 
funds? A diversified combination? 
Be clear about the risks involved, 
and your own risk-bearing capacity, 


before you allocate your funds. And 
even after that, it's best to keep 
reviewing the choice of investments. 
Mutual fund performance keeps 
changing, especially these days. 
Debt-based funds have seen a rever- 
sal of fortunes, of late, now that 
interest rates are bottoming out. 
Not only that, broad economic 
conditions keep shifting as well. 
It's advisable to keep yourself enga- 
ged with all investment related go- 
ings-on, and to keep an ear out for 
what the managers of your MFs are 
saying. Fund managers realise that 
they need to keep retail credibil- 
ity, and must vie for your opinion. 


More Choices 

Luckily, investment choices are still 
expanding. Recent moves have enab- 
led resident Indians to keep a fraction 
of their money in dollars or euros. 
Real estate is an investment zone 
that has also become active, of late. 

Home loans are 
more sensible now 
than they used to be. 
Rates are down shar- 
ply, and if you can 
restructure your old 
high-cost loan so that 
you pay less, noth- 
ing like it. There are 
also floating rate 
loans available. Keep 
yourself armed with 
your options. 

Times may be much harder than 
you remember. But then, the very 
prospect of choice should reassure 
you that it needn't be harder on 
you, financially, if you think harder 
about your options. E 
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The only DEEMED UNIVERSITY 
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One of the TOP TEN Business Schools 


in the country 
— Business Today, 9 Aug. 2002 


^ NS SOT A) 
= TIFT BHAwas 


One of the TOP SEVEN Business Schools 


in the country 
? — COSMODE B-School Survey 2002 
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INDIAN INSTITUTE OF FOREIGN TRADE 
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ndian business schools, which were originally mandated 
to churn out managers for public sector enterprises have 
transformed into India’s top-most institution for de- 
veloping managerial talent. They are responding to 
challenges by carving out a new image for themselves. 
B-schools in India and worldwide are recruiting students with 
broader, more humanitarian outlook. 

With the rise of global economy, a MBA degree has be- 
come the hottest and most coveted qualification in India. 
Consequently, schools churning out MBAs have proliferated 
and these schools are making sure that business graduates 





have the skills necessary to be effective in this economy. 


THE MODEL 
B-schools teach the applied science of business. The best 
business graduate schools combine the latest academic the- 
ories with pragmatic concepts, hands-on experience, and 
real-world solutions. In the 1980s, students studied fi- 
nance with an eye toward mega-deals. Today, the focus is 
on building and delivering better products and services. 
Indian B-schools are training students differently— 
both in style and content. Business residencies, product 
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SPJIMR is a top management institute 


not only because of its rankings...but also because it influences practice and promotes value based growth. 
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SPJIMR's main building at Andheri (W), 
in the heart of the Commercial Capital of India, Mumbai 


* Consistently being ranked as one of the top 
Business schools of India in all leading surveys. 


* World class teaching materials, infrastructure 
and excellent faculty. 


* Group learning approach exclusively developed 
by SPJIMR results in interpersonal responsiveness, 
co-operation with competition and collaborative 
leadership. 


* Thrust on developing attitudes and skills 
through various projects such as Autumn live 
industry project, Internship, Academic co- 
ordination, Assessment and Development of 


Managerial Potential (ADMAP) and hands on 


BHARATIYA VIDYA BHAVAN’S 





CC) 


S 
PJIMS- Munshi Nagar 


Dadabhai Road, Andheri (W) 


Mumbai 400 058, 
India 


Coolavenues Recruiters' Survey 
March 2002 Rank 
6th 


Best Business School Rank 
8th 
Source: Outlook MDRA Survey, Sept. 2001 


Best Business School Rank 
7th 


Source: Business India - AIMA Survey, Nov. 2001 


Continuing the tradition of 
Excellent Placement 


experience in the institute's administration. 


* Development of Corporate Citizenship 
(DOCC): through various socio-economic 
disadvantaged sector projects, often with corporate 
support. 


* Apart from Post Graduate Diploma in 
Management (PGDM), SPJIMR also offers specific 
need based courses like-Family Managed Business 
Programs, Owner Manager Program, Post 
Graduate Diploma in Information Technology, E- 
commerce Application Training Program, Project 
Management Program, Corporate Education 
Program and Research and Consultancy. 


S.P. Jain Institute of Management & Research 





Tel: 4-91-22-2623 0396/2401/7454 


Fax: 91-22-2623 7042 
E-mail: spjicom@spjimr.ernet.in 
Website: www.spjimr.org 
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AN IMPACT M s AN 


laboratories and fieldwork augment classroom instruction 
are accompanied by real-world experiences. Greater 
emphasis is being placed on public service. Post-Enron, 
which raised fresh concerns over corporate transparency 
and over zealous culture, professional ethics classes 
are now made mandatory in many B-schools. Leadership 
programmes are in vogue. Interpersonal communication 
skills, such as negotiation, conflict resolution, and team 
playing, have moved to the forefront. 

B-schools also teach analytical skills used to make 
complicated business decisions. A student learns how to de- 
fine the critical issues, apply analytical techniques, develop 
the criteria for decisions, and make decisions after evaluating 
their impact on other variables. 


REALITY CHECK 

Deciding where to pursue your business education is a 
challenge. There are many factors to consider when re- 
searching B-schools. For example, one has to consider 
cost, chance of acceptance, placements, reputation, 
alumni, faculty, and infrastructure. 

Indian B-schools can be divided into three broad cat- 
gories. Government-aided autonomous B-schools—like 
the IIMs. University B-schools—like the FMS at Delhi 
University, and finally, the private B-schools. While the 
IIMs need no introduction, university B-schools like FMS and 
Jamnalal Bajaj in Mumbai also fall in the ivy-league category. 
But, it is the private B-schools which need to be inspected 
closely. According to a survey conducted by a national 
newsmagazine, in 1990, there were about 30 of them 
recognised by the All India Council of Technical Education. 
By 2001 around 600 of them had mushroomed all over 
India. Many of these institutes, reported the magazine, 
charge Rs 2-3.5 lakh for two-year courses, while they offer 
little in terms of learning and placements. In self-financing 
colleges, profit-making is the criterion. So, when a stu- 
dent goes B-school hunting, he should dig deep. 


The to-be hot shots of business world 





If good jobs are the 
principal objective for get- 
ting into a B-school, the 
faculty should also be fo- 
cussed upon. As part of 
IIM-Bangalore's turn- 
around, the professors of 
the institute were dou- 
bled up as managers, 
who launched a number 
of initiatives. The result: - 
recruiters, who for long : 
had perceived the school 
as an also ran, accorded 
it a new respect. The 
strength of the faculty is a 
great crowd puller. Don't 
underestimate it. 

The most critical element to a successful business 
school career lies in the networking among former students 
or the alumni of a B-school. Alumni matters. If a b-school's 
alumni list is a veritable Who's Who in the corporate world, 
the institute's worth rises automatically. Networking with 
former students helps plant seeds for future jobs. The only 
thing that appreciates is an individual's network of col- 
leagues and seniors. 

The infrastructure (read the building blocks) of any 
business institute goes a long way in ensuring that the 
students get ample opportunity in showcasing their tal- 
ents in their fields of interest. 


ON TOP OF THE WORLD 

The eye-popping top-dollar salaries and fancy foreign 
posting offers that come to the newly minted grads is what 
attracts students to these b-schools in hordes. According 
to a survey conducted by Business Today-Cool Avenues 
in April 2003, 70 recruiters visited IIM-Ahmedabad with 
an average salary of Rs 6.20 while 74 visited FMS, Delhi, 
with an average salary of Rs 6.88. 

But the MBAs of top business schools are worth their 
weight in gold. After two years, a fresh graduate is ready to 
market a box of detergent or prepare a valuation of the de- 
tergent company's worth. He speaks the language and 
knows the tools of the trade. His expertise extends to 
many areas and across industries. In short, he has ac- 
quired the skills that is his passport to a bright future. 

Therefore, it's not surprising that for lakhs of 
wannabe managers and entrepreneurs with stars in 
their eyes—and wishes of becoming the Masters of 
the Universe—the galaxies are spelt MBA. 
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DALY COLLEGE BUSINESS SCHOOL, 


Get GLOBALLY RELEVANT 


And that's precisely why companies like 
BRITISH AIRWAYS, MERRILL LYNCH, ERNST 
& YOUNG, IBM, U.K., ACC, IDBI and 
INTERNATIONAL UNIVERSITIES like 
LONDON SCHOOL OF ECONOMICS, 
ILLINOIS INSTITUTE OF TECHNOLOGY, 
U.S.A., WARWICK UNIVERSITY, U.K. find our 
students a league apart. The MBA Provider of 
the Year* 2003 / 2004 Award conferred by 
Business Britain (a leading U.K. Publication) also 
speaks volumes on the standards set for 
management training. 


Daly College Business School announces the 
admissions open for its management 
programme after XII - BA (Hons.) in Business 
Studies. Having collaborated with Leicester 
Business School, De Montfort University, U.K. 
DCBS offers students a management course 
thats acclaimed by MNCs and educational 
institutions around the globe. Final year study 
would be conducted in U.K., when students 
would be exposed to the global perspective of 
management. 


ELIGIBILITY 

XII passouts with an aggregate of 60% or more and those expecting 
so. Should come from a strong English medium background. 
ADMISSION - 


Aptitude test and Interview in the last week of June 2003. For prospectus 
and application send a DD of Rs. 500/- in favour of Daly College, payable 
at Indore at the address mentioned or download the application form from 
our website - www.dcbsindia.org 


*De Montfort University Business School, Leicester 
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After XII 


Daly College Business School 
Indore 452 001 (M.P.) India 


Tel: 0731-270 0904 / 270 2882 Fax : 0731-270 2674 
E-mail: info@dcbsindia.org Web Site : www.dcbsindia.org 
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PARTNERSHIPS AND PLACEMENTS 


espite a tough year for the new graduates, with 
pe salary taking a hit and a sluggish 


economy, Wigan & Leigh 
College, India (WLC) reported 100 per 
cent placements. As they say, the 
show must go on. 
WLC is one of the leading education 
institutions and the qualifications 
offered by the college are recognized 
by Wigan & Leigh UK, which enjoys a |: 
worldwide reputation. The first to offer 
the 'Learn and Earn’ facility through its § 
unique traineeship programme, WLC 
places its students on DAY ONE of 
joining the graduate course. HT 
Horizons, a national daily hailed WLC a "world class" 
college for its "career oriented courses with assured job 
placements". 
WLC India is in its eighth academic year. It offers 
programmes in the fields of Management, Marketing, 
Fashion Technology, Media, Hospitality,Information 
Technology and Advertising & Graphic Design at its 
campuses located in New Delhi, Mumbai, Kolkata, 
Bangalore, Dehradun and Indore. 
WLC students get the opportunity to work with a 


REPLICATING GLOBAL Success... 


D" College Business School (DCBS) is an 


undergraduate business management institute 

based in Indore. DCBS has been set up in 
collaboration with De Montfort University (DMU), U.K.. 
The institute follows global patterns in management 
education. 
DCBS offers its students a graduate degree in Business 
Administration. The entire course is spread over a period 
of three years. At the end of three years, the students are 
awarded a graduate degree. The students spend their 
first two years at DCBS campus in Indore. Thereafter, in 
order to equip the students with the broad expertise, 
wannabe managers spend their final year gaining 
expertise and learning the tools of the trade at the De 
Montfort University, Leicester, U.K. This cross-cultural 
exposure provides the right blend of global and local 
element and also helps them to understand the cultural, 
environmental, and linguistic diversity of thebusiness 
world. 
DCBS' vision: To provide management education that 
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Mr. Vinay Pasricha, Director WLC 
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veritable who's who of India Inc under its banner of learn 
and earn scheme. The list includes ICICI, HDFC, CRISIL, 
GE, HCL, HLL, Gillette India, Reliance, HTA, O&M, 
Lintas, FCB Ulka, Mudra, Maa Bozzell and Primesite. 
Our fashion technology students learn the tools of the 
trade under the tutelage of fashion 
industry stalwarts like Jattin Koccher, 
| J.J. Vallaya, Ashish Soni. While they 
learn from the industry leaders, they 
also get paid for it. 

i Our Traineeship programme not only 
meets global standards but is also 
OE enhanced to suit the Indian market 
“| needs and those of potential 
J^ employers. We make our students 
-4| work with the best Indian and 
transnational companies that not only 
trains them academically, but 
provides relevant on-the-job training." says Mr. Vinay 
Pasricha, Director, WLC. 

The college has its own placement cell, which 
continuously work in close co-operation with the 
industry, so as to provide the best placements across 
the globe to its students. WLC students are always in 
demand since they have already served their 
apprenticeship while they were graduating. 

WLC is not just about education, it's "a bridge to your 
future". 


will help aspiring managers handle the challenges of this 
century. The institute follows a three-pronged strategy to 
fulfill its vision--- Building intellectual capital, improving 
student quality, and providing placement to its students. 
Placement matters: Campus placement at DCBS is 
about nurturing the careers of its students. It is not 
merely about getting a job. It is also about securing 
admission in world-class university for post-graduation 
studies.The fresh graduates have found a place in 
transnational companies like IBM, Marks & Spencer, 
British Airways, GE Caps, Merrill Lynch, IDBI, Lehman 
Bros., Logitech, Phone 4 U to name just a few. Those 
who chose to go the post-graduate way, have gone on 
to Universities like London School of Economics, 
Warwick University, Illinois Institute of Technology, 
NotreDame University, USA. 

DCBS' USP: Cost-effective, world-class management 
education. DCBS businessgrads command high 
salaries from Fortune 500 companies. This is the only 
undergraduate programme available in the country, 
which offers 2 years study in India and the third year in 
U.K. 
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SHAPING LEADERSHIP THROUGH VALUES AND VISIONI 


By fusing intellects and sparking wisdom, 
by making learning meaningful... 
by stirring thoughts and sharpening perspectives, 
by weaving values into our dynamism... 
we'll together sculpt a new future. 
And create an enriched You. 


To help shape a triumphant tomorrow. 


Born in 1996, NIILM Center for Management Studies is now ranked among India's top 
twenty business schools and considered among the best five to have evolved in the 

last one decade. The Center conducts high quality full time PGDBM (MBA) programme 

with residential facilities. NIILM is research and rigor-driven and offers innovatively packaged 
training, consulting and executive development solutions to a cross-section of business 

and non-business organizations. 


\iCTE approved PGDBM program (through CAT); Executive MBA Program; Management Consulting; Executive Development and Training 


NIILM CENTER FOR MANAGEMENT STUDIES 


B-I1/66, M.C.I.E, Mathura Road, Badarpur, New Delhi-110 044; Ph. : (Direct) 26948544, 26943859, 26941529/1539, 2-6954513/45 
Mobile number: 9810268037; E-mail: admissions@niiim.com 
Website : www.niilm.com 
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CORGING AHEAD 


stablished in 1996, NIILM Centre for Management 
E has come a long way from being one of 

the also-ran business institutes to being an 
institute of great repute. It has covered a long distance 
in the last one and a half decade, but it stuck to its twin 
objectives of grooming world-class managerial talents 
for Indian industries and businesses, 
as well as facilitating research and 
consulting of global standards within 
the country. 
NIILM is a post-graduate school of 
business management of international 
repute. It follows an 'open architecture' 
curriculum and provides rigorous 


concentration in the areas of 
International Business, Marketing, 
Finance, HRM and Information 


Technology. Designed and delivered on the paradigms 
of cross functional integration and continuous learning, 
this program reflects a deliberate and confirmed bend 
toward analytic, entrepreneurial and retentive skills of 
participants. Entry to this program is through the CAT 
examination conducted by IIMs. 

The Center also offers a unique Executive MBA program 
for working executives as well as management training, 


t IME Sahibabad | 
INTELLECTUAL CAPITAL 


|o: Of Management Education, Sahibabad 








(Ghaziabad) was founded in November 1995. It was 

established at a time when the surge for knowledge 
and excellence was on the threshold of an explosion. 
The founders of IME were conscious of this sudden 
transformation. 
Academics, professionals and high- 
profile corporate executives who had a 
clear vision of the exact need of the 
hour have guided IME, right from its 
inception. IME created an environment 
of learning to enable its faculty and 
students to demonstrate their potential 
based on  self-perfection and 
undertaking activities towards that end. 
IME offers a PGDM course along with 
separate courses in marketing and 
sales management, which is approved by AICTE. Other 
programmes on offer are a courses on IT---MCA, BCA, 
PGDCA---all approved by AICTE. For the last three 
years, IME is offering other degree courses like B.Ed, 
B.Lib, L.L.B (both 3 and 5 year integrated course). 
Conscious of its responsibilities towards the future 
career of its students, IME guided its students by 
organising career orientation classes for its 
management aspirants. 





Prof. S Neelamegham, Director NIILM 


lanaging Uncertainty in Blue 
The Strategic Role of Hi 
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executive development and management consulting 


services to the industry. All these offerings are marked 
by an open architecture curriculum with perspective 
development. 

NIILM Center has 400 alumni members who occupy 
positions of responsibility in over two hundred public 
and private sector companies, and is now functioning as 
a full fledged Management Resource Center for a 
number of corporations. 

The Center has an impressive 
placement record and is now foraying 
into management training and 
consulting in areas of CRM, 
Technology Management, e-Business 
Management, Financial Engineering 
and Global Supply Chain 
Management. 

In terms of infrastructure, systems and 
resources, NIILM Center is endowed 
with the very latest. NIILM's teaching-learning resources 
include a wide standing / core-faculty base, a panel of 
leading academicians as distinguished professors, a 
rich library and a state-of-the-art computer dome with 
two labs fed by a dedicated 512 kbps radio-frequency 
internet link. The physical infrastructure is growing 
further adding more classrooms, books, labs and other 
instruction automation facilities to the existing. 


It is imperative that B-schools provide the necessary and 
state-of the-art infrastructure to its students along with 
other facilities and a highly qualified and eminent faculty. 
The five-acre campus is well-planned and has separate 
academic and administrative blocks. Lecture rooms are 
spacious and fully furnished so as to facilitate use of audio- 
visual equipments. The IT Centre includes Multimedia Lab, 
Hi-Tech Lab, Cyber Lab and a Hardware Lab. 

According to a B-school survey 
conducted by "Business Today- 
COSMODE" dated August 4, 2002, 
IME was listed in the 29the position 
among 900 B-Schools. Recently, a 
market research company Taylor 
Nelson Sofres Mode conducted an in 
depth one-on-one interview with the 
CEOs and HR heads of leading 
companies. Out of 850 schools, 35 
were short-listed and IME was ranked 
number second in the final list. 

IME's achievements have been remarkable. The institute 
extends support to every student by way of summer 
training, project work, and final placement. Throughout 
the academic session, IME lays a lot of stress on 
personality development through interactive dialogue. 
GDs, debates, special lectures, seminars and 
conferences are part of the IME culture. 

IME has left no stones unturned in its quest for 
excellence in the field of advanced education. 
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AMONG TOP 35 B -SCHOOLS 


rowth is 


C 
Poll conducted by: O u r VS tto 


B U S Í N E S S IME has taken several landmark 


B A R O N S steps towards becoming one of the 


finest institutions in India. 
29th Ranked January 2003 = Vol.7 No.7 


IME is ranked 29th amongst India's 
'Dusiness|toaay Most Admired B-Schools by 
29th Ranked 4 August, 2002 Business Barons (Jan. 2003), as per 
study conducted by "Taylor Nelson 


THE WEEKLY NEWSMAGAZINE Rs 10 September 10, 2001 Sofres Mode (TNS Mode)" (the 
| i l OOK world's second largest marketing 
research company), ranked 3rd in 


48th Ranked 10 September, 2001 U.P (after IIM, Lucknow and IMT, 
Ghaziabad). Also by COSMODE 


B TRY I 9 CN Ay Í n d l ad Business-Today Survey (Aug. 4, 


THE MAGAZINE OF THE CORPORATE WORLD 2002) as 29th among best B- 


September 18 to October 1, 2000 Rs.15 e : 
B« Ranked 18 September to October 1, 2000 Schools in India. 


= PGDM (2y) = MCA (By) = MIS (2yr) = BBA (Gy) = BCA (Gy) = LLB (Integrated) (5yr) 


» PGDCA (2 yr) = PGDMSM (1 yr) = B Ed. (1 yr) =» B Lib. & IS (1 yr) = LLB (3 yr) 


Institute of MANAGEMENT EdUCATION Society) 


178, Main G. T. Road, Sahibabad, Ghaziabad-201005 (Delhi - U.P Border), Tel.: 0120 - 2621424 2621425 Fax: 0120 - 2625870 
E-mail : ime@ndf.vsni.net.in, imesbd@del3.vsni.net.in, Website : http://www.imesahibabad.org 
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STRIVING ron EXCELLENCE 


ver since its inception in 1964, the Indian Institute 
= Foreign Trade (IIFT) has come a long way as a 

centre for excellence in the field of international 
business. Its two-year MBA International Business 
programme is one of the most sought after programmes 
with approximately 26,400 candidates applying for 100 
seats in the 2003-05 programme. M 
IIFT also offers courses in international | 
business in Dubai (UAE) and Dar-es- 
Salaam (Tanzania). These multi- 
locational activities extend beyond the - 
Indian boundaries and the students 
across cultures and nationalities make | 
IIFT a hub for business education. 
Prabir Sengupta, Director General, i 
IIFT, explains that the quest for 
excellence has placed IIFT among the 
top-10 business schools in India according to a survey 
conducted by Business Today-COSMODE B-School 
Survey 2002. 
The Institute ranked third in terms.of placements and 
fifth on the basis of average domestic salary offered 


SELF-RELIANCE - SPJIMR SAGA 


Ts lines of Rabindranath Tagore provide an apt 





agenda for an educational institute. The freedom 

should pervade all dimensions of an educational 
edifice including economic management. Bharatiya 
Vidya Bhavan's S.P. Jain Institute of Management and 
Research (SPJIMR), in Mumbai in its 
21 years of its existence has taken 
some bold steps in providing an 
alternative approach in management 
education. 
In 1992, it took an unprecedented 
decision to de-affiliate itself from 
Mumbai University---a move that 
made the skeptics write its epitaph. 
Today, the institute is financially self- 
reliant through internal generation of | 
resources despite the lack of a corpus 
or any external funded sources. 
Independence gave an opportunity to redefine the 
pedagogy. Through a self-developed synthesis of the 
Western emphasis on efficiency---a concern for needs 
and the Eastern focus on values and ethos---an equal 
concern for means, SPJIMR has successfully developed 
a programme that stands out for its uniqueness. While 
students learn the rigor of the case method they also 
participate in the day-to-day administrative activities of 
the institute like admissions, placements, and 
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Mr. Prabir Sengupta, Director General IIFT 





Dr. M L Shrikant 


among all the business schools in the country. IFT 
figured among the top B-schools in The Economic 
Times Survey of December 2002, on the basis of the 
teaching of various functional areasof management. 
Under the marketing category, IIFT ranked eighth. The 
Institute was granted the status of Deemed University in 
May 2002 by the University Grants Commission. 

IIFT wrapped up its campus placement by Day 3. Says 
Prabir Sengupta, with immense pride, 
that all the aspirants had received job 
offers from across the industry. The 
list of recruiters were lead by 
Hindustan Lever, ITC, Dabur, TVS 
Group, Dr. Reddy's, ONGC, IOC, 
| HPCL and GAIL. The highest Rupee 
| salary Rs 10 lakh per annum, while 
the average pay packet of the batch 
was Rs 5.5 lakh. 

The intensive screening and rigorous 
selection process of the Institute allows only the 
committed students to filter through. Sengupta added 
that IIFT strives to transform the promising students to 
become future industry leaders with strong values with a 
high level professional competence. 


Where the mind is without fear 
And the head is held high 


Where knowledge is free... 





academics through a structured programme called 
ADMAP (Assessment and Development of Managerial 
_ Potential). Classroom learning goes 
| hand in hand with the Gita Shibir and 
Outward Bound programmes, where 
students acquire a holistic perspective 
to their growth. 

SPJIMR. is the only management 
institute that has an institutionalized 
| program for Corporate Social 
Responsibility under the aegis of 
Development of Corporate Citizenship 
(DOCC). It recognizes the role of 
management in the social sector. All 
students work with corporate houses, 
NGOs and other social organizations to share their 
learning and knowledge with the needy sectors- an 
experience that sensitizes one to the realities of India. 
Under the able tutelage of the Dean, Dr. M L Shrikant, 
the institute is in an expansive mode where education 
has become something that the seekers of knowledge 
can demand without fear or fluster. Maybe this is a more 
apt interpretation of the lines of Gitanjali that the country 
needs to emulate. 








Avinash Banga, || Semester, Management Student 


What would you rather opt for, | 
| 


a career or college? 


How about both? 


Admissions Open for 


Full-time / Part-time, 
Under Graduate / Post Graduate 
programmes in 





Management Studies 


Advertising & Graphic Design 





















Fashion Technology 
Information Technology 
Hospitality Management 
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ICICI, Standard Charted, GTC, Electrolux, HDFC, HCL, TBWA-Anthem, Carrier-Aircon, Godrej Appliances, 
Shamken Cotsyn, Provogue, Golden Strands, Macmillan India 


Work with companies like these while studying at WLC ! 


Wigan & Leigh College (UK) is one of the largest further education 
institutions in UK with a worldwide reputation for quality education. 
The college now operates in 26 countries around the world and has 
99,000 students. 


About the Institution: Wigan & Leigh College (India) has been 
operational for the last seven years and its qualifications are 
recognised by Wigan & Leigh College (UK). Students study for 
internationally recognised qualifications leading to successful 
careers in India and abroad or onward progression to higher 
education. 


Traineeship Programme: Leading Indian and multinational 
companies have partnered with us to offer this unique opportunity. 
The students get to work as trainees with these organisations and 
get paid an attractive stipend while still studying at the College. 
Furthermore, these companies will absorb the students as full time 
employees subject to successful completion of the course and 
satisfactory work performance. 


Along with their studies, the students now have an option to study 
for a recognised Indian University degree such as : Master of 
Business Administration (MBA), Master of Computer Applications 
(MCA), Bachelor of Mass Communication (BMC), Master of 
Insurance Business (MIB), Bachelor of Business 
Administration (BBA), Bachelor of Computer Applications (BCA). 


Wigan Campuses: 


New Delhi Campus: 86A, Central Avenue, 

Sainik Farms,New Delhi-110062 

Ph.: 98184 79333/ 98184 79444, 26421861-64 
Kolkata Campus: C-10, Satyam Tower, | 
3, Alipore Road Kolkata - 700 027 | 
Ph.: 98304 22703/ 98304 22704/ 24487160, 24487161 

Email : calcutta@wiganindia.org 

Bangalore Campus: 30, Dickenson Road, Bangalore-560042 
Ph. : 31816227/31821216/98450 95621/98860 30824 

Email : bangalore@wiganindia.org 

Mumbai Campus: D-WING, Modern Mills Compound, 

101 Sane Guruji Marg, Jacob Circle, Mahalaxmi, 
Mumbai-400011, Ph.: 23015594, 56627470, 56623997; 
E-mail: mumbaienquiry@wiganindia.org 


Education Loan available 


Íwic 


Wigan & Leigh College 





CRAYONS 





Education for the Next 
Generation 


New Delhi e Mumbai e Bangalore e Kolkata 





Application forms are available from the campus on payment of Rs. 300/- or by sending a DD in 


favour of Wigan & Leigh College (India) Ltd., Or you can apply online at www.wiganindia.org 





Wigan & Leigh College (India) is an Indian organisation and awards its own certificates. These certificates are recognised by Wigan & Leigh College (UK), 
as equivalent to its internationally recognised qualifications. These qualifications are not recognised by AICTE / Govt. of India. 
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Ogilvy & Mather professionals turn up at the Abby’s dressed in black 
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Office idiosyncracies. 
Can't understand 
'em, can't ignore 
‘em—especially if 
it's somebody you 
work with. Here's a 
survival guide. 

BY MOINAK MITRA 
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Office Quirks 


T FIRST GLANCE, SANDEEP 
Goyal looks like any 
hardnosed task-driv- 
ing corporate execu- 
tive. You know, the 
sort who'd first and foremost de- 
mand clarity on the ‘objective’ of the 
POA, even if it's about taking a 
walk round to the coffee machine. 
He doesn't, most certainly, carve 
out the picture of a devil wor- 
shipper, regardless of his wiry 
mane and fluffy moustache. 

You wouldn't guess it, but 
Goyal, the former Chief Executive 
Officer of Zee Telefilms, has a pet 
obsession. That too, an obsession 
you cannot help but notice: the 
number 666. Three digits that have 
assumed an all-pervasive presence 
in his work life. All his cars, all 
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his cellphones, any numerical tag 
that he has control over, they all 
have a hallowed place for the three 
digits. It’s a passion. But it’s a pas- 
sion that Goyal likes to rationalise. 
“My life revolves around ‘666’,” 
says he, with seriousness that only 
a former adman can conjure up, 
“since the role of a marketing and 
advertising professional is that of 
the Devil’s Advocate.” 


Quirks And Quills 


Idiosyncracies are not new. The 
classic kinds are so old that they’re 
not even worth noticing. The busi- 
ness of showbiz, for example, is so 
filled with assorted dos and don’ts 
that it’s downright idiosyncratic not 
to pick a title with a certain alphabet 
and then ensure it’s of a numero- 


logically consistent length. 

The rest of the world of busi- 
ness hasn’t exactly been immune, 
though. Take the case of Chetan 
Seth, cigar czar and Managing 
Director of Optic Electronic India 
Pvt Ltd. “I’m always into 4s and 
8s," he confides, “and so if I have 
a very important letter to write, 
[ll pre-date it to a 4 or 8 combi- 
nation." Incidentally, the birth 
dates of all his three daughters add 
up to either 4 or 8. Last year, 
claims Seth, *I bagged a Rs 360- 
crore contract on March 26." It's 
his biggest ever haul. And, as he 
sees it, it's all in the numbers. 

Repetition and over-exposure, 
though, have already taken the 
punch out of the alpha-numerical 
sort of quirks. Thankfully, there 








are dozens of other interesting ones. 
Even ones that stand out for their 
utter uniqueness. 

Psychiatrist Sanjay Chugh tells 
the story of a 38-year-old invest- 
ment banker who came to him 
for counseling, confessing that he 
always kept an inkless pen in his 
shirt pocket. “Whenever he had to 
place a big order in the stockmar- 
ket," recounts Chugh, *he would 
take out his pen and attempt to 
write with it. On failing to do so, 
he would grab the nearest pen 
that could write, and this, he be- 
lieved was the secret of his suc- 
cess." The banker claims to have 
been on a winning streak ever 
since he started it, and that's that. 

From write-anxiety to sight anx- 
iety. There's an entrepreneur who 
won't tolerate a docket lying at an 
angle on a table. There's a dotcom 
survivor who'll only have pictures 
of people he can't stand as office 
pin-ups. There's an adman who 
keeps the cord of his desk phone 
looped into a sort of infinity sign. 
There's another who never lets a 
spider be disturbed spinning its 
web, even if it's blocking a pas- 
sage. There's a punter who lays 
off stocks he's heard uttered out in 
the open (not just by shoeshine boys). 

Look atound your office, and 
you'll begin to detect quirks that 
make you wonder. What's hap- 
pening? Anxiety, say behavioural 
analysts. Pause for a second and 
think of all the crazy changes, the 
loss of old certainties, the relent- 
less pressures of work, the dizzy- 
ing pace of technology. Too busy 
surfing your cellphone to answer 
the computer? Join the gang. 
People are getting stressed out 
without realising it. 

Then, before they know it, 
some synapses go whizzle-crackle, 
some patterns get formed in the 
head, and they're doing some- 
thing they can't explain—and 
don't want to. And they demand 
that they be granted the space to 


do whatever it is, for whatever 
reason that nobody knows. 


Trick Or Treat 
The trick is not to analyse it, lest you 
drive your quirky colleague, or boss 
or whoever, into a fit of defensive 
anger. It can, though, be analysed, 
according to Chugh. *There are 
certain people identifiable with such 
behavior patterns," he elaborates, 
^who would probably have gone 
through some rough patch at one 
point in life, didn't know how to 
come out of it, and then purely 
through chronological coincidences, 
associated success or happiness with 
some personal belonging or 
uniquely personal event." 

Ogilvy & Mather (O&M) is 
famous for its executives turning 
out in large numbers at advertising 


Pause for a second and think of 

all the crazy changes, the loss of 
old certainties, the relentless 
pressures of work. People are getting 
stressed out without knowing it 


awards dressed in jet black. Piyush 
Pandey, President and National 
Creative Director, O&M, traces 
this little agency quirk back to 
the Bombay Ad Club's awards in 
1993. Three top honchos hap- 
pened to be in black. And they 
swept the awards that night. Since 
then, black has been the awards- 
night uniform, and the awards 
haven't stopped rolling in. 

And it's spreading. Or at least 
O&M India hopes that it is. In 2000, 


when the agency's Asia-Pacific 


Chief Miles Young dropped by for 
the Annual General Meet (AGM) 
along with the agency's Global cro 
Steve Goldstein, the date happened 


to coincide with the Ad Club's 
Abby Awards night. 

Now, the two guests were 
caught unawares by the hopes the 
agency was pinning on tlie camou- 
flage, and were forced by the sheer 
pressure of team spirit to hurriedly 
acquire the appropriate evening 
gear. Did the ‘black magic’ work? 
Like coal at 120 degrees. Last 
heard, rival agencies were con- 
spiring to ambush Team O&M and — 
drench it in insta-bleach. 

“Thereafter,” Chugh contin- 
ues, “this object or event is likely 
to become a personal talisman, or 
a good luck charm, and the per- 
son would increasingly resort to 
the use of these charms to ensure 
his continued happiness and suc- 
cess.” And in a way, it can be rea- 
soned out too, if the quirk doesn’t 





incur anything by way of cost. 
“The question they ask themselves 
is—why take a chance?” 

Mahendra Nahata, Group 
Chairman of Himachal Futuristic 
Communications Ltd (HFCL), does- 
n’t like to take a chance the other 
way round. He hates black, and 
wants to have nothing to do with 
it. Whenever he spots a black out- 
line, square, or for that matter, 
anything black on paper, he tends 
to get frazzled. Y 

Nahata is not alone. Magazine 
publishers will tell you that if you 
want news-stand sales to halve, 
put out an issue with a black 
cover. It’s foolproof. @ 
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bt at work 


Railway food may still be an oxymoron to 
many. But the two-year-old corporation 
Is turning that into a money spinner for 
the railways. Its secret: a franchisee 


system that works. sv T.R. vivek 


N A HOT MID-MAY 
Friday, which hap- 
pens to be a Central 
Government holiday 
on account of Bud- 
dha Purnima, Mahendra Nath 
Chopra, dressed in casual attire 
and wearing tan-coloured sandals, 
decides to go on a 250-kilometre 
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drive up to Chandigarh in his Tata 
Indigo. That certainly isn’t the best 
way to enjoy the extended week- 
end break—especially when the 
temperatures are nudging the mid- 
40s in the shade. But for the 56- 
year-old Managing Director of the 
Indian Railways Catering and 
Tourism Corporation (IRCTC), the 





time is as good as any to be doing 
the rounds. 

For one, it is the holiday sea- 
son and the small and mid-sized 
railway stations along the northern 
route are bustling with passen- 
gers. If Chopra wants to get a feel 
of the travellers’ spending pat- 
tern and choice of food, this is 


a 


likely to be the best time. For 
another, come June, IRCTC will 
have catering responsibility for 
another 220 trains, in addition 
to the 60 it already feeds. In terms 
of meals served, that'll take the 
number up from 1.5 lakh cur- 
rently to a staggering 7-8 lakh. 
If Chopra is nervous about the 


M.N. Chopra, MD, IRCTC: Railway catering is a lucrative business 


ha 


huge ramp-up, he isn't showing. 
Since August 2001, when IRCTC 
was carved out of the Ministry of 
Railways, the career railwayman 
has run the entity like a mini 
corporate with just 35 executives. 
It caters to about 60 trains, inclu- 
ding the Rajdhanis, Shatabdis, Jan 
Shatabdis, and mail expresses. The 
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A Turnover*: 


Number of trains managed 


Number of food plazas 
Revenue from food plazas 


|| \ A) iJ Li Ls pg $ v 


b 


No. of empanelled 
caterers for trains 


Average number of meals 
Served per day 
1.9 lak 
*Estimated for 2002-03 







bt at work 


INSIDE THE KITCHEN... | 
Andi how the f 1 chain works. - ae 


us 1 "UckED AWAY IN ONE OF THE NARROW, WINDING SERPENTINE iE ALLEYS 2 
-| of Paharganj called Besant Lane, just a stone's throw away from — 





the New Delhi Railway station, is Doon's Caterers two-storey 


. base kitchen. Doon's is one of the 40 licensed caterers empanelled - 
. with ircte. Its 20 neatly uniformed cooks working in two shifts pre- 
-~ pare nearly 4,000 sets of meals and breakfasts for three trains man- 
- aged by irctc—the Bilaspur Rajdhani, Dehradun Jan Shatabdi, and 


Jammu Tawi-Sealdah Express. - 


| The Work at the kitchen goes on virtually round the clock. To 
. serve breakfast on a train that leaves Delhi at 6 am, work begins in 
. earnest at midnight since the food should be delivered at least a cou- - 
_ ple of hours before the departure time. The months of May and June — 
-can be particularly back-breaking, thanks to a huge number of peo- _ 
. ple taking their summer vacations. A typical breakfast in a Rajdhani = 
. requires more than 1,000 slices of bread, nearly 300 omlettes and. 
. 500 tea bags. And that's for a single train on one morning. The food - 
id then neatly packaged in paper bags and aluminum foil by - 
.glove-wearing workers. The menu and quantity of food is specified - 


- by incrc. But since the current menu hasn't been changed since the 





" eeg and newer fare on the trains. 


hatia can be. done i in the pane car. 





— IRCTC's base kitchen: | Indian Railways' new recipe for success P 
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1980s, the corporation is working out plans to serve some more in- - 


Me .. The caterers also need adequate infrastructure in the form of 
“base kitchens at various points on a particular route, especially for - 
= long-distance trains as there is only a limited amount of cooking 





business is completely outsourced 
to third-party caterers, who make 
food to IRCTC’s specifications. 
With some 60 lakh passengers 
travelling on the 60-odd trains 
everyday, that’s Rs 6 crore to be 
made on food every day—assu- 
ming an average spend of Rs 10 
per passenger. 

When Chopra came into 
IRCTC, one of the first things he 
did was to overhaul the franchisee 
system. Reason: Even before cor- 
poration was formed, 85 per cent 
of the catering was done by fran- 
chisees. But this system was seen as 
corrupt and inefficient. Ever since 
IRCTC came into being in 2001, 
tender notices have been put on 
the company’s website for greater 
transparency. Because the num- 
ber of trains under the control of 
IRCTC will grow nearly five-fold af- 
ter June 2003, the corporation is 
looking to increase the number 
of empanelled contractors to keep 
pace with the demand. What 
Chopra has managed to do is ens- 
ure that there is a wider partici- 
pation in the bidding process and 
that there is no cartel of fran- 
chisees. The eligibility criteria to 
bid for catering on Rajdhani and 
express trains is simple: the play- 
ers must have five years’ experi- 
ence in the business with multiloc- 
ational infrastructure and a mini- 
mum turnover from catering busi- 
ness of Rs 5 crore in last two com- 
pleted financial years. 

To monitor quality, IRCTC em- 
ploys external agencies like sGs, a 
Swiss testing and verification 
agency. The corporation also en- 
sures that the managers, cooks, 
and stewards are regularly trained 
at five-star groups like Indian 
Hotels and rrc Hotels. Last year, 
for instance, IRCTC spent nearly Rs 
35 lakh on such training pro- 
grammes. Says Sushil Tandon, 
Managing Director of the Rs 12- 
crore Doon's Caterers, one of 
IRCTC's 40 franchisees: *There 
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THICKENING 
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IRCTC's initiatives for adding 
new revenue streams. 


e Will convert nearly 50 poorly 
performing Rail Yatri Niwases 
into budget hotels with private 
sector participation 


e Expanding the number of 
food plazas up to 50 by the 
end of FY 2003-04 


e Runs the online ticketing 
system for Indian Railways 
where, on an average, 2,500 
reservations are made every 
day generating an average 
sales of Rs 8 crore a month 





e Will introduce specialised 
product vends at railway 
stations that will sell the 
local food specialities 





has been a discernible change after 
IRCTC came into the picture. 
Dealing with them is far more easy 
and transparent." 


The New Gravy Train 
Overhauling the franchisee sys- 
tem, however, is just one half of 
Chopra's plans. His bigger chal- 
lenge is to exploit other opportu- 
nities in food service. Already IRCTC 
has six food plazas with an annual 
revenue of Rs 30 crore. Chopra 
plans to increase it to 50 by April 
2004—again by roping in private 
players. “The only eating options 
available for people in railway sta- 
tions are limp dosas and aloo puris. 
There is a huge latent market for 
hygienic food in good ambience," 
points out Rakesh Saxena, Head 
(Marketing), IRCTC. 

Take, for example, the food 
court at the Chennai railway sta- 
tion run by the fast-food chain Hot 


e Has introduced its — 
packaged water 
Rail Neer, with 

a production 
capacity of 1.2 lakh 
litres a day 
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a sub-licensee. The ae 
Chennai plaza alone RAA 
clocks a healthy daily ae 
sales of Rs 3 lakh. The = ]; 
food plaza operators mu | 






too have a revenue shar- 

ing arrangement with IRCTC where 
the percentages range from 2-12 
depending upon the location and 
likely customer traffic. 

Water is another market that 
the corporation has targeted. Not 
surprising. According to the Indian 
Railways’ internal assessment, alm- 
ost a quarter of all the bottled water 


Ivo cq rm "— 





sold in stations and on board trains 
is contaminated. The result: Rail 
Neer, the railways own bottled wa- 
ter brand. IRCTC has two bottling 
plants, one in Delhi and the other in 
Patna, with a capacity of 1.2 lakh 
litres a day. The cost of building 
the two plants: Rs 5 crore each. 
"Rail Neer is safer than any other 
bottled water available in the coun- 
try," claims Chopra. 

After food plazas, streamlined 
catering services and e-commerce, 
IRCTC's other thrust area in the next 

few years will be to get private sec- 
tor hospitality companies to take 
over the day-to-day running of un- 
derperforming and hitherto poorly 
maintained Rail Yatri Niwases. 
"The dormitories in most places 
are centrally located and lend them- 
selves to be converted into good 
budget hotels," says Chopra. There 
have been a few private players 
who have evinced interest in the 
proposal, but for that the basic 
amenities at these niwases need to 
be spruced up quite a bit. 

Train journeys often, even if 
you are travelling first class, can 
be harrowing thanks to ordinary 
standards of service. Maybe Chopra 
and his small team of managers 
can raise the bar by sacrificing a 
few holidays, in what is officially 
the Indian Railways’ ‘Year of 
Customer Satisfaction’. Œ 
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bt case game . 





The Case Of 
The Hybrid Snack 


How should RJN Corp position its bischips brand? Anil Bhandari of International Travel 
House, Noni Chawla of Omniconsult Management Advisory, and Swapan Seth of 


Equus Redcell debate. 


MMMM,” MUMBLED SUDHEER SHARMA, LOOKING 
| \ / at the ceiling, “just the thing.” The sigh of re- 


lief from the other two executives in the 
sampling room was almost audible above the low 
drone of the baking machinery across the compound. 

This was RJN Corp's foods division, and Sharma, 
the division head, had just signaled his approval of 
the mouthfeel of its latest innovation: bis-chips. 
Now, bischips was no ordinary product. It was a bis- 
cuit product alright, in the sense that it was ess- 
entially baked dough. By way of consumption, 
though, it was meant to be crunched and relished 
like potato wafers. That's why the mouthfeel was so 
important. It had to feel like chips. 

Test-launched some months ago by RJN under the 
brand Aye-Aye Captain, this hybrid product had taken 
years and stacks of R&D time and money. Now, finally, 
it was time to storm the market with it. 
Storm the markets, rather, since it wa 
cupy the intersection space of 
two distinct markets (as de- — = 
fined by both product classifi- wor 
cation and purchase wwe, 
motivation), biscuits 
and potato wafers. 

^| want to know 
what Preeti Mohan 
will say," said Raj Singh, 
Brand Manager, RJN 
Foods, referring to the chief 
of the snackfoods division of a large 
multinational that had turned cola- 
and-chips into a youth obsession, 
much to the dismay of biscuit mar- 
keters. Over the 1990s, biscuits had 
lost their appeal with the ‘in’ 
crowds, and was now something 
that boring old ‘aunties’ served 
with tea. Chips, however, were 
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perceived to be funky and cool—the right stuff to be 
munched alongside gulps of cola, the right stuff to 
offer the babes, and the right stuff to be seen with. 
“Pd like to see the look on Kamat’s face when he 
tastes it,” mused Teji Chatterjee, marketing director, RJN 
Foods, referring to the chief of Cool Bakes, the leader 
of the Indian biscuits market. Now, since Cool Bakes 
was the company most at threat 
from the chips phenomenon, 
it had already taken defensive 
action by flanking its core 
market with a new product. 
Some years earlier, it had 
launched Luv Bites, which 
were little baked biscuits cre- 
ated as a substitute for po- 
tato chips. Aimed squarely at 
the urban teenager, Luv Bites 
had succeeded to an extent in 
id bringing youthful irreverence and 
| vivacity to the consumption of bis- 
A cuits (of course, Luv Bites was Luv 
Bites, packaged in fluff-packs as 
chips, not close-wrapped biscuits). 
In terms of volumes, biscuits 
made up a much larger market in 
India, totaling a mammoth 1.1 mil- 
lion tonnes annually. In terms of 
value realisation per tonne, how- 
ever, the Indian market for chips was far 
more attractive. As a result, chips marketers 
were making more money on a market of just 
200,000 tonnes. This was not merely be- 
cause baked products were cheaper to make, 
kilogramme to kilogramme, but because bis- 
cuits lacked the intangible value additions 
that chips had. People were paying not just 
for the calories going down their stomachs, 
but, as with colas, also the psychological 
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value obtained through the act of chips consumption (by 
making a social statement, for example). 

Now, given the way the Indian snackfoods mar- 
ket was evolving, Luv Bites had been a smart move 
from Cool Bakes. That's why RJN Foods had 
watched the brand's progress very carefully. While 
the concept had been a breakthrough of sorts, it was 
failing in its original objective: which was to eat into 
the sales of potato chips. The reason? It was far too 
much of a mini-biscuit—all sweet and crumbly, 
just dressed up differently. 

Aye Aye Captain, in contrast, was a bigger break- 
through in terms of the crunch-factor and the mouth- 
feel. Despite being a baked product, RJN's bischips 
tended to shatter instead of crumble. “In a blind test,” 
boasted Sharma, *the consumer would not be able to 
identify it either as ‘biscuits’ or ‘chips’, 
and that goes in our favour." 

. Moreover, with the physical 
properties taken care of, the rest was 
an issue of flavour additives. And 
here too, RJN Foods had achieved 
significant progress in mapping the 
classic chips consumer's taste-buds, 
and then developing unique new 
flavours that would actually attract a 
following on their own. All in all, RIN 
Foods' team of three was quite con- 
fident that Aye Aye Captain bischips 
would prove to be quite a cracker in the market 
once it went all-India. 

The only major decision left was the stance the 
brand would take. Or, in the jargon, how the brand 
was to be ‘positioned’ in the target consumer's mind. 
"So what's the confusion?" asked Sharma, *We've 
created a new product and we have the luxury of 
selling it exactly how we want to. We could even 


_ make our brand generic to this category, and then keep 


it wrapped up forever. That’s the pioneer’s advantage.” 

Brand manager Singh, however, was not so excited 
by the freedom involved in creating a whole new cat- 
egory. “My worry,” he said, “is that it’s going to cost 
way too much trying to establish bischips as an inde- 
pendent concept with no reference points. I think the 
best thing to do is play up the deficiencies of either bis- 






Send BTCS followed by your comment (not exceeding 160 
characters) to the number 2424. 





Note: Not available with all cellular operators. Regular SMS charges apply. 


"Bischips could be 

more powerful than 

the sum of its parts. 
But for that, we 


must think 
independently of all 
other snackfoods” 





Is there a management genius latent in you? Take a crack at the twenty-seventh Interactive BT Case Game. 
Should RJN give bis-chips an independent positioning? 

* Send “BTCS Y” if yes is your answer, to the number 2424 on your mobile. 
Send "BTCS N" if no is your answer, to the number 2424 on your mobile. 


To know the final poll results send "BTCS F" to the number 2424 after June 8, 2003 





cuits or chips, or maybe both." 

“Deficiencies?” asked Sharma. 

“I do not mean playing a negative game,” elaborated 
Singh, "but biscuits are boring and chips are unhealthy. 
The trump card we are holding is that bischips are nei- 
ther. There we have it. This should be our positioning." 

“I think,” said Chatterjee, sounding unconvinced, 
“we need to be clear about whether we are targeting the 
chips buyer with a healthier option, or the biscuits 
fellow with a more exciting snack. Luv Bites was 
launched to get the chips guy into the biscuits fold, but 
ended up appealing mainly to biscuit types who wanted 
something snazzier and savvier.” 

“We are lucky not to be under any pressure to 
defend the biscuits market from the chips onslaught,” 
said Sharma, “so we have another degree of freedom 
on that count. But my point is—why 
must we have any reference cate- 
gories at all? bischips are bischips, 
the name tells you something, and 
that too, without denigrating either 
category. Beyond that, we can easily 
sell the product’s benefits, period. 
And cost, by the way, should not be a 
contraint at this stage of planning.” 

“The trouble is that people are 
moulded to think in terms of bis- 
cuits, chips and so on,” said Singh, 
“and even if we do resort to plain 
benefit-speak, the best option would be to list the 
key desirables from both—health from biscuits and 
fun from chips. So we will end up with ‘healthy fun’ 
or something like that.” 

“Too corny,” snorted Sharma. 

“Aye aye, captain,” said the other two, in unison. 
And laughed. Somewhere deep down, they all knew 
they had not created a new product wonder just to sell 
a snack with hyphenated benefits. 

“T still think bischips can be more powerful than 
the sum of its parts,” continued Sharma, “but for that, 
we must think independently of all other snack- 
foods in existence. We have a product breakthrough, 
now let us get a positioning breakthrough.” 

Question: does Sharma really have a point worth 
pursuing? é' 
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bt case solution 


Never Felt Before Play . 
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HEN IT'S A FOODS PRODUCT, THE KEY TO SUCCESS 

is the taste. And if it is a new snack, there 

has to be novel way of describing it to 

the consumer. Remember, the consumer is always 
looking for change, but not necessarily replace- 
ment. The taste must be clearly defined. For instance, 
crisp, crunchy, salty, sweet and so on. And with it, 
the new experience of it. There is little doubt that 
health is a very important factor, and if the product 
has nutritious value, that could be driven nicely 
into consumer consciousness for the brand to pros- 
per. The other element that is important to be clear 
about is whether it is an all-time snack or for a 
special moment. The diversity of the product's con- 
sumption needs to be thought about. Is it only for 
breakfast? Or could it have multiple functions? The 
consumer must get a com- 


"The ideal platform ^  plete feel of the product. 

for the brand would Then comes the issue of 
be pioneerhood, communication. The market 
emphasising the must first be defined. This 
never-before includes the target con- 


sumer; whether it is a prod- 
uct for the young or the 
middle aged, or is it an uni- 
versal product. This will det- 
ermine market size and spend, and the advertising. 
Television is, of course, the most effective medium, 
given the visual impact and scope to emphasise 
the core values of the product. Above all, the com- 
munication strategy must be exciting and convinc- 
ing. In this, it is important to remember while 
snack items are to some extent driven by the amb- 
ience they create, the ultimate test is the taste and 
packaging. The packaging, for example, has to be of 
international quality, and must give the impres- 
sion of novelty. 

In terms of creating the brand, the stress should 
be on defining the core value of the brand, and 
then building associations. Of course, somewhere 
down the line, the values must be dovetailed with the 
values of the corporation, and must capture the 


experience, but 
ensuring that it is 
not totally alien" 
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essence of the consumer value system. The con- 
sumer must not feel shortchanged. This is not a 
staple product, which makes winning consumer 
confidence of even greater importance. While the 
process may be simple initially, given the novelty of 
the product, the real test will come with time. This 
calls for the striking of a clear ‘position’ in con- 
sumer mindspace as a pioneer. 

That, though, might lead to the temptation of 
creating a generic brand. This is best avoided because 
it might expose it to threats later. To conclude, the 
ideal platform would be pioneerhood, emphasis- 
ing the ‘never felt before’ consumption experience, 
while underpinning the fact that while the taste of the 
innovative new product is unique, it is not completely 
‘alien’, nor being thrust down people's throats. 


NONI CHAWLA 
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an extended identity as well), but the core identity 

has to be clear, not fuzzy. Moreover, strong 

brands are built on authenticity. Also, strong brands 

are not built on the deficiencies of other brands, they are 
built on their own inherent strengths. 

In the case of Aye-Aye Captain, Sudheer Sharma & 

Co will have to decide what is going to be the core 


g identity of the brand. 
Every brand needs Remember Snapple? The core 
to be clear about 


identity was fun, cool, irrever- 
what it wants to be. ent, idiosyncratic. Incidentally, 
The annals of mar- all Snapple flavours were also 
keting are full of 100 per cent natural. But that 
failed brands who was not the platform on which 
wanted to be all the drink was marketed. 
things to all people” While the idea of position- 
ing a brand in the “intersec- 
tion space” is tempting, it is akin to having one foot each 
in two different boats. And those who do that, more of- 
ten than not, end up falling between two stools. 

What is the size of the “intersection space”? By and 
large, “intersection spaces” for products tend to be very 
small. I cannot think of one single food or drink that 
straddles the two spaces: fun and health. In fact, the two 


B RANDS HAVE ONE CORE IDENTITY (AND MAY HAVE 


are almost mutually exclusive. 

Every brand needs to answer the question, *What do 
I want to be?" The annals of marketing are full of 
examples of failed products and brands that wanted to be 
all things to all people. To my mind *funky and cool" and 
"healthy" are almost polar-opposite concepts. 

The fact that in a blind test the consumer cannot iden- 
tify whether it is a biscuit or a chip can be a disadvantage. 
If we are aiming for the funky, cool dudes, they must 
think they are eating chips and not biscuits. Any food that 
reeks of health is almost anathema to the youth. Volumes 
have been written on the *unhealthiness" of colas and 
. burgers, but they go on. Try and make them healthy, and 
I don't know what will happen. 

I don't know of any brand that started out with 
the objective of becoming the generic for the cate- 
gory. Apart from the fact that that would not be 
good marketing. Neither Xerox, nor Dalda, nor 

Jeep started with that objective. In fact, becoming 
generic was the problem. The ambition to start a 
new category is admirable. But a good marketer has 
to stop fantasising. 

The RJN team would be well-advised not to pussyfoot 
around and be clear about what it wants. If it wants to 
play in funky food space, it should go ahead and do that 
(and having baked food that sells at funky prices cannot 
be a disadvantage). Or decide that it wants a chunk of the 
"healthy" food market, and stay the course for that. It 
may be longer, and more arduous, but then, strong 
brands are not built in a day. Nor are they built by the 
faint-hearted. Incidentally, I might add, Aye-Aye Captain 
is not exactly my idea of a funky name. 


| SWAPAN SETH 
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created by the mere elimination of the ailments 

of a category (the absence of health in chips or 
the absence of fun in biscuits). That, in my estima- 
tion, is a rather simplistic perspective to category 
creation and brand launches. It is not how the real 
world works. So I think that even before Sudheer 
Sharma sets about to create a position for the bis- 
chips brand Aye-Aye Captain, he must first examine 
in very fine detail the ultimate consumer need that 
the brand wishes to meet. And thus, the broader 
consumption opportunity. } 

Yes, chips are hardly healthy, and yes, biscuits are 
hardly fun. But using these primary observations to go 
ahead and base the new brand on “health can be fun” 


would be hazardous in my estimation. 


| DO NOT THINK PRODUCT CATEGORIES CAN BE 


More so, when the broader question is: who is 
seeking health? And who is seeking fun? 

Simple though the questions sound, there are 
no easy answers, at least from a strategic perspective 
of the market. First of all, what are the broad 
trends? An evaluation of life around us will reveal 
that snacking is unarguably on the rise, and this is so 
across categories and consumers. The scarcities of 
time and paucities of attentive meals are, to a large 
measure, contributing to this rise. 

Of course, fun-seeking kids are into snacking 
for reasons that have little to do with the above- 
mentioned. Yet, in my estimation, the real oppor- 
tunity for bis-chips lies in actually staying away 
from the kids’ category of snacking. History is ripe 
with examples of brands that have fallen by the 
wayside on account of in- 


jecting goodness into grazing “A good analytical 
products. Children do not look reveals that 
seek the sanity of health in the real 
chips. Neither do parents opportunity for 
who see categories like chips Aye-Aye Captain 
and sweets as currency to bischips lies in 
purchase peace with the kids. positioning itself as 

On the other hand, a an adult snack” 


good analytical look reveals 
that the real opportunity for Aye-Aye Captain bis- 
chips lies in positioning itself as an adult snack. 
Adults in the Indian market do not really have 
good snacking options. Even if we accept the tra- 
ditionalist argument that they do, they are mostly in 
the domain of traditional Indian snacks such as 
bhujtya, chana-jor-garam and dal moth. Increasingly, 
as the Indian adult palate is coming to terms with 
the pennes of the world, perhaps success lies in 
positioning bischips as the ‘snack for adults’. 

There are glaring virtues in this. Children will not 
warm up to the nomenclature contradiction: bischips. 
On the other hand, adults will understand the virtues 
behind it. The flavours that the brand offers are far 
more amenable to adults than they would be to kids. 

If you look at the snack market and if you look at 
third place patronage, you will concur that adults are 
grazing more often and have fewer and fewer food 
products that belong to them. | 

A classic example is how Cadbury’s Temptation 
was steadfast in its position, and clearly occupied the 
adult highground. There is no reason why it could 
not have been a chocolate for kids, but I think the gen- 
tlemen at Cadbury House would have seen a con- 
sumption opportunity with adults and run the risk of oc- 
cupying that position. Sharma has a tricky product. But 
I think, he has a wonderful consumption opportu- 
nity. The adult market, in this case, may well bite. 
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US Secretary of Treasury John Snow: Is there something he can do to save the dollar? 


Watch Your Back 


A grim prediction of a dollar crash, a book on India’s foreign policy 
transformation and another on cracking the Microsoft code. 





S JOHN SNOW, THE US TREASURY 


Secretary sworn in after Dubya’s 

December Dust-up, trying to soft- 
land the dollar? Possibly, even if he bet- 
rays no anxiety over America’s $500-bil- 
lion current account deficit—deemed 
‘unsustainable’ by most economists. 

Unsustainable? Hell, the dollar is in 
crisis, yells Richard Duncan, an ex-World 
Bank analyst. His argument? The ‘dollar 
standard’, which is what the world’s been 
on after Nixon nixed the Bretton Woods 
system of gold-anchored currency in 
1973, is about to fail. Why? Freed of gold 
obligations, America grew prodigal. It 
gleefully bloated its deficit, by buying 
too much stuff from export economies 
and flooding them with dollars, and then 
gleefully watched most of it get re-in- 
vested in tankerloads of dollar assets (T- 
bills, Wall Street et al), even as smaller 
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The Dollar 
Crisis 
By Richard Duncan 


John Wiley & Sons 
PP: 267 
Price: Rs 99] 


economies used these reserves to pump 
themselves aflush with local currencies. It 
was money supply, supply, supply— 
"monetarism run amok”. Result: the 
Asian Miracle and New Paradigm bub- 
bles, with insane over-lending, resource 
misallocation and asset inflation setting the 
stage for a classic banking crash. Déjà vu? 

The greenback is now crumpling in, 
fears Duncan, as dollar assets weaken 
and the US no longer looks so creditwor- 
thy. “The dollar is destined to collapse bec- 
ause the US economy will soon no longer 
be able to generate a supply of secure US 
dollar-denominated investment vehicles 
sufficiently large to enable the rest of the 
world to recycle its annual half-a-tril- 
lion dollar current account surplus." So 
brace yourself for a long hard deflation- 
ary global depression that won't respond 
to either fiscal or monetary stimulation. 


Eventually, though, a global central bank with a 
well-anchored global currency standard might set 
things right, Duncan concludes. 

Make any sense? As a possibility, yes. Duncan's 
scare scenario is reasonably coherent, given the cur- 
rent circumstances, though his gold nostalgia makes 
one wonder how well he accepts Adam Smith's 
doctrine that the wealth of nations is constrained not 
by all the treasure on the planet, but by the value that 
human beings can create for mutual exchange. One 
may also contend that the boom was not based on a 
silly premise, but a smart one that slipped in likeli- 
hood as its enablers came apart (that information and 
ideas could create positive value, a cause favoured by 
more than just dreamy fluffheads). 

Likewise, a dollar devastation is more a proba- 
bility than inevitability, for a crash cannot occur 
without the sudden action of heavy-trigger players. 
Rational investors, while always welcoming of 
additional degrees of strategic freedom (to sell 
profitably high-or-low, for instance), tend to with- 
draw their backing only under extreme circum- 
stances, as George Soros might attest. 

Are times really so irrevocably bad? The exc- 
hange of information and ideas may have dimin- 
ished, but still has hope of revival. This book is a wel- 
come warning, for it expresses the fears that inves- 
tors harbour only secretly, in the absence of signs 
that these fears are being addressed. In the mean- 
time, like all man-made hypotheses, Duncan's scare 
scenario could well prove benign. It could prompt 
investors to respond with a categorical ‘no’, 
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Crossing The Rubicon 
By C. Raja Mohan 

Viking Penguin 

PP: 321 

Price: Rs 450 


Crossing 


G ii DIE IS CAST. THE DEED 
is done. Pokhran 1998. 
India has nukes. And self- 
esteem. Just as well then, 
as C. Raja Mohan believes, 
that the country is shaking off its ‘‘Third 
Worldism”, snapping out of the "verbal self-hyp- 
nosis of non-alignment" and working to ensure 
that the last haunts of anti-Americanism are *'ex- 
orcised" from officialdom. Pragmatism rules. As 
with India's post-1991 embrace of market eco- 
nomics, so too with foreign policy. That's why 
Mohan portrays the 1998 defiance of the US and 
subsequent reconciliation as a highly “‘complex, 
daring and successful" political manoeuvre. 

After a word on India's unstated covenant with 
ol' mighty Uncle Sam, Mohan returns to the sub- 
continent. He reiterates all the familiar hardline 
postures, gauges America’s “‘tilt” to be in India's 
favour now, and petal-showers Lord Curzon's Pax 
Indicana vision, all-Asia. Glory beckons. India is a 
devotee of the Enlightenment, after all. Or could be, 
on second thoughts, with some effort. This is the 
concluding plea. And so should the book be seen— 
in the context of its conservative target readership. 
For a freebird view, look elsewhere. 
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COUNSELLING 


Help, Tarun! 


| am an economist who has been recently appointed the 
dean of a prestigious B-school. | have been an aca- 
demic throughout my career but regard this particular as- 
signment as a stepping stone towards my ultimate 
goal—entry into the corporate world. | would like to 
work as a senior economist or a consultant with a big-time 
corporate. How do | go about this and what is the best 
way to identify long-term opportunities? 

Your position as a B-school dean can act as an ideal 
vantage point for you to spot opportunities and pick 
lucrative offers from corporates. You should begin by 
accepting invitations to various high-profile business 
events that increase your interaction with the indus- 
try. Organisations in sectors like banking, insurance, 
and financial services are usually more inclined to hir- 
ing economists. Public sector companies present an- 
other option for a person of your qualifications. As an 
economist, you must strive to keep in constant touch 
with top-level managers of companies as well as 
heads of industry associations. 


| began my career at one of the biggest car manufactur- 
ers in India. The same company sponsored my MBA. 
After some years | moved on to a consulting firm to 
work as a software consultant. Six months on, | quit the 
consulting firm to join an e-business start-up. | have 
been with that firm ever since. However, | am not happy. 
| wish to switch sectors again but am not sure about my 
chances. Should | try returning to the automobile sector? 
Please advise. 

Apart from e-business and automobiles, you could 
consider taking up a job in the consulting sector 
as a specialist in one of the sectors you have worked 
in. You could also go back to the automobile sector 
in a function that interests you, possibly the same 
company you started off in. In any case, given the ex- 
perience that you have acquired since you last 
worked with the company, such a move should not 
be too difficult. You are not likely to encounter 
too much difficulty in switching to another function, 
provided of course that you are willing to compro- 
mise on the remuneration. 








| am a businessman and have run my family-owned 
enterprise with some success so far. But of late, my busi- 
ness has come under tremendous pressure. The industry 
| am in is changing rapidly and the chances of my com- 
pany's survival are getting dimmer. | feel the need to acquire 
new skills to be able to cope with the new challenges. The 
obvious choice seems to be a degree in management, but 
| cannot afford to take a couple of years off to do that. The 
other option would be to close shop and find a job, but the 
offers | have received for my business are not attractive. 
| am also not much of a team player when it comes to 
working for somebody else. What should | do? 

If you want to stay in business, you need to look at div- 
ersifying into areas that are more lucrative. Another opt- 
ion would be to sell the business and get a job. This 
way, you will bave some money in the bank as well 
as a regular source of income. If this is not possible, 
you should opt for a part-time management course. 
Most major universities and business schools all over 
the country offer part-time management programmes 
for working professionals. You could try enrolling in 
the five-montb executive management programme of- 
fered by the Indian Institute of Management, 
Abmedabad. Finally, you need to remember that be- 
ing a team player is as essential to running a business 
as it is to working for others. Maybe the lack of team 
spirit bad something to do witb your business running 
into rough weather in the first place. 


| was about to sign a one-year contract as a support of- 
ficer with a company when | came upon a rather odd 
clause that said | would be entitled to medical leave only 
after six months of employment. Is such a clause in 
the employment contract legal? 

Yes, it is. Many companies have clauses that allow their 
employees to take leave after six months or a year. 
This is particularly true of medical and privilege leave. 
Such clauses are also related to the tenure of a contract. 
Many companies do not have any provision for medical 
leave in a short, one-year contract. Most good compa- 
nies, however, are flexible in applying such clauses to 
employees they deem valuable. W 


Answers to your career concerns are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jnandewalan Extn., New Delhi—1 10055. 
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With growth expected to double every year for the next five years, IT-enabled services 
promises to be a hot sector with endless job opportunities. 


destination for rr-enabled services (ITES) 

companies and is increasingly being 
seen as having the potential to become 
the back office to the world. According to 
a report by McKinsey and Co., the global 
market for ITES is projected to grow to 
$140 billion by 2008. India, the firm 
reckons, will have around $21 billion of 
this business. The industry is expected to 
grow at a compounded annual growth 
rate of 100 per cent, creating a million di- 
rect jobs in the market. A clutch of ITES 
firms such as Convergys and Daksh is already cater- 
ing to global corporate clients such as Amazon, 
Yahoo, Dell, and Microsoft. 

ITES offer candidates an opportunity to choose a 
career that balances work and fun. The opportunity 
to branch out into a functional or technical niches de- 
pends upon the interests and expertise of the indi- 
vidual. rrEs need people with experience and skills in 
areas as diverse as logistics, engineering, marketing, 
law, and accounting. More than anything else, this 
industry demands from its employees the ability to 
rapidly adapt to new situations. 

The minimum qualification required for an entry- 
level job in the rr-enabled services sector is a bache- 
lor's degree in any discipline or an equivalent quali- 
fication. It is absolutely essential to have good 


[= IS EMERGING A FAVOURITE 





S. Varadarajan, VP 
(Talent Engagement & 
Devt.), Wipro Spectramind 


communication skills. Undergraduates 
over 18 years of age are also considered 
for certain positions. Besides this, the 
other essential qualities required are good 
listening skills, initiative, an ability to 
work hard and handle stress. 

Most ITES companies conduct inten- 
sive training programmes that help 
candidates acquire the necessary skills. 
Training is an essential component of 
high-performance work systems; these 
systems rely on frontline employees to 
identify and resolve problems, to initi- 
ate changes in work methods, and to take respon- 
sibility for quality. 

There is a perennial demand for middle-level mana- 
gers having strong communication skills and leadership 
qualities in this sector. Managers with an IT-back- 
ground command a premium. 

The growth of rres has led to the emergence of a 
new class of professional process managers who are res- 
ponsible for driving the business process, for provid- 
ing end-to-end solutions, for customer satisfaction, and 
for managing the rest of the team. They form a criti- 
cal link in the value chain of the industry. 

- ITES is still in its infancy. But with core India-related 
strengths like lower costs and higher returns, op- 
portunities for people to grow in this sector are 
tremendous in the foreseeable future. 





Jargon-Bender 


EADHEADING REFERS TO THE ACT OF 

circumventing senior employees 
by promoting more qualified, but 
junior, employees with a view to 
bringing about a strategic renewal of 
an orgnisation’s prospects. 

As companies grow, they need 
employees at decision-making levels 
with different skill-sets than the exis- 
ting ones. More often than not, this 
fresh talent comes from within the 


organisations themselves. The pro- 
motion of younger people over the 
heads of older employees is a form 
of shock therapy that can revive the 
flagging fortunes of organisations 
with ageing workforces and obso- 
lescent skill-sets. Such a policy could 
also have negative fallouts such as 
mass exodus of middle-level staffers 
who cannot be easily replaced or 
widespread demoralisation of long- 


time employees and a loss of loyalty 
and goodwill. 

The term, however, has an diffe- 
rent meaning when applied to the 
transportation industry, where it 
Stands for the movement of empty 
vehicles to a place where they are 
needed and also the practice of pro- 
viding free transportation for the 
company's employees (a form of 
freeloading, in other words). 
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— Are you ready to lead 
-— from the front ? Apply to 


“Senior Management Jobs... 





BUSINESS UNIT HEAD 

Labsoft India Pvt. Ltd 

The encumbent must know Japanese language and should have excel- 
lent interpretation and pre-sales experience; relevant qualifications; Should 
be willing to relocate to Noida; open to travel. Project Management, 


Development & Implementation, Managing Strategic Client Relation- 
ships. Job Code: 148159 


CEO (CIVIL ENGINEERING) 

People Power 

Male or Female. BE/B.Tech in Civil Enggt. to act as CEO. To head a 
Mini Township Project in West Bengal. Will be the overall in-charge of 
the entire project. Must have a similar background in construction projects 
of housing/ residential or commercial buildings.more projects Job 


Code: 151210 


DIRECTOR - PROJECT SUPPORT 

Elixir Web Technologies 

The Director - Project Support has responsibility for leading the delivery 
of long-term support and application outsourcing engagements. Mini- 
mum 10 years of experience . Ability to drive complex IT outsourcing 
arrangements that take one or more projects into account Job Code: 


147787 


GM - PIPING 

Vakmer Consultants Ltd. 

A Client of Vakmer Consultants Ltd is looking for a GM-Piping for 
their corporate office at New Delhi. The candidate should be having 
atleast 15-20 years of experience in piping design for projects and should 
be very strong in lay out , stress materials and familier with PDS and 


PDMS. Job Code: 157286 


INTERNATIONAL BUSINESS DEV. MANAGER 

Alliances Group 

Alliance Group is a multifaceted group engaged in extending varied 
services in the field of International Trade.Candidate should have PG 
qualification from a reputed instituee/University, with minimum of 10 
years experience in International trading Job Code: 156908 


Find your Dream Sr. Management Job Today ! 
Log on to www.jobsahead.com! 


VP - CALL CENTER OPERATIONS 

ZamsIndia International 

10-15 yrs experience in BPO/ITES companies of repute out « 
which last 3-5 yrs in leading international call centre. Key focus wi 
be voice based collection process. & will be responsible for mana; 
ing people & process ensuring service delivery. MBA * experience i 
collections/ customer service environment. Job Code: 148866 


GM - IT OPERATIONS 

People One Consulting 

Handling entire IT and Systems department for the corporate 
office and the multilocational plants. # Leading a team of 
people who take care of IT in the organisation. Incharge 

of SAP implementation across the Organisation. Job Code: 15034 


VP - Human Resources 

Mangalam Placement Pvt. Ltd. 

Responsible for Handling core HR activities of the organizatio: 
and contribute directly to the development & execution of th 
organization's HR / OD strategy and business plan. Responsib] 
for management and implementation of HR policies and organ 


zation systems. Job Code: 149031 


DIRECTOR - SALES 

Amra Associates 

We are looking for a Director to head our sales function The candi 
date must be an MBA and will lead Sales both within India anı 
abroad based on committed targets and as per business plans. Ovet 
see business expansion and product extension.Electronics back 


ground is preferred. Job Code: 157279 


GM SALES & MARKETING 

I2I Enterprise Limited 

The candidate will take on the responsibility of managing all 
Direct (Corporate) sales in the city of Mumbai. Handling sales o 


Call Centers. He/ she will be responsible for achievement of target 
for the city. Job Code: 146036 
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Better Job , Better Life . 


Work with the best 
minds in IT. Apply to 


these Technology Jobs... 


D Apply to these Jobs: Log on to www.jobsahead.com/jobstoday and type the Job Code 


TABASE ADMINISTRATOR 

ategrated Software Solutions India Pvt Ltd 

ood Expetience in Oracle Database Administration and SQL Server 
tabase Administration. An H1b Visa Holder would be a preferred 
Rvantage. The Candidate will need to have 3 to 7 years of relevant 


fork experience and must be willing to work in Hyderabad. The 
dary is negotiable. Job Code: 148923 


PF PROGRAMMER / ANALYST 

latyam Computer Services Ltd 

sainframe Programmers Analyst with at least two years experience 
1 TPE The ideal candidate must have a strong background in using 
te TPF development environment (VM&CMS or MVS or OS/390) 
maintenance of applications developed in $/390 Assembly, MVS 
ould be essential. Job Code: 149064 


'OWER PCB SOFTWARE ENGINEERS 

"VS Electronics Limited 

n ideal candidate should working on: Layout design using Power 
'CB , snd should preferably possess experience in high speed 
esign(such as motherboard design). Excellent Communication skills 
re a must. Ideal experience required is between 3 to 6 years and the 


3b is open in Bangalore and Singapore. Job Code: 148696 


ECHNICAL LEADERS / DEVELOPERS 

ue Star Info Tech Ltd. 

Vell versed with OOAD techniques and full project life cycle imple- 
ientations. Should be able to handle a group of 8-10 developers. 
hould be conversant with Microsoft technology especially in .NET. 
Experience in working with RDBMS like Oracle 9i and SOL Server 
900. Job Code: 148531 


ROJECT MANAGER 

areer Placements 

0+ years exp. Good understanding of server, network, security, 
reb environment.Should know all areas of project management, 
xcellent client communication skills. This Position is USA based 


ob Code: 143997 
[4 


The Best IT Jobs are on JobsAhead.com. 


Log on Today! 





ORACLE APPLICATION - TECH. CONSULTANT 

Kshema Technologies 

The candidate should be able to work independently and should be 
able to derive new approaches to working. Should be fluent with com- 
plete technical design and be able to build and unit test the deliverables, 
using Application Development Standards against functional design 


specifications provided. Job Code: 148842 


PROJECT ENGINEER 

Wipro Technologies 

Primary task is to pick up expertise in various tools in software devel- 
opment while developing software programs.Key responsibilities in- 
clude creating prototypes, specifying functionality, integrating systems, 
and implementing packages,assisting in site architecture creation and 


maintenance. Job Code: 148966 


SOFTWARE DEVELOPER 
Mapro Transoft 

We're looking for a Software developer with a minimum of 2 years of 
experience in developing, maintenance, data administration etc. Ideal 
candidates are required to possess in depth knowledge of the follow- 
ing: Power Builder 


Job Code: 145123 


Sybase. Java and Lynux. 


SIEBEL CONSULTANT 

Intelligroup Asia Pvt Ltd 

We are looking at Siebel Consultants who have atleast 3 yrs of Siebel 
experience. Knowledge and experience of Siebel VB/eScript, Visual 
Basic, Siebel System Administration functions, Siebel Workflow, EIM, 


and Assignment Manager, as well as relational database knowledge. 


Job Code: 148107 


DATA ARCHITECT CONSULTANT 
Sonyo Consultants 

We are looking Data Architects Consultants. 8 years of 
experience. Primary Skills should be Kni wledee of IBM's Insurance 
Application Architecture, Capable of architecting solutions for the life 
Insurance industry. Experience of working with IT systems 


Job Code: 143892 
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To Apply to these Jobs: Log on to WWW. lobsóhgor Conilobeoday ‘ond tipo ho Job Code 


MANAGER 
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STAFFING 
X i | HO 
The ideal candidate should have the following competencies personal 
characteristics: Understanding the overview of different technological 
skills in the Application Software area. Good at building & maintaining 
relationships across the organization. 10 years of work experience re- 
quired. Job Code: 145898 

HEAD - RECRUITMENT 
TCG Softwar: 
The person is responsible for leading and managing recruitment func- 


- . 4 " ! " i 
ef Vices P Es Ltd 


tion spread across the two offshore centers at Calcutta and Mumbai, 
and two onsite centers at Irvine and N]. He/She is also responsible for 
manpower planning and resource allocation (RAMP) and project office 


including billings. Job Code: 148771 


HR MANAGEMENT TRAINEE 

Infotech Network Systems 

The person should be of good learning attitude with a drive to win. 
The incumbent should be well exposed to computer operations and 
should be well acquainted with the use of the Internet. Also he/she 
should have a natural instinct for creating and maintaining interper- 
sonal relationships within the organization. Job Code: 145137 


AVP- HR 

Client Of Careerist Management Consultants 

This is a No. 2 Position reporting to the VP. You would be responsible 
for all the developmental activities - OD interventions, Culture Study, 
Competence mapping and other HR functions with a supporting team 
reporting to you. You need to be an MBA from premiere institute Job 


Code: 156855 


ASSISTANT MANAGER - 


Labsoft India Pvt. Ltd. 


HR (TR AINIING) 


3-4 years of total work exp of which at least with 2-3 years in training in 
an IT firm. MBA/ MPM from a reputed b-school. Well versed with the 
challenges wrt training in IT industry. extrovert, energetic, passionate, 
creative thinker and thoughful implementor. Ability to work in com- 


plexities, ambiguities. Job Code: 145576 


Get amazing HR JOBS on email.. 


ASSISTANT MANAGER - HR 

€ Jiv iva 
We are looking for an Assistant HR Manage and help the manage: 
with all HR operations of the business. Successfull candidates wil 
have either an MBA or an MA in Human Resources and will have 
worked for a minimum of 5 yearsin an HR capacity. The candidate 
must possess excellent communication skills. Job Code: 145649, 
SENIOR MANAGER - HUMAN RESOURCES 

Three P Consultants Pvt. Ltd. 
The sucessful candidate will be a mangement graduate from a Pre 
mier Institute,having minimum eight years of experience. Candi 
date should be Assertive,possess good communication Skills,shouk 
be highly Systems and Process oriented. 


Job Code: 157317 


HRMANAGER 

Anand Rathi Sec Pvt. Ltd. 
Our company requires an HR Manger for Mumbai who would be 
responsible for all HR related activities of the company preferably - 
with core competencies lying in the Financial services industry. The 
encumbent will need to have workedfor at least 8 years and must be 
willing to work in Mumbai. Job Code: 143956 


HR MANAGER 
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cic Synerjees 

International bathing call centre is looking for candidates for the pos 
of HR Manager. The candidate should have atleast 6 years of expe 
rience in HR Sector. Candidates having Exposure in Call Centri 
Industry would be preferred. Consulting environment 


Job Code: 156835 


HUMAN RESO! 
MAC Software 
We are looking for an individual who will be responsible for 
the following : 1. Implement Recruitment policy 2. Training 
3. Compensation Structure Design 4. Report to Unit head 


5. Design Performance Appraisal 6. Take HR initiatives | 
Job Code: 156731 t 


RCES MANAGER 


Set up a Job Messenger Now! 
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-o Apply to these Jobs: 


»olix, founded in 1995 is a global provider of ERP services, consulting, 
implementation and collaborative e-Business solutionse is looking foa 

qualified CA/ICWA/CS or MBA - finance (from a reputed institute) 
with atleast 5 to 7 years of experience for our office in Hyderabad. Job 
wode: 149234 


A large trading conglomerate in Nigeria. Incumbent shall be 

incharge of the entire gamut of Finance & Accounts functions includ- 
ing Treasury, Accounts, Forex, Bank Dealing, Systems & Controls. CA 
with experience in a large trading / manufacturing concern. Job Code: 


150536 


should have around 8 - 10 years of experience in handling the 
whole gamut of activities like budgeting, MIS, audit etc. Should have 
dealt with Financials institutions, banks etc. Exposure to US GAAP is 


desirable. Should have excellent communication skills. 
lob Code: 149423 


* 


The ideal candidate is one who has wide contacts & hails from Chennai 
City ,Is self motivated and having at least 3 years of Direct Selling and 
Sales Experience would be an added advantage, Wants to be indepen- 
lent and is extremely ambitious and goal oriented Job Code: 144407 


Xesponsibilities are Build financial and valuation models for client busi- 
1esses. Analyse client businesses — quantitative and strategic / business 
ssues. Review of budgets and analysis of variances. Preparation of 
inancial forecasts and tracking of performance. Analysing and 
jammarising financial results etc. Job Code: 148285 


3,000 more Finance Jobs on JobsAhead. 


Post Your Resume Today ! 





Log on to www.jobsahead.com/jobstoday and type the Job Code 
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Required for a leading & diversified gr up in Dubai engaged in 
trading and manufacturing. A Chartered Accountant with at least 15 
yrs. post qualification exp in Accounts in a large group. Audit back 
ground preferred. CEO. 


Job Code: 155466 


Reports to the 


The Candidate will be responsible for reviewing and evaluating new 
processes and integrating them into the operations organization in 
support of the global initiatives for GFS, GIO, and Agilent. The 
desirable candidate will be a C.A with 3-5 years of post graduate 


qualification work experience. Job Code: 145387 


The incumbent will be responsible for preparing, reviewing, 

conducting analysis of the financial information & pricing informa- 
tion to support the business.He/She will be required to prepare 
revenue assurance, pricing analysis including P&Ls & competitive 


pricing . Job Code: 148969 


Responsibilities are to anchor all aspects of Finance for a 100 crore 
company , in the area of leather exports (100% EOU), a zero debt 
company, we are looking for aggressive energitic individuals who 
can generate funds for the organisation. European exposure is an 


advantage. Job Code: 145312 


Chartered Accountant, with at least 7 years post qualification expe 
rience in a manufacturing environment. Should have worked with a 
contracting Company, preferably with a company dealing with road 
infrastructure development. Should have strong hands-on account- 


ing skills. Job Code: 1198520 
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RAJESH JAIN, SERIAL BLOGGER 
May 7, 2003 








The man best known for having 
made the most money from the 
net in India—he sold Indiaworld’s 
13 portals to Sify for a whopping 
$115 million—is, I have just dis- 
covered, a serial blogger. He has 
completed a year offblogging, and 
what a productive year it has been: 
1,767 posts in 365 days. “Blogging 
is an integral part of my life," says 
Jain. It had better be if he does it 
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five times a day. Emerging tech- 
nologies and low-cost computing 
are Jain's pet topics, but there's more 
to his blogging efforts than just a 
desire to hold forth on those topics. 
"The weblog serves both as a mar- 
keting tool and a communications 
platform," says Jain. Trust the man to 
get the most out of anything. 


ON BLOGGING 
May 8, 2003 


It's time for me to hold forth on 
blogging. A blog, short for weblog, 
is something like Doogie Howser's 
diary. Everyone blogs: journalists 
(yours truly included), iT geeks, 
celebs, execs, even CEOs. One esti- 
mate puts the total number of blogs 
in the 200,000-500,000 range. I 
think it makes sense for CEOs to 
blog. It is, after all, just another 
medium to communicate their ideas 
to their employees, customers, ven- 
dors and distributors, investors, and 
the world at large. A blog makes a 
CEO look human. And I believe it 
makes them better CEOs. So there. 


OK, SO | AM NO EXPERT 
May 11,2003 
I have just had my notions on CEO 
blogs dashed by, well, a CEO who 
blogs, Rediff's Ajit Balakrishnan. 
"The term CEO blog is like an oxy- 
moron," laughs Balakrishnan. “I 
think it’s just a lot of fun and a 
form of self-expression—I can’t see 
any business reason why anyone 
should maintain a blog." That sort 
of ruins my theory on CEO or exec 
blogs. Indeed, many execs blog sim- 
ply because it seems like the natural 
thing to do. As Siddharth Mathur 
(sidsmuses.rediffblogs.com), a 
Mumbai-based financial analyst 
with JP Morgan puts it, blogs are in 
"because there is a lack of better sus- 
tainable hobbies when you are in 
the corporate world". Me? I write 


for a living, so I guess that makes 
my blogs an extension of my pro- 
fessional life. 


AIRING ONE'S VIEWS 
May 12, 2003 





In some ways, there's not much 
difference between yesterday's soap- 
box and today's blog. Only, the 
audience the latter reaches is much 
wider. Exocore Consulting’s Dire- 
ctor and CTO, Atul Chitnis, has 


Blogger since May 2002 
http://www.emergic.org 


NEW MEMES 


maintained a journal since the time 
bulletin boards became the rage 
(the late 1980s) and blogging was 
but a natural extension. Chitnis 
claims his blogs allow him the free- 
dom to write about anything and 
everything that interests him. 
Reaching out seems to be the fash- 
ion. “Blogging enables me to share 
my larger views among a huge 
cross-section of people,” says Yazad 
Jal, the CEO of Praja Foundation, an 
NGO that is trying to improve the 


quality of governance in civic bod- 
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We all need new things to keep talking about. Think of these as 
Memes. Now, the hottest meme going around blogsphere is so- 
cial software. These memes get reinforced because we all 
seem to link to others talking about them, and then chip in with 
our opinions. The point, and | don't have a scientific study to 
prove it, is that there is roughly one new meme every month. 
This sustains life and chatter. Not that it is bad. But then, one 
has to separate the hype and what is real.... 
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bt back of the book 


Ajit Balakrishnan, CEO, Rediff 


Blogger since January 2003 
 http:;//ajit balakrishnan.rediffblogs.com 


FOOTBALL FRIENDS: TRUE LESSONS LEARNT 


| dropped by yesterday, April 15, to see Karunakaran-attan and Kunhiraman- 
attan, the 70-something men who run Football Friends, the free football coach- 
ing camp for boys in Kannur, the town in Kerala where | grew up and where 
my mother still lives. It is 6.30 in the evening, there is a power-cut on at that 
time, and the tiny shack that is their office, huddled in the shadow of the 
Municipal Football Stadium, is darker than usual. 

Karunakaran-attan and Kunhiraman-attan are seated at a wooden table 
littered with papers. They are dressed in white khadi dhotis and shirts. Behind 
them is a sign with moveable letters that said ‘9095’, the number of days their 
free coaching camp has been in business, roughly 24 years. 





Every inch of the walls of the shack is covered with photographs of past graduating classes, commendations 
from FIFA, Asian and Indian football functionaries, photographs of visiting politicians and action pictures of leg- 


endary players like Pele and Maradonna cut out from magazines. 


There is also a photograph of me flanked by Karunakaran-attan and Kunhiraman-attan; for the past 10 years 
| have been underwriting the cost of the boots and jerseys which are issued free of cost to the 50-odd kids who 


train here every year... 


ies (ha!). And sometimes, the feeling 
that people log on regularly to read 
you can be a big high. “You can 
get in touch with the kind of people 


you would never meet in your pro- 
fession,” says S. Anand, a consultant 
with the Boston Consulting Group 
whose blog, www.s-anand.net, is 


[x] 


Atul Chitnis, Director & CTO, Exocore Consulting 


Blogger since January 2002 
http://atulchitnis.net 


THE LINUX SHOW 


Yesterday was the Bangalore Linux Users Group 
April meet. To whip things up a bit, Gopi, Shanu 
and | decided to present part of our upcoming Exocore Wireless 
Networking Workshop (in May) at the meet—specifically an intro to 
Wireless Networking, Wireless Networking and Linux, and practical 
demonstrations of setup and procedures. 

We expected some mild increase in interest, but 104 people in a hall 
meant for about 60 is a bit more than a “mild increase”. 

IAC, the presentations went of very well, with Gopi “Zapping 
Them with Science” (tm, Hindustan Lever), giving them enough CSc fun- 
das to be dangerous, then me bringing in the Linux part of it, and finally 
Shanu cakewalking through demos and setups. We had a ball, and | sus- 
pect so did the BLUGgies. | saw quite a number of Windows admins in 
the crowd, and they appeared quite taken aback by the ease of setting 
up stuff under Linux, especially when Shanu set up the Secure Access 
Point (no weakling WEP here!) and the VPN.... 





April 26, 2003 
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April 18, 2003 


actually a portal to things Anand 
considers of interest. 


MORE ON BLOGGING 
à May 14, 2003 
Execs and CEOs are usually reticent 
(ask me, I should know); so, what 
makes them willing to have their 
innermost thoughts and bright ideas 
played out in the open? Anita Bora, 
arguably the first person to compile 
an online directory of Indian blogs 
(indianbloggers.blogspot.com) belie- 
ves it is the interactive nature of 
the medium—most bloggers have a 
space on their site for reader-com- 
ments—and “the ability to share in- 
formation with so many people". I 
think it's more than that. Bloggers 
believe that they have something 
important enough to say (never 
mind if it is about the Matrix act- 
ually being a love story—check 
out matrixessays.blogspot.com) for 


other people to be interested in. | 
should know. Œ 








t dn this age of SARS, our resident pulp enthusiast reveals his thorough knowledge of books 
y. and motion-pics dealing with rogue viruses that threaten to wipe out humanity (or have 
c already done so). None of them can really stand up to Edgar Allan Poe's The Masque of Red 


1 Death or Elia Kazan's Panic in the Streets (1950, and the k v is bubonic plague) but here 
? : are fve campy masterpieces of the genre. All classics are disqualified. BY R.S. 


aH a ESTSELLER $ Y 


The Stand — MUN Md The Andromeda Strain 


Author: Stephen King First Published: 1978 Tut ST AND Author: Michael Crichton First Published: 1969 


HE GRAND-DADDY OF ALL VIRUS NOVELS, THIS 

features one that actually produces sars-like symp- 
toms. Named Captain Trips—in honour of Grateful 
Dead founder Jerry Garcia aka Captain Trips of San 
Francisco—the virus proceeds to destroy 99.44 per cent 
of the world's population setting the stage for a classic good 
versus evil battle. Good wins—one of the downsides of books with an eye on the big 
most Stephen King books—but not before 1,000 pages have ( k | ( 4 T0 screen and The Andromeda Strain 
passed. It isn't Ray Bradbury, but one of King's better works (just N was made into a motion pic in 
for kicks, the coolest King book is Rita Hayworth and the 1971 (Director: Robert Wise). 
Shawshank Redemption; the best, Thinner, which doesn’t have The science may sound a little 
a happy ending; and the best-written, Talisman—but maybe co- obsolete but the movie is still em- 
author Peter Straub has something to do with that). inently watchable. 


28 Days Later 


Director: Danny Boyle 2002 






















pe CRICHTON'S FINEST WORK, 
this has all the ingredients that have 
by now become staples of virus-con- 
spiracies: an alien virus, a government 
conspiracy, and a race against an imag- 
ined deadline. Crichton wrote 


12 Monkeys 


Director: Terry Gilliam 1996 


F~ THIS ISN'T A VIRUS-VIRUS MOVIE, BUT I GUESS I 
would have done just about anything to feature it 
here. Sociopath Bruce Willis ‘volunteers’ to be sent back 
from the 21st century to 1996 to obtain an original strain 
of a virus that has decimated humanity (watch the tense). 
He gets sent back to 1990, ends up in a mental asylum, falls 
in love with a doctor Madeline Stowe and encounters a mad- 
man (Brad Pitt) who has some sort of link to uber-terrorist 
group Twelve Monkeys, which is responsible for the release 
of the virus. Phew! Willis’ best and well nigh Gilliam's too. 


Outbreak 


Director: Wolfgang Petersen 1995 


i s A CATCH THE MONKEY-WITH-A-KILLER- 

virus movie, Outbreak benefited from a great cast 

(Dustin Hoffman, Morgan Freeman, Rene Russo, Kevin 
Spacey, Cuba Gooding Junior, Donald Sutherland, and 
Patrick Dempsey), the 1995 Ebola panic, and Richard 
Preston’s non-fiction work of the same year, The Hot 
Zone, which deals with an Ebola outbreak among mon- 
keys in a Washington lab (read it if you can nab a copy). 


RITTEN BY ALEX GARLAND (THE 
Beach) and directed by Danny 
Boyle (Trainspotting, Tbe Beach), this is 
the newest virus-movie on the block. It's 
very very British and very very low- 
budget. It is also shot exclusively in 
digital format. The picturi- 
sation is deliberately stark 
and the cast unknown, but 
the movie, despite a campy 
lord-of-the-flies kind of last 
part works. The gist: animal 
rights activists break into a lab 
where some chained chim- 
panzees are watching pictures 
of untold violence on the tube. 
A scientist warns them that the chimps 
are infected with rage, but the activists 
release them. Mayhem follows. 28 days 
later Jim, a bicycle courier who has 
been in an accident comes out of coma 
in a deserted hospital... 


SANJAY PANDYA 


SHIVAY BHANDARI 





Lights, Camera, 


| Fe WASN'T JUST AISHWARYA RAI WHO STOLE THE SHOW AT 
the 56th Cannes Film Festival, with her five suitcases 
bulging with designer clothes and De Beers diamonds. 
Anand Mahindra, the new President of cit and the vc- 
MD of Mahindra & Mahindra, did his bit too to hard- 
sell Indian films to the world. This is the second time 
for the cll at Cannes, but the first time that its President 
has led the contingent. Incidental? Not at all. While 
making tractors and automobiles is what Mahindra does 


Give Him AAA+ 


Pt CHAUDHURY OF ICRA IS TAKING HIS 
.& rating agency global—quarter-way at 
least. Recently, the Delhi-based rating 
agency, which has a tie up with Moody's, 
signed a three-year deal to offer technical 
expertise to the Kuwait-based Credit Rating 
& Collection Company. Chaudhury is also 
talking to three other countries for similar 
deals, one of which is Oman. “We see a 
good growth opportunity in this," explains 
the fast-talking epu 
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‘Action 


for a living, his first passion was—and the trip suggests 
that it continues to be—movies. The 48-year-old actu- 
ally studied cinematography in his “rebel” years at 
the University of California and Los Angeles (UCLA) bef- 
ore obtaining the mandatory Master's in business 
administration from Harvard. And guess who his 
classmate was at UCLA? Mira Nair of Salaam Bombay 
and Monsoon Wedding fame. Mahindra sure knows 
how to keep good company. 








N. SRINIVASAN: The debt hur 





Back To Square One 


qo GOOD NEWS AND BAD NEWS FOR INDIA CEMENT'S 
reclusive N. Srinivasan. The good news is that a con- 
sortium of lenders, led by IDBI, has agreed to restructure the 
company's Rs 2,000-crore debt and repayment over the 
next six years. The debt was acquired to fund a string of 
acquisitions, including Raasi Cements, Sree Vishnu and 
Visakha Cement, making India Cements the largest player 
in south. The bad news? With prices down, Srinivasan is 
being forced to sell his acquisitions (Sri Vishnu is gone). 
Worse, he isn't finding any buyer for the price he wants. 


Change of Guard 


HELLAPILLA] SATYANARAYAN RAO TAKES UP 
C on N. Rangachary leaves off. The 
Revenue Secretary is slated to take over as the 
new Chairman of IRDA. Should the industry 
feel nervous? Not necessarily. Like Rangachary, 
who was the Chairman of CBDT previously, 
Rao is a go-getter and an industry-friendly guy. 
The industry is expecting a lot from him. One of 
the things is for him to carry forward pension 
reforms, which Rangachary had just started. 
Ironically, the man who had the most to gain 
from the controversial service tax levied on ins- 
urance companies this budget was Rao himself. 


W T ld Y S Now, of course, he may sing a different tune. 


x p - C.S. RAO: Great 
SUALLY, PRAKASH G. APTE ISN T GIVEN TO LONG E 5 — "E expectations 
| incon ie OR strong emotions. But just this once, hoc 
he's grinning from ear to ear. Reason: iM Bangalore, 
whose Director Apte is, hasn't just made it to the Wall 
Street Journal's top 100, but is the only Asian school to 
do so. Apte, who thinks there are too many B-school- 
ing listings around, says that *it is a vindication of 
the strategy followed by us to make IIM-B the premier 
B-school in the world". But anybody who's been read- 
ing BT would have seen this coming. The school has 
been topping BT's own ranking of best B-schools in the 
country. (The first time with IIM-A as a competitor 
and the second time without it.) Our point: It isn't just 
the Journal where you read tomorrow’s news today. 


' 5) NVdddG 


NVAVZd 








Greener Pastures 


E INDIA, THE BROTHERS SHASHI AND RAVI RUIA 
may have been forced to play second-fiddle to 
partner Hutchison, but their telecom ambitions 
are far from buried. Their Essar Teleholdings, 
which currently has operations in tier-two circles of 
Haryana, Uttar Pradesh, and Rajasthan, has joined 
hands with a consortium that's bidding for 
Lebanon's two state-owned cellular networks, Cellis 
and LibanCell. At 4 million, the size of the Lebanese 
cellular market is less than a third of India's. So 
what's got the Ruias interested? Apparently, the rev- 
enue per user is high in Lebanon. The hitch: Essar 
will likely be a minority partner in the consortium. 
Now, again, why is Essar going to Lebanon? Œ 
CONTRIBUTED BY SWATI PRASAD, 
\SHISH GUPTA, VENKATESHA BABU, 
SUVEEN K. SINHA, AND NITYA VARADARAJAN 
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SHASHI & RAVFRUIA: Destination Lebanon 
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Blues for the urban cowboy 


Our new range of indigo shirts, knits and trousers will bring out the cowboy in you. Indigo shirts come in solids - blue and bleached 


checks, dobbies and stripes. Knits are in blues and textures. The trousers are available both in blues and in a special lightweight rar 
. Come lasso a few before they are taken. 
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AMITY 


LEADERSHIP 
w CORNER m 


If you want to share your 
leadership secrets, 
e-mail them at 
leadership(Damity.edu 


AMITTY 


BUSINESS SCHOOL 


THE NO.1 PVT. B-SCHOOL IN INDIA 


Website : www.amity.edu 











SHIVAY BHANDARI 


Envisioning The Future 


PRADEEP KUMAR, Country Director, STMicroelectronics 


RUE LEADERSHIP IS ABOUT ENVISIONING THE 
future. The fate of an organisation 
hinges on what the vision of a leader is 
and how he goes about implementing it. To 
lead an organisation to success, the leader 
must be able to guide employees on to paths 
that are profitable and yield effective results. 
Just like an artist has lots of colours on his 
palette, a leader has employees with differ- 
ent skill-sets working for him. Like the effective 
mixing and merging of these colours helps 
the artist produce a work of art, the leader's 
effectiveness in channelling the skills of and ob- 
taining the best results from each employee 
helps create an organisation that is always en- 
ergised, profitable and effervescent. 
Courage, conviction and the ability to lead 
an organisation during difficult times is an- 
other attribute that sets a leader apart from the 


142 BUSINESS TODAY JUNE 8 2003 


team. In times of crises, he has rise above being 
a mere ‘boss’ and act as a mentor and guide to 
the members of his team. 

Today, when businesses have become in- 
creasingly global and competitive, a leader 
needs to continuously improvise and mould his 
team according to the requirement of the times. 

Since getting results in today's dynamic 
business environment is all about teamwork, 
finding the right people for each position in his 
organisation is another imperative for a leader. 
Increasingly, leaders will be required to re- 
veal a capacity to deal with the softer side of 
business—people skills. 

Thus, having a clear vision for the organi- 
sation, an innate drive to take the organisation 
on the path of realising that vision and ensur- 
ing that the team contributes in the process is 
what sets a leader apart from the flock. Ef 





ics. DHL Worldwide Express, global leader inair express, Danzas,global leader 
leader in parcel delivery, have joined together under the name DHL to 


5» more serviceand more options in more than 220 countries. So whatever your 
'w.dhl.co.in to get the power of DHL behind your business 
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The powerful, wireless IBM ThinkPad T40 notebook. NEW! IBM ThinkPad T40 
With the all new Intel® Centrino" mobile technology Distinctive Features 
for spirited performance, anywhere. Titanium Composite Casing 
À K ? ' ThinkLight Keyboard Light 
At home, in the boardroom or 20,000 feet in the sky - the IBM ThinkPad T40 notebook is IBM Embedded Security Subsystem l 
designed for those who shoulder the responsibilities of high office. IBM Access Connections Software 2 
t^ Which is why, this ultra-thin and ultra-portable notebook comes with many innovative Access IBM "A 


Worlds thinnest 2 spindle notebook 











features. The T40 notebook has a large display, a modular bay and the latest technology IBM Rapid Restore PC' Choose an IBM ThinkPad today. 
ina lightweight Titanium composite body. S ib m/in/todecisi 
System Migration Assistant’ > WWW.IDm. Com In/tpaecision 
And because globetrotting is part of the job, the T40 notebook also comes with the 3-year insurance? e-mail response @in.ibm.com | 
extraordinary wireless performance of the brand-new Intel” Centrino" mobile technology. 3-year CCI global warranty Te rain - B787216 d 
Keeping your confidential data in mind, a unique Embedded Security Subsystem allows System Specifications « Kolkata - 22822126 | 
you to encrypt data, making it meaningless to intruders. But for added peace of mind,the — ^t ED mobile technology e Mumbai - 28533577 
T40 notebook comes with a 3-year insurance? and a 3-year global warranty. intel” Pentium" M Processor 13 GHz. e New Delhi - 23702022 
| Intel® PRO/Wireless Network Connection 80211 b Weekdays 9am to 6pm 
The IBM ThinkPad T40 notebook complements your life perfectly. Would you trust leaving Intel® 855 Chipset Family d to buy direct, locate an IBM " 
your company to anything less? Estimated Street Price: Rs. 1,99,900/- reseller for more information. E 
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logo, the Intel Inside logo and Pentium are trademarks or registered trademarks of Intel Corporation or its subsidiaries in the United States and other countries. Microsoft and Windows are registered trademarks of Microsoft Corporation. Certain Microsoft software 
product(s) included with this computer may use technological measures for copy protection. IN SUCH EVENT, YOU WILL NOT BE ABLE TO USE THE PRODUCT IF YOU DO NOT FULLY COMPLY WITH THE PRODUCT ACTIVATION PROCEDURES. Product activation 
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19 In Reverse Gear 
Procedural bungling, not political exigency, is to 
blame for the recent muddle over economic 
policy-making. 


20 The BT 50 
The BT Free Float Index on the stockmarkets 
over the last fortnight. 


20 DTH Daze 
Even as there are no signs of the controversy 
over CAS implementation abating, another idea 
seems to have finally come of age: DTH. 


21 The Xing Thing 
Hyundai is trying to hawk the new Santro Xing 
as Dodge in Europe. 


22 ACostly Ride? 
Maruti's IPO over-charges retail investors, 
say some. 


22 Gloom In Aspac 
An online survey of the prevailing consumer 
mood across 13 countries in Asia-Pacific. 


24 Executive Tracking 
25 Dilbert 


28 Self Worth 
Once hailed the country's best private banker, 


Ramesh Gelli doesn't have a bank he can call COVER STO RY | y | t 


his own today. 








36 The Beauty Parade 44 Reliance 
Beauty is an underground industry in India. India's Best Managed Company 
has never quite been an ordinary 
36 Dash Board company. Understanding why 
involves more than just a look at 
36 Facelift the numbers. Here's a close look 
Hindustan Motors ropes in a Bangalore design ata company that has redefined 
firm to create a new logo for it. India's notion of both indüstrial 
38 CEOtoons — scale and project management. 


Cover by Kapil 
39 Trouble Brewing? 


Ravi Deol’s exit suggests all may not be 
well with India's most high-profile coffee FEATU R E 
Sa PUR 110 Indica Goes Global t 
40 The Intiqua Incident Ratan Tata wants to take 
A multinational IT services company's his small car Indica 
descent into darkness. places—literally. 
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Guest Column 
A.T. Kearney Chairman Dr C. Srinivasan | 
on what constitutes excellence. 


Methodology 
A snapshot of how BT and A.T. Kearney 
did the rankings. 





BT-A.T. Kearney expert panel 


The 16 Finalists 


Presenting the list of the 16 Best Managed Companies thrown up by 
the BT-A.T. Kearney study, complete with reviews of what 

makes them so special. More specifically, what makes their 
management so special? Notice any common threads? 


Learnings From The Best Managed Company Survey 


Three of A.T Kearney's top analytical minds take a hard look at the 


16 companies in an effort to arrive at the key learnings and insights 
that should be of help to anyone aspiring to make the list some day. 


Dr. Reddy's Labs 


What sets Dr Reddy's apart? Innovation, 
for a start. Read how it has used timely 
moves to capitalise on all the 
opportunities in its field. Can it become a 


billion-dollar pharma major in five years: Team DRL: Buildin: 


HDFC 


India’s most famously tech-savvy 
homegrown bank has taken judicious 
risks that have yielded amazing pay-offs. 
Presenting the story of a bank that critics 
never imagined could gain a reputation 
independent of its illustrious parent. 





HDFC Bank’s Aditya Puri 


It takes quite some guts to bet on 
manufacturing, and that too in a short 
obsolescence cycle business, at a time 4 

when information was thought to be the 

future. As it turns out, information needs MASSEG Deepak Puri 
physical storage too. 
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The software twins have held investors 
and onlookers in their thrall for quite some 
time now. But the real challenges come 
now. And what happens next will perhaps 
be the true test of greatness for these two. 


Wipro’s Azim Premji (L) & 
Infosys’ Nandan Nilekanı 





PERSONAL FINANCE 
114 The Super 16 Index 


The top 16 would have turned Rs 100 invested in 1997 into Rs 1,141 
now. But will they continue to thrive? 
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120 Office Whistleblowers 
Do Indian corporates have 
credible whistleblowing 
mechanisms in place? 


122 At Work 
How ABB has turned two 
domestic plants into global 
hubs for power products. 


128 Case Game 
Should Sculpt try out this new- 
fangled idea of mobile 
marketing to sell shoes? 

132 Bookend 
America's underground 


economy, ‘remarketing’ stories 
and India's national culture. 
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140 Help, Tarun! 


BACK OF THE BOOK 


146 Corporate rockers are no 
oxymorons. They exist. From 
Wipro’s No Klue to Infosys’ 
Elements, read all about them. 


PEOPLE 

152 Arun Jain’s tribulations; 
Osamu Suzuki's 
independence; N.R. 
Narayana Murthy’s 
retirement; B.V.R. 
Subbu’s anger; Rana 
Kapoor’s affirmation; 
and Dipak C. Jain’s 
directorship. 
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118 Left Angle 
By Paranjoy Guha Thakurta 


134 Notes From The Trough 
By Mahesh Murthy 


154 Leadership Secrets 
By K.L. Muralidhara 
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Q&A: Lothar Pauly 


Meet Lothar Pauly, board-member of Siemens, a 
brand that’s No. 3 amongst GSM handsets worldwide, 
but is not even in contention in India. Pauly, who 
was in India for some big-bang launches, shares his per- 
spective with BT Online on the mobile market, the non- 
threat of CDMA and the challenges of 3-G telephony. 





Inflection Racine 


If mobike marketers in India are so competition- 
happy, it is because the market here was the original 
"liberalisation-test one (with the Indo-Jap ventures of 
the mid-80s) and has grown a lot, since. One rule: 
overtake on the curves. But where are these curves? 








CAS: | People Friendly Matar 


After a loud season of protests against the proposed 
Conditional Access System (Cas), the Indian govern- 
ment is showing mild signs of relenting. The system 
will remain, but will be tweaked around a bit in an eff- 
ort to make it adequately ‘people-friendly’. Here's a 
look at what this might actually entail. 





Now, get a hot new mahnadermert tip for the day every day, and participate in opinion 
polls through SMS on your mobile phone 24 hours a day. 


TO RECEIVE BT'S TIP OF THE DAY 


1. Goto "Write messages" 2. Type "BTTIP" on the 3. Send the message to 4. You will receive the 
on your mobile phone. message screen. the number "2424". hot management tip for the 
day in a return message. 


TO ANSWER THE BT-ON-THE-MOVE QUESTION 
Will the CAS deadline be met? 


1. Go to "Write messages" 2. Type "BTPOLL Y” for Yes. Type "BTPOLL N" for No. 3. Send the message to 
on your mobile phone. the number "2424". 





*Send BTPOLL F after June 22, 2003, for the final poll results. Readers can also participate in the poll at www.business-today.com 





NOTE: Not available with all cellular operators. Regular SMS charges apply. Powered by ActiveMedia Technology, UK. www.activemediatech.com 
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"The thrill of high returns 
must be anchored 
to wise investment decisions." 
~ Sayings of the Tree of Life 
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The cream of equity instruments chosen with care from well diversified blue chip stocks. That's our Magnum . . MAGNUM 


Index Fund. It invests only in the 50 stocks that make up the S&P CNX Nifty Index in proportion to each stock's Index Fund 
weightage in the Index. 8 lakh investors have already placed their trust in SBI Mutual Fund. Now, it’s your turn. 


———— — TN 


SBI Funds Management. Pyt. Ltd, 191, Maker ` r Tower 'E 'E', Cuffe Parade, Mumbai - 400 005. Ph: (022) 2218 0221 - 27. Email partnerforiifeQisbimf. com SBIMF Investors Service Centres: Ahmedabad - Ph: (079) : 550 7442. 
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Hyderabad - Ph: (040) 2475 $241 8644, Indore- Ph: (0731) 2541 141/ 5045944. Jaipur - Ph: (041) 2567354/ 2574134. Kolkata - Ph:  (033)2282 1471/ 2816. Lucknow- Ph: (0522) 2215668/ 2283884. Ludhiana - Phe (0161) 
2449 849, Mangalore - Ph: (0824) ) 445892. Mumbai- Ph: 2265 8302, 2265 8303. New Delhi - Ph: (0! |) 2331 5058/ 7262. Patna - Ph: (0612) 2682 306/ 2 2685 665. Pune- Ph: (9520) 6113974, 6053208. Ranchi - ?h: (0651) 
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. Asset Management Company: SBI ‘Funds Management Pvt. Ltd. Principal Trustee: State Bank of India. Risk Factors: Mutual. Funds and Securities esten a are subject to 
market risks and there is no Jo assurance o or guarantee that the fund's objectives will be achieved. As with. any investment in Securities, the NAV of the units issued under the 
- Scheme can go up or down depending on the risk factors and forces affecting the capital markets. Magnum Index Fund i: s only a à name of the scheme and does not in any 
manner indicate either the. quality o of the scheme, its future prospects or returns. Past performance of the Sponsor/ AMC/ Mutual Fund does not guarantee the future 
performance of the "eitis of the Mutual Fund. State Bank of India, the sponsor is not responsible or liable for any loss re resulting from the operation of the schemes 
beyond the initial contribution made ep it of an amount of Rs. 5 lacs towards setting up of the Mutual Fund. Please read the o tege document of the schemes before investing, 
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bt letters 


Good Samaritans 
Apropos your cover story First 
Wives of India Inc.(BT, June 8, 
2003), the better halves of India's 
business tycoons seem to be actually 
doing a better job of changing the 
face of the country than their hus- 
bands are. While the men seem int- 
erested only in making money, the 
women seem more keen on spend- 
ing it in the right manner on noble 
causes. While some of these ladies 
are working towards the upliftment 
of the underprivileged, others are 
making headway in entrepreneur- 
ship. Still others like Sudha Murthy 
live an austere life, exhorting others 
to eschew the popular mantra *if 
you have it, flaunt it. Indeed, women 
like these restore our faith in hum- 
anity and prove wrong the notion 
that the rich are heartless. It's good 
that these ladies don't just have the 
means, but also the will to serve 
the society selflessly. 

SOMITA DUTTA ROY, through e-mail 


The Case of CAS 
Apropos your trends item Life With 
Conditional Access (BT, May 25, 
2003), what remains to be seen is 
how many cities will even a fully 
implemented Conditional Access 
System be able to cater to. My guess 
would be not more than 50 cities in 
the next five years. The cable Tv 
business in the rest of the country 
will function as usual. While viewers 
in Delhi and other big cities will 
can opt for specific pay channels 
or for a free-to-air bouquet for just 
Rs 72 a month (after July 14, 2003), 
the residents of smaller areas such as 
Gurgaon will continue to pay 
Rs 200 to Rs 300 a month for an 
arbitrary bouquet of channels. Thus, 
CAS will benefit only big-city dwellers 
who account for less than 10 per 
cent of the total population in the 
country. What could better drive 
home the point that the central gov- 
ernment represents and cares only 
for India’s urban middle-class. 
PREMDAYAL GUPTA, through e-mail 


14 BUSINESS TODAY JUNE 22 2003 


T OEINCOTACYACT or moar m Fs meas! oy | rr > 
- " 





Apropos Life With Conditional Access 
(BT, May 25, 2003), it comes as a 
surprise that some of the consumer 
forums are against the imp- 
lementation of the Cas. It is only 
with great reluctance and half-heart- 
edness that the political class has 
begun to accept the concept of 
choice-based viewership. Opposition 
from consumer forums can only 
prove regressive and will go against 
the interests of millions of viewers. 
The structured price-based cas 
would go a long way in enhancing 
transparency on a number of acc- 
ounts, the absence of which is a 
major concern for cable operators. 
It would also be a step forward in 
building basic infrastructure as most 
of the top global cable billing com- 
panies are wary of setting up shop in 
India for lack of an organised cable 
TV sector. These consumer forums 
would therefore do well to refrain 
from spreading confusion about the 
actual cost of Cas. The initial cost 
incurred would be more than offset 
in the long run by a drastic 


improvement in the quality of the 
programmes telecast. 
MANISH PURANG, through e-mail 


Setting An Example 
CFO's Day Out (BT, May 25, 2003), 
made interesting reading for a fin- 
ance specialist like me. That a fin- 
ance person can head an organi- 
sation is exemplified, along with 
many others, by Mr. R. Seshasayee, 
the CEO of Ashok Leyland. Mr. 
Seshasayee, a hard-core finance 
person, is now heading the heavy 
vehicles manufacturer. He turned 
around the future of the company 
and built it into the success story 
that it is today. This goes on to 
show that a finance background 
need not necessarily come in the 
way of a person rising to the very 
top in his organisational hierarchy. 
HARIHARAN SHANKAR, through e-mail 


The ‘Private’ Question 
This refers to Reforms! What 
Reforms? ( BT, May 25, 2003). One 
wonders why are recommendations 
made at all in the two houses of 
Parliament or expert committees 
formed in the first place, when the 
final decision taken on any reform is 
based on the gut feeling of some 
self-proclaimed political gurus. What 
would be more effective—logic- 
based recommendations or political 
consensus? There is opposition in 
Parliament against privatisation of 
profit-making rsus. The issue here is 
not to decide which rsus to privatise, 
but to accept the fact that the pri- 
mary role of the government is not 
to run businesses.The government 
will not be able to hide its ineffi- 
ciencies under the garb of doing 
public service anymore. 

ANKUR GOYAL, through e-mail 





No newspaper in India, has ever crossed 


the 7596 landmark, except in Rajasthan! 


Dainik Bhaskar salutes Rajasthan for its faith. 


Dainik Bhaskar 
Rajasthan’s No.1 Daily 


Dainik Bhaskar is also India’s No. 1 daily, leading in 7 states with 20 editions and 13.4 million readers. 





The time frame of measurement is all readership studies (both NRS and IRS) since 1990. 


The base for the calculation is the urban reading population in every state / market unit defined by the 


NRS / IRS. 
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At Smart inc, our proposition i ve ry 
simple—to offer concise, unbiased, focus 
and relevant it advisory for corporate decision _ 
makers like you, advice that : you coni 'asily link 

to your strategic and long term business goals. 


Smart Inc ^ 


The ‘TECHNOLOGY IN 
BUSINESS' magazine 


We call that an essential read. Wouldn't you? | 


Subscribe online at ae a 
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bt editorial 


— Ageless Growth, Timeless Stocks . 


VER HEARD ANYONE COMPLAIN OF ‘AGEISM’? IT IS 

a worrisome social phenomenon. It involves 

the typecasting of people, organisms or or- 
ganisations by age, and is worrisome because even 
in a world that takes increasing PC commoditisation 
so for granted (Political Correctness, that is), com- 
plaining about it gets no more than cheesy grins and 
instant snickers in response. 

When was the last time you heard ‘old’ in a positive 
context? Well, buckle up. You're about to. The Old 
Economy is back, and boy-oh-boy, back with a bang. 
But first, a word on the so-called New Economy, the 
part that managed to reposition the other sectors as 
Old by selling itself as New, turning these epithets into 
a substitute for real equity 
analysis. The word is ‘tsk’. 
Make that ‘tsk tsk’. 

The New Economy is sud- 
denly the object of our com- 
miseration more than anything 
else. The dotcoms are not even 
worth mentioning. Software 
services are under unprece- 
dented pain, pincered by at 
least three forces beyond their 
control—shrinking tech 
spends, margin-crushing 
cost competitors and a 
soggy dollar. Other industries 
that used the Millennium exu- 
berance to clamber up the fu- 
turistic flag of ‘low-smoke high- 
brain’ business have also been 
laid low, lately. 

It would, nonetheless, be silly to pronounce the 
~ New Economy doomed. It’s just that conditions have 
turned tough, and the assumptions on risks have had 
to be reworked. All this has made space for realistic eval- 
uations of the firms’ abilities to make the most of 
the wider potential (it’s never easy to discern the so- 
phistication level of the customer needs that they fulfill). 

In contrast, there’s nothing terribly enigmatic about 
furnace burners and metal bashers. In any transition 
economy doing anything more than an annual 3 per 
cent by way of GDP growth, demand for a vast number 
of things—material manufactured objects that you 
can touch—must necessarily stay buoyant. India, with 
barely $500 per capita annual income, has quite a haul 


RAJAT BARAN 
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ahead of it. The core sector, in particular, must keep 
chugging away. All the better if infrastructure devel- 
opment becomes the grand billboard on which the rul- 
ing dispensation wants to pin its achievements. With 
elections approaching, is it any surprise that investor 
interest in the super-information highway is getting 
eclipsed by interest in the super Indian highway? 
Look at corporate results. Steel is in very good 
shape, spewing out the sort of profits that the Old 
Economy, with all the presumed infirmities that went 
with that label, was thought incapable of. Cement is an- 
other solid performer, and the consolidation in this in- 
dustry has offset the pressure exerted by other factors 
on pricing power. The automobiles sector is shining 
anew, too, with key players hav- 
ing shaped themselves up to 
compete on both cost and con- 
sumer engagement. Meanwhile, 
auto ancillaries is looking good 
as an export story. And several 
firms are beginning to notch up 
an iota or two of credible fire- 
power on R&D as well. 
Of course, Old Econ- 
omy sectors tend to be 
cyclical, and many of these 
high performers are riding up 
the crest of an upturn. If the 
profits now are looking ex- 
ceptionally good, thank the re- 
lentless cost-cutting done dur- 
ing the weak phase. Yet, all 
the excitement could vanish 
once the cycle turns, or if any risk factor kicks in. 
It would be a pity if the Old Economy were to sim- 
ply get outbuzzed by something else. It is about time 
that Indian investors grow out of the Faddist School of 
investing. All businesses are growth businesses. Capital 
markets do their job when they allocate capital on the 
basis of genuinely sustainable success, not quarterly 
chart-show razzmatazz, and certainly not labels. After 
all, it takes as much brainwork to profitably market cars 
than execute software projects. 
Smart-sector-dumb-sector distinctions mock com- 
mon sense. In fact, some spade-calling is in order here. 
It’s about time this Old and New terminology is under- 
stood for what it is. An artificial division that should, 
if we insist, hold no relevance whatsoever. EB 
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-Reforms Reversed 


Procedural bungling, not political exigency, is to blame for the 
recent muddle over economic policy-making. BY ASHISH GUPTA 








N THE 15 MONTHS RUNNING UP TO THE 14TH 
general elections, five Indian states will go the 
polls—not the most conducive climate for hard- 
nosed economic reforms. So, when Arvind 
Virmani, the CEO of Indian Council for Research 
on International Economic Relations, a policy think-tank 
accuses the “compulsions of impending electoral pol- 
itics” of stopping much-needed economic reforms in 
their tracks “nine months ago”, it is a charge that is as 
condonable as it is true. No political party anywhere 
in the world will risk thrusting unpalatable laws 
down the throat of the electorate this close to the 
polls. What’s worrying is that the few reforms the gov- 


a 





RITESH SHARMA 


ernment has gone ahead with have come a cropper: 
poorly drafted legislations have killed some; and in- 
ter-ministerial wrangling, some others. 

Conditional Access System (CAS), a panacea for all ills 
that ail the satellite broadcast industry—arbitrary tar- 
iffs, under-reporting of subscribers by cable opera- 
tors, and little choice for the consumer—is a case in 
point. The July 16 deadline for the implementation of 
CAS is just around the corner, but issues such as the pric- 
ing of pay channels and the number of free-to-air 
channels that will form the basic bouquet remain un- 
resolved. As this magazine goes to press broadcasters can 
look forward to losing subscribers—who’s going to pay 
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around Rs 3,000 for a set-top box?—and advertising 
revenue; large cable operators are scrambling to raise 
the money to provide 6.5 million set-top boxes to tel- 
evision homes in the four metros; and the consumer 
is griping about having to pay more to catch up on 
popular soaps and cricket. And all because the govern- 
ment doesn't seem to have realised what it was getting 
into when it passed the Cable rv Regulation 
(Amendment) Bill 2002 on December 10 last year. 
Then, there's the Civil Aviation Ministry's efforts 
to privatise ground-handling operations across nine air- 
ports that has run afoul the Home Ministry's security 
| paranoia. That's left Cambatta Aviation and Dnata in 
the lurch: the two companies had been issued letters 


The July 16 deadline 
for the implementation of CAS 
is upon us, but issues like the 

pricing of pay channels 
remain unresolved 


of intent by the Airports Authority of India to go 
ahead and launch ground-handling services. 

Even the public face of the government's pro- 
reforms lobby, Telecom, IT, and Disinvestment 
Minister Arun Shourie isn't above reproach. In 
April, he, along with then Civil Aviation Minister 
Shahnawaz Hussain and Petroleum Minister Ram 
Naik opposed an increase in their respective sec- 
toral Foreign Direct Investment ceilings citing "se- 
curity concerns”. “Security issues have nothing to 
do with the proportion of equity in any sector,” 
scoffs Virmani. “If you are worried about security 
have a separate security law.” 

The most provoking display of the government's 
bungling came from l'affaire VAT. The contentious 
Value Added Tax regime was supposed to start on April 
1 this year but on April 24, Finance Minister Jaswant 
Singh told parliament, “a poorly implemented VAT 
won't work—vaT can’t be implemented unless all 
states adopt it altogether". Goodbye var. 

One reason for the procedural snafus could be 
the lack of a clear signal emanating from the central 
leadership: for instance, is the NDA for labour re- 
forms or not? No one, we daresay not even the 
Labour Minister, really knows. Another reason, 
say government-watchers, is simple lack of prepa- 
ration, frequent reshuffles of ministerial portfo- 
lios, and as frequent changes in the finance ministry, 
the hub of all economic policy-making. Politics is 
one thing; bad governance, another. 
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METRICS 


The BI 50 


Are the good times back on the stockmar- 
ket? We'd like to think so 
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SATELLITE TV 


DIH Daze 


S DIRECT-TO-HOME 
(DTH) satellite televi- 3 
sion finally here? It looks like it is: the 
Subhash Chandra promoted asc Enterprises 
claims its service (positioned as an alterna- 
tive to cas) will roll out on August 15—dif- 
ficult, since it hasn't paid its Rs 10 crore en- 
try fee or applied for a frequency clearance. 
Star Tv, through its employee-promoted 
Space tv, hopes to launch its service by 
year-end, although there is some contro- 
versy over its adherence to foreign investment 
guidelines. Essel-Shyam, with investors like 
iL&FS and VSNL is hoping that its neutrality 
(the Chandra family is an investor; none of 
its representatives sits on the board) will 
make it attractive to broadcasters. And 
Doordarshan has vaguely articulated its de- 
sire to launch "free DTH". Wait and watch. 
VANDANA GOMBAR 
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The Xing [hing 


Hyundai is trying to hawk the new Santro 
Xing as Dodge in Europe. 


F HYUNDAI MOTOR INDIA HAS ITS WAY, THE SUN 

may never set on its “Sunshine car”, Santro Xing. 
Launched on May 22, Xing will be shipped to 
Latin America and Western Europe. What’s inter- 
esting is that the mighty Daimler-Chrysler, which 
owns a 10 per cent equity in Hyundai Motor, 
Korea, may lend its name to Xings sold in some 
European countries. Says B.V.R. Subbu, President, 
Hyundai Motor India: “India is the largest market for 
Santro and the economies-of-scale lie here. Hence, 
we will manufacture Santro Xing only in India and 
export it to various countries.” 

The size of the small car (A-segment) market in 
Europe stood at around 9 lakh units per annum in 
2002. The market for small cars, which has been flat 
for the last few years at around 1 million units, actu- 
ally dipped in 2002. 

The market is dominated by models such as 
Renault Twingo, Ford KA, Daewoo Matiz, MCC 
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Hyundai Xing: Quelle moniere à la station-service? 


Smart, and Fiat Panda. Hyundai has a paltry 4.8 per 
cent marketshare in this segment in Europe, the mar- 
ket leader being Renault Twingo (15 per cent). 

This calendar year, the company plans to export 
30,000 Xings to Latin America and Western Europe. 
And for 2004, the export target for the car has 
been set at 70,000 units. 

Last year, Hyundai sold around 102,800 cars of 
which only 8,200-or-so cars were exported. By next 
year, the Korean car-maker would have also expanded 
its capacity from 1.5 lakh cars a year to 2.5 lakh cars. 

With Tata Engineering’s Indica also slated to hit 
the European market (courtesy, an alliance with 
MG Rover) in a big way starting next year, the day 
of the Indian small car may finally be here. Indian, 
Korean-but-made-in-India, it’s all the same. 

SWATI PRASAD 





Opto Who? 


E TWO COMPANIES 
in the world make the 
IV fluid and blood warmer 
of the kind used by allied 
soldiers in the recent Iraq 
war. One company is in 
the US. Guess where the 
other, Opto Circuits, is? Electronics City, Bangalore, 
India. Surprised? Here's more. Opto Circuits is also 
one of the only two FAA-approved companies that 
make sensors for baggage scanners. Ten years 
old, the Rs 7O-crore company was founded by 
three NRI partners, and has been making a string of 
acquisitions (including that of HLL’s digital thermo- 
meter business) to grow. And that, says its MD 
Vinod Ramnani, is helping. Indeed. Only last year, 
Opto's topline was Rs 38 crore. It's warming up. 

VENKATESHA BABU 


V. Ramnani: High on opto 
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Jagdish Khattar, CEO, MUL: 115 reasons to worry 


A Costly Ride? 


Maruti’s IPO over-charges retail 
investors, say some analysts. 


OW MUCH IS TOO MUCH FOR A PIECE OF INDIA’S 

biggest car-maker? For some in Investor India, it 
is Rs 115—which, not incidentally, is the floor price 
of Maruti Udyog’s maiden float (face value: Rs 5). 
Here’s why: At the offer price, Maruti’s price-to-earn- 
ings multiple works out to a staggering 22.7 for 
2003, according to a report by CLSA Emerging 
Market. Compare that to the PE of international 
car-makers: Hyundai Motor’s and Kia Motors’ is 5.1, 
and Malaysia’s Proton’s, 3.8. 

Besides, as Arun Kejriwal, a Mumbai-based invest- 
ment advisor points out, the IPO, whose purchase dead- 
line is June 19, entails a lock in of around 20 days, since 
the stock doesn’t list until the first week of July. 
According to Kejriwal, the cost of opportunity, given the 
current uptrend on Dalal Street, may be too high to jus- 
tify such a lock in. Others like Abhay Aima, Country 
Head (Private Banking), HDFC Bank, feel Maruti’s future 
earnings may be impacted by the growing competition 
in domestic and international markets. “I am not bull- 
ish on the Maruti IPO," says Aima. 

The only parties not complaining, it would app- 
ear, are the two partners (Suzuki Motors and the gov- 
ernment of India) and institutional investors, who can 
buy as much as 60 per cent of what's on offer — a 
quarter is available to retail investors, and the rest to 
non-institutional investors. 

Suzuki is not complaining because it paid Rs 160 
apiece (for a Rs 5 share), or Rs 1,000 crore, as a pre- 
mium to gain control of the company. Ergo, the Rs 115 
that it is asking for now, is much less than what it 
paid. The government of India is smug because the 
issue has been underwritten by the Japanese parent 
at Rs 115 a share. Last year was a good year for Mar- 
uti. CEO Jagdish Khattar's cost cutting efforts helped it 
turn in a tidy profit of Rs 146.4 crore. Is that enough? 

SWATI PRASAD 
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Asia Pacific: Consumer Gloom 


An online May 2003 survey captures a grim consumer mood across 
13 countries in Asia-Pacific. Blame YN and u 


WES x in 


CONCERN ABOUT 
FINANCIAL SITUATION... 


Overall 70% are concerned 











SARS affected countries and those with 
significant muslim populations appear to be the 
most concerned 





HAVE SPENDING HABITS CHANGED? 


Australia 4 HongKong 4 Indonesia 4 Malaysia 4 Singapore à Thailand 4 
China India Japan Philippines Taiwan Vietnam 


" Spending | More " Spending Less a | Spending | the Same 
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China India Japan Philippines Taiwan Vietnam 


W Large Home Appliances W New Car or Bike Bil Home Improvement 


WHEN DO YOU EXPECT THE ECONOMY TO IMPROVE? 
Next 3 Months 





10.4% 














Next 6 Months 

China, Hong Kong, Inc 25.5% 

Next 12 Months 

Australia, Malaysia, Pal 19% ' 
More Than 12 Months 

All figures are proportion of respondents in per cent Source: WPP-MCI Survey 
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you and Eco-Drive? 
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Eco-Drive 


Available at: FIRST CITIZEN (CITIZEN'S EXCLUSIVE STORE) Chennai: Shop no. F-132, 3rd Phase, Spence 

Bangalore: 7, Safina Plaza, Infantry Road, Ph.: (080) 5325757/5325786. Mumbai: 331, Dr. D. N. Road (Opp. Thomas Cook), Flora Fount Kochi: 
M. G. Road (Next to Music World), Ernakulam, Ph.: (0484) 2383525. Pune: 6, Sahajanand Complex 

Hyderabad: 32, Methodist Complex (Opp. Chermas), Abids, Ph.: (040) 55781826. Hubli: U.S.A. Towers, t 
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INDIA Vs INDIA INC 


This isn't an age versus wisdom comparison, but one of the above 
ii a clear predilection for young blood. Any guesses? 
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EXECUTIVE TRACKING. 


Nikhil Nehru Resurfaces 


ee YEAR NIKHIL NEHRU, 
once considered a shoo- 
in for the top job at 
McCann Erickson quit. 
Now, seven months later, 
the ardent philatelist has 
resurfaced with In 
Communications, an age- 
ncy he has co-promoted 
with former colleagues 
Indraneel Chatterjee and- 
Charu Bakshi. And so, at 
54, with three clients in 
the bag and some four-to- 
five more in the mail, and - 
with visions of a Rs 15- 
crore billing for Year 1, the 
man who considers youth - 
"a state of mind fuelled by Dositive attitude and 
stamina," starts all over again. 





N. Nehru: Starting anew 


P.S: Watch this space for another resurfacing, 


this of former Zee head honcho Sandeep Goyal 
who is reported to be holding talks with Japanese 
ad major Dentsu to set up a 100 per cent 
subsidiary in India. 


Tube Travels 
TES A. BUZZ OF ACTIVITY 
on the sales and 
marketing front at televi- 
sion channels. set has just 
hired Jwt’s Albert Almeida — 
as Senior Vice President - 
(Marketing); mtv has hired — 
Abraham Thomas from set 
as Vice President (Sales): 
ESPN has signed on Vijay 


Associate Director (Sales- 55 
South & West); and Kanta ~~ 
Advani, the former head - 
of sales at Zee moves to - 
SAB TV as President after a 
transitory four-month long 
stint at advertising agency 
Percept D’Mark. We don’t 
know about you, but our head is reeling from 
keeping track of di those movements. 

MOINAK MITRA 





Albert Almeida: 
| Moving on 
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DUE TO BUDGET WHAT FREE 
[M E OUS CONSTRAINTS, THE SODA? WE 
t E sl pane st COMPANY WILL NO NEVER HAD 


LONGER PROVIDE FREE SODA. 
FREE SODA. 


SURE WE DIO. IT EVERY DAY I'D THE NEXT MORNING, 
UJAS IN THE GO IN THERE AND AS IF BY MAGIC, 
REFRIGERATOR | GET A REFRESHING THE SODA WOULD BE 
IN THE BREAK BEVERAGE. REPLENISHED. 


I BROUGHT A SODA TO | WHY DION’T YOU 
WORK EVERY DAY FOR JUST ORINK THE 
FIVE YEARS ONLY TO FREE ONES? 
HAVE IT STOLEN FROM 
y THE REFRIGERATOR 
EVERY TIME. 
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always mixed well. No surprises | EEUU S70 C19 7 cre Tol VIITe TR E 

then that Delhi's top afternoon news- P p | à | VIE nl 

paper Today and coffee-chain Barista 

=, are Stirring things up with a new 
“mmm four-page newspaper, Brew Print, 

offered at the chain's 49 stores in 

and around Delhi. "It adds to the 
Barista experience of re-charge and 

ww Unwind,” says Barista's head of mar- 

Ii] keting Basav Mukherjee of the wee- 

kly newspaper, which comes wrap- 

ped with Today and features interactive elements 

that let readers complete a story, pen a poem, 

j even pick up guitar-playing tips. The newspaper 

is free to Barista customers, and will eventually 

be available across its 130-odd outlets. Says 

Kallie Purie, Today's publisher: "For us it is a per- 

fect brand fit in terms of customer profile." Your 
favourite cuppa just got a lot more interesting. 
SHAILESH DOBHAL 
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range of exclusive features. 


A new silver finish centre | A new look gear | Drilled aluminium Wider tyres for better B pillar blac} 

garnish and metallic finish | knob inspired by pedals that add a | traction and robust looks. film for a sle 

door bezels add style | racing traditions. distinctive sporty touch contemporary 
and sophistication | 


Available in Metallic Pearl Silver and Metallic Midnight Black. For details contact your nearest Maruti Esteem dealer or call 1600 11 1515 (Service availab 








Count on us 
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WORLD GROUP 
Rated best "Entry level mid-sized Sedan’ 
Lowest total cost of ownershir 








The rear spoiler with | The sleek new The new steel 
a stop lamp enhances the speedometer dial accounts | wheels add a dash 


sporty look of the car and for solid presence | of sporty style. 
gives a smoother ride. | | 





- velocity, 
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1, Hyderabad, Chennai, Bangalore, Gurgaon and Mumbai). Visit us at esteem.marutiudyog.com 
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SELF WORTH 


Banker Without À Bank 


Ramesh Gelli doesn't have a bank he can call his own today. 


T 56, RAMESH GELLI, LOOKS PRETTY MUCH LIKE HE 

did in his glory-days in the mid-1990s, maybe a 
few pounds lighter. In 1994, when the gold-medallist 
from the Asian Institute of Management, Manila 
founded Global Trust Bank, it seemed the logical next- 
step for someone counted among the best bankers in the 
country—Gelli had been chairman of Vysya Bank, 
the best private bank in India in the early 1990s. Great 
things were expected of the man and the new bank and 
until the turn of the century it looked like nothing could 
go wrong; then, everything that could, did. In 2001, as 
another stockmarket scam surfaced, the bank's exposure 
to the markets came under scrutiny; an attempted 
merger with UTI Bank that. would have created the 
country's largest private bank failed amidst contro- 
versy surrounding an alleged price-rigging of GTB 
shares, in collusion with broker Ketan Parekh, the 
main accused in the scam; and Gelli’s own integrity was 
questioned over the alleged sale of some the shares. 

Like any self-respecting individual would have 
done, Gelli resigned as the bank's chairman and 
managing director in April, 2001 and quit the 
board two months later, but the taint refuses to go 
away. A Securities and Exchange Board of India in- 
vestigation remains work-in-progress and just rec- 
ently, the agency barred Gelli and his co-promoters 
from any market transactions in GTB shares. And the 
bank itself has lost much of its sheen: from a peak 
of Rs 120 in November 2000, its scrip now inhabits 
the more rational Rs 20 level. Total income for 
the nine months ended December 31, 2002 fell to Rs 
592 crore from Rs 740 crore in the corresponding 
period in 2001; the Capital Adequacy Ratio (a 
measure of a bank's health), from 14.68 per cent to 
10.54 per cent in the same period. And in September 
2002, the central banker stepped in and asked GTB 
to halve its dividend from 10 per cent. No rea- 
sons were given, but the move may have been 
prompted by the bank's use of some Rs 250 crore of 
reserves to write off non-performing assets. Today, 
the bank has estimated NPAs of over Rs 1,000 crore 
and a clean up is underway. “Every new person at 
the top (there have been two heads and one interim 
committeé since he quit) wants to begin with a 
clean up; it's the normal tendency," rationalises 
the professorial-looking Gelli who believes "GTB 
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Ramesh Gelli: The consummate banker at rest 


still commands a lot of respect ”. 

Gelli considers himself retired now—still, his 
mobile phone rang incessantly during this writer's 
meeting with him—and moves about, not in the blue 
Mercedes sedan he used in his GTB days, but in a 
modest Opel Astra. Although reluctant to discuss the 
past, he denies that the promoters sold 1.31 crore 
shares to entities owned or controlled by Ketan 
Parekh, and defends the bank's capital-markets- 
funding business. “Why all this happened is a good 
question to ask, and seems logical when the going is 
bad," he philosophises. “At times, similar attributes 
and actions are judged as smart behaviour if you are 
successful." Gelli has had time to refine his philos- 
ophy: on a typical day he is up at six, takes a long 
walk, does some yoga exercises, feeds the birds, 
prays for anything between 20 minutes and 45 
minutes, reads (he has just finished Welch’s Straight 
From tbe Gut), and meets with some old friends. He 
isn't interested in heading a bank anymore and 
says *I am leading a retired life and trying to help 
friends in need," but Gelli does plan to return to the 
mainstream with a “turnaround fund” for companies 
that have good projects, but suffer from lack of 
money. Gelli Redux? 

E. KUMAR SHARMA 
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One thing we never do 
is take a story at face value. 


Ina complex world, YOU need balanced reporting. B[B|C 
Qur impartia ; ax VOric 

FIA , TET bin at WORLD 
gives you just that. 


Demand a broader view. bbcworld.com 
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Once again, Business Today rises above news and views to create a quality platform 


for India Inc.'s decision makers. The inaugural Business Today Strategy Summit in 


partnership with Microsoft India will present unique opportunities to evolve 


strategies for building value. India's top Chairpersons, CEOs, MDs, Presidents and 
Directors will discuss key issues, share cutting-edge insights, and examine case 


histories and best practices. 


The Day Program 
Two Round Table Discussions on the themes: Using IT as a Tool for Transparency in 


Managing and The 21st Century Organization:The New Paradigm. 


The Notable Speakers 

* Anil Ambani, Vice-Chairman, RIL * C. Srinivasan, Chairman, A T Kearney India 
e Firdose Vandrevala, MD, Tata Power * Nandan Nilekani, CEO, Infosys Technologies 
e Rajiv Kaul, MD, Microsoft India * Subir Raha, CMD, ONGC ° Sunil Mittal, CEO, Bharti 
Tele-Ventures *Vijay Mahajan, Dean, ISB *Vivek Kulkarni, IT Secretary, Government of 


Karnataka 


The Evening Program 
India's Best Managed Company' award function, presented by Microsoft. The 
evening will also witness the launch of Business Today's Special Issue on ‘India's Best 


Managed Companies’, based on a survey by AT Kearney. 





Official Host: 


TAJ 


Hotels Resorts 
and Palaces 


www.tajhotels.com 





Entry by invitation only. For more details, 
please e-mail us at: bt@intoday.com 


Grey Worldwide BT 387 02 
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A MEDIA PRIMER FOR THE ASSEMBLY ELECTIONS 


-A combination of C&S and Rely on good old election rallies High cinema-reach i js: PA 
m terrestrial television will ^ and touring as nearly 75 per misleading; figures are for last Er 
UE deliver nearly three-fourths cent of the electorate doesn't 6 months. The ballot-battle will 
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Urban uus Rural - Urban + Rural 





4.3 Any English Publication 0.5 Any English Publication 23.1 
50.4 Any Hindi Publication 18.5 Any Hindi Publication. Sx 39.7 
50 Any Newspaper 18.4 Any Newspaper E 47.5 
14.4 Any Magazine - - 2.5 Any Magazine ' 22.3 
47 Any Cinema | 17.5 Any Cinema 44.6 
BAG E dad Radio 5.4 Any Radio * 15.7 
0.9 |  ^yfM . Q.6 Any FM | 14.1 
34.2 C&S viewer | ^ 3.6 C&S viewer > 54.5 
34.2 Non C&S viewer 17.8 Non C&S viewer 29.2 
31.7 Does Not Watch TV 78.6 Does Not Watch TV 16.3 
Hindi newspapers cover over Newspapers and Doordarshan Television obviously reaches just about everybody. But 
half the voting population here; ^ reach no more than one-fifth opinion-makers here read English newspapers 
TV-print media-multiplier will ^ of your electorate here. Get and magazines. 
work wonderfully. ready for the desert safari. 


Note: All figures are proportion of electorate (18 years-plus); Readership of print is Average Issue Readership (AIR); Any cinema refers to those 
watched in the last six months; Any Radio/ FM refers to channels listened to in the last one week Source: IRS Round 10 


vi: quvHa8 dda3d10 


- 


Mr. Mani's money 


Is making money. 


Mr. Mohan’s isn't. 


I want to be like Mr. Mani. 





Presenting Invest4444. from ILFS Investsmart, to help you make your money work smart for you. Invest daat: consists 
of a team of expert investment advisors with the ability to customize an investment plan for you that fits your income 
your priorities and your dreams for the future. A plan that is objective, based on in-depth market research, mature 
insights and wide experience. A plan that could change your life. 


The IL&FS Investmart services include: 


Investment Advisory > Wealth Management Solutions > Equity Broking and Derivatives 
> Mutual Funds > Insurance and distribution of Home Loans 


> Merchant Banking > Syndication > Institutional Equity and Debt Broking 





Log on to http:/ /investsaathi.investsmartindia.com for complete wealth management solutions 
www.investsmartindia.com i N V EST daaa 

NSE SEBI REGN NO: INB - 231020833. BSE SEBI REGN NO: INB - 011020832 Trading & Cig omen quo 
Member: (BSE) - INF011020832, (NSE) - INF231020833; Portfolio Manager: INP000000498; AIFS | N V E S TSM ART 
Merchant Banking: INM000002475 We make your money work for you 





For further details contact: Registered office: The IL&FS Financial Centre, BKC, Mumbai:022-26533333 

AHMEDABAD: Ms. Zara Shah: 079-6440168/72 BANGALORE: HDFC House, Ms. Shalini Jayakrishnan: 080-2126007-11 Koramangala: Ms. Pushpalatha 
080-5525853-5, Jayanagar: Mr. Aby George: 080-6557873-75 ITPL: Ms. Mini Yadav: 080- 8411455 / 2163 CHANDIGARH: Mr. Vineet Jerry 
0172-741636 / 541 / 393 CHENNAI: Ms. P. R. Subhashini: 044-24405501-3 COIMBATORE: Mr. Kumar: 0422-2211730 / 2212823 DELHI: Ms. Ritul Srivastava 
011-23318205-9 GOA: Ms. Sonal Hirani: 0832-2234353-56 HYDERABAD: Ms. N. Rama: 040-23320337 / 338 / 344 / 355 JAIPUR: Anupam Verma 
0141-2371621-23 / 626 KOLKATA: Constantia: Ms. Sahana Banerjee: 033-22813257-60 MUMBAI: Bandra: Mr. Rajesh Jain 022-26558496/97 
Fort: Ms. Sandhya Rai: 022-22634903-6 PUNE: Mr. Sachin: 020- 4030810-13 











An underprivileged girl child. Not just a phrase or a 


statement, but a harsh reality. Snatching a few crumbs, finding a 


* 


piece of asphalt to sleep on, sweeping floors, cleaning utensils, 
she lives a life hardly worth living. Yet, she dreams. Dreams 
of a better tomorrow. Dreams of a 
happy life... 


‘Help Her Dream’ is a movement. 
that endeavours to lay the seed of 
concern for the underprivileged girl child 
amongst as many concerned citizens 
like you across the country. 


All you have to do is to log on to 
www.helpherdream.org or send an 
SMS help her dream to 3636. And every 
time you do that, a participating 
corporate sponsor shall donate Rs.5/- : 
towards helping an underprivileged girl child. This little gesture 
Will help bring her closer to her dreams. 


We, at Amitasha, in our own little way are devoted to the 
cause of the underprivileged girl child. As part of the Amity 
Humanity Foundation, which runs many projects across India to 
empower the underprivileged, and the Ritnand Balved Education 











Click on 
www.helpherdream.org 
or SMS help her dream to 3636 


And a corporate friend will donate Rs.5/- on your behalf 
-to help bring an underprivileged girl child closer to her dreams. 


* 


Foundation, which runs the Amity institutions comprising of 
20,000 students across 11 campuses, Amitasha not only 


provides free education, clothing and healthcare to hundreds of 


little girls from nearby slums, but also actively works to enhance 
the concern for the girl child amongst 
fellow countrymen. 


Every little effort by each one of us 
can make “Help Her Dream’ movement a 
success in bringing joy in the lives of 
underprivileged girls in many more cities, 
villages and slums, who are still groping 
fora dream...in darkness. 


All they need is some affection... 
some concern... some love from people 
like you and us. 


SUPPORT A DREAM 
If, as a concerned corporate, you would like to 
reach out to the underprivileged girl child by 
becoming a Participating Sponsor in the 
‘Help Her Dream’ movement, call us at 9810799319 
or e-mail at amitasha@amity.edu 


amitasha 


Nurturing the girl child 
www.amity.edu/amitasha 


E-27, Defence Colony, New Delhi - 110 024. Tel : 011-24699700. 
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Another beauty pageant: Quality certifications are as easy 


The Beauty Parade 


Quality is an underground industry in India. 


SSSST, WANT AN ISO CERTIFICATE? 

It's easy to get one certifying 
that your company complies 
with the standards laid down in 
ISO 9000 or ISO 14001 without 
lifting a finger to change any of 
Its processes, even creating 
reams of false documentation. 
How? Simply pay Rs 5,000 to 
Rs 25,000 to any of the 30-odd 
certifying bodies. None of these 
is accredited with global certi- 
fiers such as DNV or with the 
Quality Council of India (QCI), 
but that shouldn't matter to 
you. *If you wish to, you too 
can start an ISO 9000/14001 cer- 
tifying agency, start issuing cer- 
tificates, and earn anything be- 
tween Rs 10,000 and Rs 50,000 
depending on your negotiating 
skills," says Captain N.S. 
Singhal, a *real' auditor of qual- 
ity and environmental manage- 
ment who has, by his own ad- 
mission, now embarked on a 
“save ISO mission”. As former 
Commerce Minister Rajiv 
Pratap Rudy recently stated in 
parliament, “activities of Indian 
and foreign certifying agencies 
aren’t being monitored because 
ISO certification is voluntary, 
not mandatory”. And so, some 
unscrupulous certifying agen- 
cies continue to vend paper and 
even some of the regular ones 
“forget” to carry out annual re- 
audits. Worse, with the gov- 
ernment reimbursing small-scale 
units with ISO certifications 
Rs 75,000 or 75 per cent of to- 


tal expenses incurred while 
obtaining the certificate, some 
Rs 23 crore has been burnt. If 
this continues, warns Singhal 
India-issued ISO certificates will 
soon be discounted in the in- 
ternational market. Much like 
Venezuelan beauty queens. 
ASHISH GUPTA 


DASH BOARD 


He won't say, but our 
guess is one reason for aa 
Bharti Chairman Sunil 
Mittal to eye a listing 
in the US is the poor performance 
of the Bharti Televentures scrip 
in India. Telecom may be a long- 
term play and Bharti’s fundamen- 
tals, strong, but try 
telling that to 
people worried 
about earnings 
per share. As 
a purely “I'll 
show them” 
gesture this 
merits an A4 


This should have 
actually been a C, but 
his superior sense of 
balance fetches Union 
Labour Minister Sahib 
Singh Verma a higher 
grade. Face it, how 

many people can answer calls 

to reduce Employee 

Provident Fund rates, 

by doing so, yet 

not doing so? Go 

ahead, work that 

out for yourself. 
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MJ's Nose? 





Hindustan Motors 


T ISN’T REALLY IN THE SAME 
league, but Hindustan Motors 
has embarked on an exercise to 
change its identity. Fortunately, 
this effort doesn’t take the route 
of merely giving the 50-year 
old Ambassador yet another 
facelift. Instead, Hm got 
Bangalore-based design firm 
Ray+Keshavan to create a new 
logo for it—not that its existing 
one was dated; it was introduc- 
ed as recently as 1994. Accom- 
panying the image overhaul are 
free service checks and a pro- 
gramme that is targeted at in- 
forming existing Ambassador 
owners about the changes the 
car has undergone. For the 
record, the car is now available 
with power steering, moulded 
roof, a new gear-box, and in at- 
tractive colours. The logo will 
be unveiled in July—as a 
Sideshow, the company will 
launch a new edition of the 
Ambassador to mark the occa- 
sion. “We thought the HM logo 
was slightly dated. The new logo 
is more contemporary and we 
feel customers will like it,” says 
a company spokesperson. Now, 

if only logos could sell cars. 
SWATI PRASAD 
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FEEL THE LAZY MORNING SUNASHINE 
Phe SE OFF WHITE-CAPPED WAVES. 
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e Louis Philippe summer collection is inspired by the silver seaside and sun-kissed vineyards of the French Riviera, and is reserved for the fortunate few. 


ailable at the Kooi De SHOWROON ic OUST: and other leading menswear stores. 
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Riviera 


SUMMER COLLECTION 2003 


The upper crest. 


Luxury Suits > Shirts > Trousers > Accessories 


CONTRACT-1574-2003 
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by Saurabh Singh 


Mukesh Ambani of Reliance /ndustries 
was nominated the Chairman of the 
Geneva-based Red Cross... 





..B. Muthuraman of Tata 
Steel reported record profits 
for 2002-03... 


















V.S. Jain of SAIL returned .. Shekhar Bajaj i 
the company to profitability of Bajaj 
after five years of losses... Electricals swung \ 

a deal to supply 

appliances to 

Morphy Richards 


of the UK... Tm 
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Motor Corp. ruled QUE Sn India: pM 
alliance with shareholder General Motors. 
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SUMMER COLLECTION 2003 


ACQUISITION IN 2003. 


"| 
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. Storm In The Barista Cup 


CEO Ravi Deol’s sudden exit suggests that all may not be well with India’s Starbucks. 


I BARELY 10 HOURS SINCE THE 
news of his quitting Barista Coffee 
Company broke, but Ravi S. Deol is 
looking relaxed and happy. He’s 
just wound up a satisfying game of 
golf at DLF greens in Haryana, near 
Delhi. Ask him about his handicap 
and he says “it was near (the price 
of a) mocha (40), but now is closer 
to (that of a) cappuccino (30)”. But 
expect his colourful coffee industry 
lingo to change (and, perhaps, the 
handicap to improve) in the days to 
come, as the Managing Director of 
India’s most high-profile coffee 
chain prepares to call it a day. 

But why is Deol quitting all 
of a sudden? “Well, it wasn’t a 
sudden move. I was planning for it 
for some time now,” says Deol. 
Until the news leaked, Deol was 
supposed to make the announce- 
ment at the company’s next board 
meeting on June 15, 2003, al- 
though he had already informally 


informed the directors. He does- 


n't leave the chain until August 
this year when his three-year con- 
tract expires, and even thereafter 
will continue as a non-executive 
director on the board. 

But this may not be a simple 
case of a young CEO wanting to do 
more in life, as made out by Deol. 
That everything was not alright at 
the Rs 65-crore company has been 
clear, though not obviously so to 
outsiders, for almost a year now. 
Problems with the business model, 
pricing, even operational issues 
had started coming to a head as 
far back as July 2002. 

First, nudged by partner Tata 
Coffee, which owns 34.32 per cent 
of the company's equity and was ap- 
parently unhappy over its bleeding 
bottomline, Deol decided to turn 
the business model on its head, 
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A Barista outlet: Scrabble for some, but it's golf for ex-CEO Deol 


beginning July-August last year, 
by going in for franchisee stores 
rather than the company-owned 
stores he favoured. As Tata Coffee 
saw it, the chain needed to con- 
serve cash and not blow it up on 
opening self-owned stores. (The 
company, however, did subscribe to 
its share of a Rs 8 crore rights issue 
in December 2002.) 

The change in approach, how- 
ever, did not yield any dramatic 
results. So far, there is only one 
franchisee-owned store (in Kolkata) 
and another in Delhi will open only 
now. Deol claims the company re- 
cently tweaked the franchisee model 
(as recommended by its consultant, 
PricewaterhouseCoopers) and is 
now hunting for only mega-fran- 
chisees with a long-term com- 
mitment to the business, and the 
ability to cover entire regions, 
such as Punjab and Maharashtra 


(sans Mumbai), and not merely 
single retail outlets. 

Again, in order to increase its 
taking per order, the chain effected 
a 15-20 per cent price hike in 
August 2002. It was a big mistake, 
and Barista realised that several 
months into the price hike: footfalls 
were dropping and so were reve- 
nues. The reaction: It slashed prices 
by 25 per cent in May 2003. The 
official line, however, is that 
Barista's consumers were moving 
from a mere novelty-led indulgence 
to more of a habit and, therefore, 
prices needed to reflect that. 
Whatever be the reason, sales have 
jumped 22 per cent since the price 
cut, claims Deol. 

The truth, however, is some- 
where out there. With more price- 
led direct competitors such as Cafe 
Coffee Day or brand-led interna- 
tional food retailers like Subway 
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following Barista very closely, city- 
by-city, outlet by outlet, the op- 
tions were limited. *Operationally 
we are already making money, and 
within a year Barista will turn PAT 
profitable," counters Deol. That 
takes us back to the nagging ques- 
tion: So why leave at this stage? 
Although Deol insists that his re- 
lationship with the two major 
shareholders in Barista (Amit Judge 
and Tata Coffee) were, and still 
remain, *very fine", sources say 
that there was an apparent *diver- 
gence of views" between Deol and 
one of the major shareholders. 
(Tata Coffee declined to comment 
and a faxed questionnaire to Amit 
Judge remained unanswered at the 
time of going to press). There was 
a hunt, around the middle of last 
year, for a head of domestic oper- 
ations (filled in subsequently by 
COO Yogesh Samat), to ostensibly 
allow Deol to focus on Barista's 


Barista effected a 15-2096 
price hike in August 2002 and- 


d 


footfalls as well as revenues fell. \ 8 
The reaction: It slashed prices 
by 25% in May 2003. 





international foray (it has 14 fran- 
chisee stores now in Sri Lanka, 
UAE and Kuwait). The real rea- 
son, apparently, was to ease Deol 
out. Simultaneously, there were ru- 
mours on how Tata Coffee wanted 
to merge Barista with Tata Coffee, 
through a cashless equity swap But 
it couldn’t come up with an offer 
attractive enough. “It’s pretty ob- 
vious that sooner than later Barista 
will have just one majority share- 
holder,” says a company source. 
If one of the promoters could- 
n’t get along with Deol, then why 


allow him to continue as a non-ex- 
ecutive director on the board? Deol 
skirts the issue, but one of the rea- 
sons could be his sizeable holding 
in the company. Another could be 
that the promoters wished to offer 
him a soft-exit. “I have done what 
I set out to: establish the brand, 
business model, seed global oper- 
ations, even planned succession,” 
says Deol who wouldn’t reveal 
what he plans to do next. Still, 
don’t be surprised if he resurfaces 
as CEO of Starbucks India. 
SHAILESH DOBHAL 





The Intiqua Incident 


One multinational IT services company’s descent into darkness. 


NE DAY IN THE END OF APRIL, A 
senior executive of Intiqua, an 
eVentures (think Softbank and 
Rupert Murdoch) funded, Singa- 
pore-based software services com- 
pany, took a flight out of Delhi, 
changed planes in Mumbai and 
then left the country altogether. 
This was no ordinary business trip: 
the executive left in his wake a trail 
of outraged creditors—vendors, 
employees, and shareholders; the 
company’s total liabilities are esti- 
mated to be in the region of $3 
million (Rs 14.1 crore)—some of 
whom were scheduled to meet him 
in Delhi. By the time the exec left, it 
later emerged, Intiqua had wound 

up its operations in Delhi. 
In other parts of the world 
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where Intiqua operates, things aren’t 
any better. In Singapore, the com- 
pany has been served legal notices 
by vendors including Apar Infotech 
(Satyam Computer Services is also 
among the creditors) and by a for- 
mer employee, Ron Mathers, for 
non-payment of dues. And some 
of its key share- 
holders are chal- 
lenging the validity 
of the merger that 
resulted in its cre- 
ation nearly one-and-a-half years 
ago. One shareholder has served 
the company a liquidation notice. 
Two years ago, Intiqua seemed 
to have everything going for it. A 
bluechip VC fund, founders with an 
impeccable track record (CEO Dilip 
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Keshu had been Vice President for 
BaaN’s Asia Pacific operations, 
President Andrew Shields, Vice 
President, Software, Worldwide 
Strategic Sales at IBM), and a rep- 
resentation of hoary investors, the 
Singapore based Comcraft Group 
included. Intiqua was formed by 

the merger of 

Delhi-based soft- 
UA ware company 
NetAcross OLS (pro- 
moted by the 
Modipon Group’s Manish Modi) 
and Singapore-based xchange21. 
Both companies had been funded 
by eVentures which held about 25 
percent in NetAcross and about 30 
percent in xchange21 and was keen 
to consolidate its investments. Post- 
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AN ADVERTISING FEATURE 


E Maruti Udyog Limited 
chooses HP for its Micro- 
soft SharePoint Portal 


Solution implementation 


A market leader with the highest 
customer satisfaction levels, Maruti 
was looking for a way to speed and 
streamline information access to 
ensure the fastest possible 
response to customer issues. "We 
knew we needed to be more 
nimble when it comes to 
information access and sharing," 
said Rajesh Uppal, general 
manager, IT division, Maruti Udyog 
Ltd. “We had been looking for 
portal software for our intranet to 
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2 help accomplish this but had not 
ucts for Microsoft o any ses flexible and cost- 
re | effective solution. HP was 
| WO d you look anywhere else? instru Daai 
the Microsoft SharePoint Portal 
nterprises around the world are optimised for one another. So when you accelerate the delivery of Microsoft's latest ^ server Leveraging its extensive 
choosing Microsoft products to choose HP for Microsoft solutions, you .NET solutions and Web Services. expertise, HP worked closely with 
maximise their IT investments and can be assured of leveraging on their HP will spend the investment on our team to design and implement 
infrastructure to drive their businesses to long-standing leadership and partnership developing .NET solutions, certifying its a customized intranet solution." 
- greater profitability and success. for better, faster and easier implementa- workforce on .NET technologies and says Rajesh Uppal. 
Microsoft technologies are a key tions of breakthrough technologies. creating a worldwide dedicated sales team — . 
driver behind the push to new levels of In recognition of HP's leadership and to sell Microsoft .NET solutions. The HP team understands our 
effectiveness and competencies. Butit ^ capabilities, Microsoft has designated HP In particular, hundreds of HP sales business and our information 
takes more than just good productsto as its first Worldwide Prime Integrator for ^ professionals will be trained in .NET and edis 4 ^p e PM = 
make a difference. Windows 2000, Exchange 2000, 3,000 HP Solution Architects will be pico TA ea es 
As venture capitalists always say: BizTalk Server 2000 and .NET technolo- certified on .NET. infit ish ici diacid wtih ds 
“Ideas are plentiful. It's the execution gies. To date, HP is still the only recipient With HP's commitment in its work- about HP's own intranet solution 
that makes a difference." of this much-coveted title. force training and deployment for based on SharePoint enabled the 
And that's where HP Services comes Microsoft solutions, you can be assured Of ^ fast deployment of Microsoft 
in — offering a comprehensive rangeof HP has the largest Microsoft-trained getting the best hands on deck for your SharePoint Portal Server and 
Microsoft services and solutions to help workforce project. resulted in a solution that is both 
you better execute your business. HP is committed to its partnership flexible and cost effective." 
with Microsoft. And it is proving its Microsoft chooses HP 
HP and Microsoft have a long- leadership by investing time and resources HP manages and supports Microsoft Maruti is pleased with the fast 
standing unique partnership to ensure that its workforce is up to scratch. super-sites such as MSN, MSNBC, deployment, improved connectivity 
With HP's close-knit partnership with HP Services currently offers the largest Microsoft.com, Sidewalk and CarPoint. and ease of use of the HP 
Microsoft for nearly two decades, the Microsoft-trained and experienced HP ProLiant Servers comprise 95 per PERRA NORD ERR: 
two companies have along historyof ^ ^ workforce in the world with 23,000 cent of Microsoft's 6,000 servers and d re ge soe 
sharing technologies and engineering ^ —Microsoft-trained professionals and 5,000 were used as the developing/testing palin) “The Veo pori 
resources in developing products and Microsoft-certified consultants. platform for Windows 2000, Exchange rs Face icono I stg 
services — Windows 95, Windows 98, But the two companies are not resting 2000/2003, SQL 2000, Commerce Server we can respond to our annas 
Windows NT, Windows 2000, Exchange on their laurels. 2002, CMS 2002, SharePoint 2000 and Uppal Sbserved. "That is whatis 
2000 and most recently, DataCenter To expand their partnership, HP and .NET. needed to maintain a high level of 
Server. Microsoft announced in September last In addition, HP provides Microsoft customer satisfaction, and HP is 
In short, the two companies make year that they are jointly investing a sum product support to 61,000 Microsoft helping us achieve it." 
sure that their respective products are of US$ 50 million (S$ 89 million) to employees in 68 countries. 
HP-Microsoft WHY CHOOSE HP FOR MICROSOFT SOLUTIONS? 
Frontline Partnership Microsoft. Comprehensive support: Current research, documentation and technical developments for HP and Microsoft 


Here are some of the services ces cesses | Selutions are always available and easily accessible, HP is also the Microsoft Gold Certified Partner in Singapore. 


offered in the Asia-Pacific: — - 
Premier support: MAPS services from HP provide a second-level support that leverages on HP's expertise 
+ EAI for SAP clients em and problem management infrastructure; via HP's Microsoft Certified Support Centre. The program includes 
problem identification, analysis and resolution, and advice on proper software implementation. 
+ Portal.net for knowledge 
management 


Innovation and chilonis HP's Frontline Partnership with Microsoft spans nearly two decades. They 


+ Document management develop and deliver solutions to help you meet your business challenges. 


and collaboration 


* Web content management expertise: HP is the first and so far only Microsoft designated Worldwide Prime Integrator for 


Windows 2000, Exchange 2000, BizTalk Server 2000 and .NET technologies. 


* Enterprise document 
workflow 


| VITRE QNO TRENT Asa Microsoft CTEC, HP provides face-to-face, e-learning and customised training. 
Capitalising on the extensive experience of t-aining/certifying thousands of its own consultants. HP's Education 
Services is MERTON in the industry for providing customised .NET bootcamps for customers. 


€ IT consolidation 


* Windows 2003 server 
migration 


* Exchange 2003 migration 
* ISM.net for OSS in Telco/NSP 


* Notes migration to .NET and inven 
Exchange 


Top-notch hardware: According to IDC's Q4 2002 Enterprise Server Tracker Report, HP's ProLiant Servers led 
the SIAS market in the Asia-Pacific (except Japan) with 28.3 per cent and in Singapore with 45.2 per cent unit 
shipment shares in 2002. The same also showed that almost 70 per cent of the SIAS servers were running 

< Windows NT/2000 as the server operating environment. 





For more information on HP's Microsoft Services, visit www.hp.com/hps or email india.hpsmkt& hp.com 























holders who are upset. 


bt trends 


merger eVentures holds about 26 
per cent in Intiqua (with a total 
investment of about $9 million in 
the merged entity), NetAcross OLS 
holds 20 per cent, and the 
Singapore based Comcraft group, 
12 per cent. 

Some shareholders now claim 
the much-touted merger (where 
Xchange21 acquired NetAcross OLS 
and renamed itself) never really 
went through and this serves as the 
basis for the liquidation—and other 
legal-notices. They claim not to 
have received any money following 
the part-cash, part-stock deal. “It 
amounts to inducement if a com- 
pany enters into a deal to buy ano- 
ther company which is doing $8 
million of revenue and then doesn't 
pay up a single dollar, doesn't it?" 
asks one angry shareholder. 

"We got RBI clearance (for the 
merger) in January 2002. We are 
working through the paperwork of 
our subsidiaries but this is also exp- 
ected to be completed soon" exp- 
lains Dilip Keshu, CEO, Intiqua. 

Still, it isn’t just share- 


One employee claims that 
part of the regular salary 
reimbursements to all em- 
ployees were stopped 
about a year ago. About 
80 employees based in 
Delhi were asked to leave 
in April and the final fi- 
nancial settlement in most 
cases is pending. And 
some employees allege 
that while they were 
forced to accept a cut in 
pay last year, the com- 


PINAKI PAUL 


pany's senior executives “gave . 


themselves a hike” this year. 
“They always seemed like a very 


` top heavy company to me" adds a 


software vendor who interacted 
closely with the company. *The 
outgo to the top management did 


not seem justified given the size of 


the business." 
There's more. Senior executives 
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GB VENTURE 996 


CHRONOLOGY OF EVENTS 





May 2000 


First quarter 2002 


eVentures investment in Xchange 21 
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First quarter 2001 NetAcross merger with Online Solutions (OLS) 


NetAcross OLS, Xchange 21 merger announcement 


First quarter 2003 Shareholders challenge merger 
First quarter 2003 Vendors send legal notice 


April 2003 


who spoke to Business Today on 
the condition of anonymity reveal 
that the company had actually 
adopted the practice of routinely 
restating its revenues for the previous 
month at monthly board meetings. 

The company is believed to have 
done revenues of about $13 million 
(Rs 61.1 crore) until June 2002, and 
made a net loss of about $1.5 million 
(Rs 7.05 crore). “There have been 
times when there was as much as a 
20 percent variance in the restated 


SHAREHOLDING PATTERN 
DILIP KESHU 21-25% 







revenues on a monthly basis” says 
one former senior executive. 

“We have clean audited ac- 
counts and have not restated our 
accounts. We have had one large 
hit in February 2002 when one of 
our bigger clients filed for bank- 
ruptcy. Our exposure was in the re- 
gion of $500,000—this is the only 
case where we have restated our 


12% COMCRAFT GROUP 


26% eVENTURES 


20% NET ACROSS OLS 


Delhi operations closed 


revenue projections in a significant 
manner” defends Keshu. BT also 
learns that Intiqua’s revenue run 
rate for 2003 is around $8 million 
(Rs 37.6 crore), down about $5 
million from last year. 

“They were obviously going 
through some severe cash flow 
problems triggered by the bank- 
ruptcy declaration by some of 
their major clients like Imperative 
and The Scientific World” says a 
close company associate. “We are 

working on a payment 
plan and want to fix the li- 
abilities as soon as possi- 
ble” says Andrew Shields, 
President. 

The Intiqua manage- 
ment blames the state of 
affairs on a “bearish mar- 
ket.” While its story can 
be written off as yet an- 
other failed startup, there 
is one crucial difference. 
The market for software 
services is far from bear- 

. ish. Business is still pour- 
ing in. Eventually, the 
Intiqua story boils down to one of 
management gone severely wrong 
with little apparent corrective ac- 
tion over the past year. The mem- 
ber representing eVentures on the 
company's board declined to com- 
ment on the entire issue. Still, his 
company's $9 million investment 
is probably worth a lot less now. 
PRIYA SRINIVASAN 
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Calamity management may not be everyone's 
cuppa tea, but then Reliance Industries has 
seen it all: A flood, a cyclone, a quake, even 
a plague. And emerged stronger. As India's 
Best Managed Company. x srian CARYALHO 


DMARCOBCGEANERHEDS LANI DUMTCT SNES E Se REDIT CENA LE ES TS aE) eS eee 0 RXCTUA 


DATE: MONDAY, JULY 24, 1989. LOCATION: PATALGANGA, 
in the Raigad district on Maharashtra’s Konkan coast. 
Eight hours of relentless overnight rain, accompanied by 80 


km per hour winds, results in 20-plus inches 
of rain. The town, which is home to 87 
industrial units, including Reliance’s Rs 1,500- 
crore petrochemical complex, is flooded. Close 
to 400 people are dead, and 1,500 families 
lose their homes. The Reliance plant is 
submerged. It’s crisis time for the Ambanis. 


By 6.45 am the Reliance brass gets into 
action. The entire complex, spread over 
200 acres, is shut down in 30 minutes. A 
special emergency cell, comprising senior 
and middle management, is set up. People 
are mobilised from all parts of India and the 
world over the next 72 hours. In 96 hours 
6,000 skilled people are in Patalganga, try- 
ing to put the Reliance house in order. 
Telephone connections are restored in a 


WHAT SETS 
RELIANCE APART 


Clarity of vision over the 
long term. No deviance 
from integration, back- 
ward or forward, and 
value-addition. 


Precise understanding of 
project implementation. 


World-class, world-scale 
plants, which ensure that 
Reliance is competitive 
on a global scale. 


Aggressive growth 
backed by conservative 
financial management. 


Empowerment of the 
workforce, and spotting 
the best talent for a 
particular project. 


day, utilities in another 8-12, the polyester units begin 
humming in two weeks, and in another five days the 


plant is operating at normal capacity. 
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Date: Monday, 8th June 1998 . Location: Jamnagar, 
Gujarat. A storm warning’s put out. 16 hours later, for 
four straright hours western Gujarat is lashed for four 
hours by high-velocity winds. 550 people are missing, 
and Jamnagar looks like a war-struck zone. As does the 
site of the world’s largest grassroots refinery, where 
50,000 people are working round the clock in a bid to 
commission the Rs 24,000 crore, 27 million tonnes per 
annum plant in less than 36 months. 

Overnight the Ambanis along with cousin Hital 
Meswani establish a central command. A 100-line tele- 
phone exchange is shifted from Mumbai in 24 hours, and 
in 15 days, 60,000 workers are back at work. Start-up 
isn't affected. By December 1999, the refinery is com- 
missioned. In less than 


36 months, THE VISION 
Reliance has made substantial investments towards achieving its 
EIT THE FLOOD < long-term vision of convergence of energy and teleco 
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plague at Hazira (home 
to another Reliance poly- 
ester unit) or the more 
recent earthquake in 
Gujarat, Reliance 
Industries isn't exactly 
stranger to natural 
calamity. Over the years 
the Ambanis haven't just 
managed 13,500 peo- 
ple and assets worth Rs 
63,737 crore. They've also mastered the art of deal- 
ing with unprecedented crises. *People at Reliance 
have developed the mindset and skills needed to 
meet challenges and transform adversities into op- 
portunities," says Anil Ambani, Vice Chairman and 
Managing Director, Reliance Industries. 

At a time when huge question marks are being 
drawn over the Ambanis' Rs 18,000 crore grand Info- 
comm blueprint, which has had a false start, the Relia- 
nce top brass’ experience in dealing with adversity 
will clearly come to the fore. Even as sections of ana- 
lysts wonder whether with Infocomm the Ambanis 
have bitten off more than they can chew, the promo- 
ters themselves don't appear to be fazed. After all, 
this isn't the first time Reliance is at the receiving end 
of sceptics. Way back in 1981, when Dhirubhai 
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Ambani—then running a textiles company—approa- 
ched DuPont for technological assistance to build a 
world-scale polyester plant, they wondered aloud 
about his ability to do so; 22 years on, DuPont has 
forged an R&D alliance with Reliance for developing 
polyester processes and product technologies. Similarly, 
at least one financial institution and one of the lead con- 
structors of the Jamnagar refinery were sceptical about 
the unit coming on stream in less than 36 months. It 
did. “At the end of the day, it is the inherent obsession 
to beat the world—on capital costs, schedules and ope- 
rational parameters—that carries us through," says 
RIL Chairman Mukesh Ambani. 

At Reliance Infocomm, after encountering problems 
with customer service 
and with the distribution 
strategy, the Ambani 
wagon appears to be 
once again finding the rails. 
Mukesh Ambani claims 
to have acquired over a 
million customers for the 
Reliance IndiaMobile 
service, and some 70,000- 
80,000 customers are be- 
ing added every week. *By 
early next year, when we 
roll out the consumer bro- 
adband revolution, we 
expect to see a greater fil- © 
lip in customer acquisi- 
tion," says the Chairman. 

Indeed, the Ambanis 
have made it a habit to prove their critics and detrac- 
tors—and there are plenty of them—wrong. Ask Anil 
about the perceived differences between him and his 
brother, Chairman Mukesh, and he'll end that con- 
versation with a line straight out of his father's book. 
“Jab haathi ki sawari jaati bai to kutte bhokte rehte hai 
(When the elephant is marching forward, all the dogs 
can do is bark).” Yet, the Infocomm setback coupled 
with the ongoing case against the Ambanis for violat- 
ing the Official Secrets Act as well as concerns about 
the declining profit margins of the Rs 79,000 crore be- 
hemoth have given enough fodder for Reliance baiters 
to have a field day. “The Ambanis created plenty of 
wealth in the eighties, but they haven’t done any- 
thing spectacular in the past five-six years. Their new 
businesses—infocomm and oil & gas—is a lottery,” 


m sectors... 
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Source: A.T. Kearney Analysis 
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says the head of research at an 
Indian broking firm. 

But you have to be silly to write 
off the Ambanis at this stage. It 
would also be foolish to ignore 
the skills, mindset, strategy and 
vision that have made them India's 
largest business house, and pro- 
pelled it into the Fortune 500 
global league. Some of the statistics 
are awesome: Reliance's turnover 
is 3 per cent of India's GDP, its ex- 
ports of Rs 11,500 crore are 5 per 
cent of the country's and its market 
cap is roughly 7 per cent of the 
BSE's. In polyester Reliance is the 
second largest player in the world, 
the third largest in paraxylene and 
fifth largest in PTA. Its huge 3.6 
million family of shareholders 
has been rewarded at a com- 
pounded annual rate of close to 
23 per cent for the past 25 years. 
And yes, it made 2002's largest 
gas discovery, of 7 trillion cu- 
bic feet, India's biggest gas find in 
nearly three decades. 


A Consistent Vision 

So there must be something about 
Reliance, right? A lot, to be sure. 
Enough to make it BT-A.T 
Kearney's Best Managed Com- 
pany. What emerges loud and clear 
about the Reliance strategy since 
the eighties is the consistency of vi- 
sion. The focus on integration (ei- 
ther backward or forward), the 
quest for value-addition, quality 
implementation, and the obses- 
sion with size and economies of 
scale. Dhirubhai started as a textiles 
manufacturer; today textiles acco- 
unts for less than a percentage of 
RIL's revenues. The rest comes 
from systematic backward inte- 
gration initiatives: Petrochemicals, 
refining and, up the stream, oil 
and gas exploration. Then, to 








WHAT MAKES RELIANCE 
SO SPECIAL 


@ India's No 1 private sector company with 
profits close to a billion dollars and sales of $13.7 bil- 
lion. In Fortune 500's global league. Amongst the 
world's top 30 energy/petrochem companies by prof- 
its and amongst the top 50 by sales 


€ Turnover is 3 per cent India's GDP, exports of 
Rs 11,500 crore are 5 per cent of the country's, and 
market cap roughly 7 per cent of the BSE's. 


e Second largest player in the world in polyester, 
third largest in paraxylene, and fifth largest in PTA. 


@ Excluding IPCL, in India Reliance has a 51 per 
cent market share in polyester, 83 per cent in 
fibre intermediates, and 69 per cent in plastics 


6 Turnover has grown at a cumulative rate of 32 per 
cent over 10 years, and profits at close to 30 per cent 


€ Made the largest gas discovery in the 
world in 2002, of 7 trillion cubic feet, which is also 
India's biggest gas discovery in nearly three decades. 
Estimates since raised to 10.46 trillion cubic feet. 
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Playing the capacities game: From textiles to polyester to infocom, RIL's gameplan has hinged on massive capacities 





THE CONVERGENCE PLAY 


Over the years, Reliance plans to tap a market of over 1 billion 
consumers with an integrated portfolio of energy, telecom, 
power and financial services. 








€ Exploration & Production: Largest operator in India, with total 
acreage of nearly 2.9 lakh square km. Produces oil and gas worth 
close to Rs 800 crore from the Panna, Mukta and Tapti blocks 


6 Refining: First and only private sector refinery in India, with ca- 
pacity of 27 million tonnes; 5th largest in the world, accounts for 
24 per cent of India's refining capacity 


® Retail marketing of transportation fuels: Focusing on building a 
cost-effective, high-quality retail network that will leverage IT/infocom 
infrastructure 


z EIU TU eR D rtm 
negl... Rs x a Wr YS 
Fat wd P Ape. CEN ARCET YR. 


6 Petrochemicals: One of the largest multi-feed crackers in Asia, 
with a combined polyester, fibre intermediates and polymers capacity 
of 6.5 million tonnes per annum. Recently acquired India's No 2 
petrochem company, IPCL. 


€ Textiles: Products sold under brandnames like Vimal, Harmony and V2. 


6 Power: BSES is now a part of the Reliance group, after the 
Ambanis acquired 58 per cent equity in the power company. 
Reliance's ambitions of having 10,000 mw capacity will be chan- 
nelised via BSES. 


E- 6 Telecom: GSM business branded Reliance Mobile in seven cir- 
TN cles in 15 states, with 5.45 lakh subscribers, a 49.5 per cent mar- 
b ket share and cash profits of Rs 122 crore. 

f dE € Infocom: Largest infocom infrastructure and services brand 
ae Reliance India Mobile (CDMA) by a new entrant anywhere in 
E. the world. Nationwide broadband network that will address the en- 
5. tire voice and data telecom market. 

T 6 Insurance: Once telecom and fuel customers are roped in, 


Reliance plans to cross-sell general and life insurance products. 
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hedge against the downcycles of 
the oil-based businesses, Reliance 
diversified into power, the acquisi- 
tion of BSES—soon to be re-chris- 
tened Reliance Energy— now pro- 
viding the springboard for further 
build-up of capacity in this sector. 
Power also completes the picture of 
an integrated energy conglomer- 
ate, with infocomm's nationwide 
broadband network bringing in the 
convergence of gas, power and 
voice and data, thereby giving the 
Ambanis an opportunity to grab a 
large share of the consumer's wallet 
and fulfil the “well-head-to-wall- 
socket" vision. Then there are the 
insurance policies that Reliance 
hopes to cross-sell to its telecom 
and energy customers, in the 
process tapping a market of over 1 
billion customers. Says Lalit 
Ahluwalia, Head, Oil & Gas Practice, 
Ernst & Young India: *Whether 
it’s petroleum or power or broad- 
band, Reliance's focus is on creating 
a value chain by building an inte- 
grated infrastructure. It's all about 
achieving economies of scale." 
What's also notable about the 
Reliance vision is the creation of 
capacities much ahead of the market 
size prevailing at that time, right 
from textiles to polyester to, cur- 
rently, infocomm. Tied in with the 
focus on size is the thrust on creat- 
ing world-class assets, because 
Dhirbuhai believed that if the assets 
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From The Editor 


MUST MAKE A CONFESSION. IN EARLY 2002, WHEN WE 

decided to annually identify India's best managed 

company and approached A.T. Kearney, I harboured 
some scepticism. How would we do it? It is easy to eval- 
uate companies on the basis of cold hard numbers. 
Ranking companies solely by numbers is a no-brainer. It's 
a simple arithmetical exercise. The Fortune 500 ranks 
companies on the basis of sales. Our own BT 500 is 
based on market capitalisation. The company whose 
market cap is the biggest, gets to perch on the top of 
our list. Ditto for a few of our other surveys. 

Managing, on the other hand, is a different concept 
altogether. How do you evaluate how well a company is 
managed? If a company is profitable, does it mean that it 
is also well managed? Do financial numbers have a direct 
correlation to how a company is managed? Or are there 
deeper qualitative factors that determine that? 

Enter A.T. Kearney, our tireless partner for the past 18 
months or more. Kearney's proposal was to start with the 
firm's proprietary Value-Buil- 
ding Growth Matrix. A mouth- 
ful that but the concept is fairly 
simple. The value growth mat- 
rix maps market value growth 
against revenue growth. 
Companies that fall into the 
north-eastern corner quadrant 
of that matrix (See How We 
Identified India's Best Managed 
Company, page 60), are the 
value-builders. We plotted on 
the matrix 250 listed compa- 
nies, across nine industries, com- 
paring them with their industry 
peers, and identified 23 of the biggest value-builders. 

That was the first stage. This was followed by a 
qualitative exercise—in-depth interviews with top man- 
agements, seven of whom, incidentally, declined to co-op- 
erate. The 16 companies were then qualitatively evaluated 
on the basis of the interviews. The results were then dis- 
cussed by a panel comprising two CEOs, a senior profes- 
sor of management, the Editor and Deputy Editor of BT 





Our tireless partners A.T. 
Kearney: (Clockwise from top 
left) Senior Business Analyst, 
Anshuman Maheshwary, MD 
Ravi Kushan, Marketing 

manager Satyajit Lahiri, Vice 


Chairman Dr C. Srinivasan 


and an investment banker, besides Kearney's own rep- 


resentatives, who took the panel through the evaluation 
process. The panel first short-listed eight companies 
and then from those, chose two. And, finally, came up 
with the winner: India's Best Managed Company. Having 
been part of that intense, four-hour discussion, let me tell 
you it wasn't easy taking the final excruciating deci- 
sion. It was tough choosing just one company among the 
16 that the panel unanimously felt were all extremely 
well-managed companies. But then, ultimately, the very 
best has to win. Enough said. Turn to page 44 to see who 
it is. Oh, and my initial scepticism? What scepticism? 


SANJOY NARAYAN 


President Devinder Chawla and 
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were world-class, being competitive wouldn't be an is- 
sue. That's why the infocomm infrastructure—which 
covers 90 per cent of India—is the largest being put to- 
gether by a new entrant anywhere in the world. In ex- 
ploration and production Reliance is the largest Indian 
operator with a total acreage of close to 3 lakh square km. 
The refinery, which will soon be expanded to 33 mil- 
lion tonnes, is the fifth largest in the world, and accounts 
for nearly a fourth of India's refining capacity. 

If Reliance has made a name for successfully imple- 
menting large projects, one of the reasons for that achi- 
evement is its conservative financial planning. For the 
Ambanis don't resort to maverick financial maneouvring 
when chasing aggressive growth. Over the past decade, 
Reliance has created assets worth over Rs 50,000 crore 
with a conservative debt-equity profile that's never 
gone beyond 0.86, and which as of last year stood at 
0.6. Credit ratings have been maintained at the AAA lev- 
els. And over the years, Reliance's capex as a percent- 


age of cash profits has been decreasing—from 243 - 


per cent in 1995 to a little under 50 per cent by 2003. 
That's largely because cash flows have increased, and as 
of last year they stood at Rs 7,500 crore per year. 
The financial prudishness isn't affecting Reliance's 
track record in any way. Over 10 years, sales have 
grown at a cumulative annual rate of 32 per cent and 
net profits by 29 per cent. The stock price over the 
past decade is up 207 per cent, even as the Sensex 
inched up by 38 per cent. And last fortnight, Reliance 
moved into FT's Asia-Pacific 500 rankings at No 27, 
with a market value of $8.37 billion; last year the 
Ambanis were at No 50. “We see management as an 
embodiment of shareholder trust," says Mukesh 
Ambani, a lesson he's learnt from his father. 


A Nose For Value 

The Ambanis' nose for value is sensitive when it comes 
to acquisitions, particularly of state-owned compa- 
nies. They allowed VSNL to go to the Tatas, and for IBP 
their bid wasn't amongst the top three. *Capital pro- 
ductivity and global competitiveness are key issues 
and pure asset growth is not a sustainable strategy for 
growth,” says Anil Ambani. That's why he's clear HPCL 
will make sense only if the price and timing are right. 
By 2004, Reliance plans to have 1,500 retail outlets of 
its own. If HPCL isn't yet disinvested by then, the 
Ambanis may decide they don't need it. Particularly 
when you consider that the Reliance game plan is to 
have one outlet doing three-to-four times the volumes 
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THINKING BIG © 
(AS USUAL) FOR THE FUTURE 


EXPLORATION & PRODUCTION: Capex of | 

Rs 500 crore per year for exploration; Rs - 

2,500 crore per year for the next 3-4 years on. 
production from discovered fields as well as for. | 
setting up pipeline infrastructure. First gas - 
planned for 2006. 


RETAIL MARKETING: Has approvals for setting 
up 5,849 retail outlets. Initial plans to set up 

2 300 outlets, in the process targeting market — 
share of 22 per cent. 1,500 outlets should be | 
ready by April 2004 at an estimated capex of R 
3000 crore. Expressed interest for acquisition of 
34 per cent in HPCL. | 


INFOCOMM: Once the mobile game blan is ex- 
tended to cover 673 towns and cities covering 

90 per cent of India's population, another 2 lakh 

enterprise customers in 194 cities will be pro- 

vided 100 mbps Ethernet links to their desktops - 

and devices. Enterprise wireless applications be- - 

ing developed. Total capex: Rs 18,000 crore, Rs — 

9,000 crore of which has been spent and the 

rest will be invested in next two-to-three years. 


PETROCHEMICALS: New PET plant of 2.2 
lakh tonnes being set up; additional 40,000 
tonnes of polyester fibre capacity M 
commissioned. 


of an HPCL outlet (HPCL has 4,800 outlets). Meantime, 
true to type, RIL is expanding its refinery from 27 
million to 33 million tonnes at 20 per cent of the 
cost of setting up a 6 million tonne refinery. 

At the one PSU that did come their way, IPCL, in May 
2002, the Ambanis have sparked an increase in produc- 
tivity: Make decisions, but be accountable for them. If 
they work out, you are rewarded, if they don't work 
out, well... The biggest change was to get people to 
make decisions. New challenges were thrown at the IPCL 
team. And they delivered: By producing 20 per cent 
more, by reducing interest costs by 25 per cent, and in- 
creasing sales realisations. 

The Ambanis are also known to set pretty unusual 
targets when implementing projects. When the refinery 
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Title of the Programme 


Basic Leadership Skills 

Effective Presentation Skills 

Economic Indicators of Business Cycles 
HR for Non-HR and Line Executives 
Perfecting Presentation Skills 
Industrial Relations and IR Laws 


Strategic Management for Business Leadership 


Strategies for Electronic Libraries 
Industrial Marketing Strategies 

Personal Growth and Effectiveness Lab 
Balance Scorecard 

Manufacturing Management 
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Management Development Programmes 


Duration 
July - August 2003 


Jul. 7-11 
Jul. 14-16 
July 14-18 
Jul. 14-18 
Jul. 17-18 
Jul. 21-25 
Jul. 21-25 
Jul. 28-Aug. 1 
Aug. 4-7 
Aug. 11-15 
Aug. 18-20 
Aug. 18-22 


Understanding Indian Consumer Behaviour for FMCG & Durables Aug 18-22 


Cross-Cultural Management 
Supply Chain Management 
Valuation of Companies (Mumbai) 


Leadership through Spiritual Awareness (Ooty) 
Disciplinary Action, Domestic Enquiry, Discharge and Dismissal: 


Legal and IR Implications (Bangalore) 


Aug. 25-28 
Aug. 25-29 
Aug.28-30 


September 2003 


Assessment Centre Approach to Competency Mapping (Mumbai) Sep. 1- 5 
Fixed Income Securities Markets and Portfolio Management Sep. 1-5 
Human Resource Management in the Liberalized Economy Sep. 8-11 
Achieving Customer Delight Sep. 8-12 
Strategies for Creating Value Sep. 8-12 
Data Warehousing for Management Decisions Sep. 15-17 
Managing the Training Function Sep. 15-18 
Retailing in India: Challenges, Opportunities and Strategies Sep. 15-19 
Financial Management Sep. 22-26 
October 2003 
Business Writing Oct. 13-14 
Managing Knowledge and Learning Oct. 13-16 
The Science and Art of Managing Effectively Oct. 16 - Nov 7 
Strategic Brand Management Oct. 20-24 
Effective Influencing Skills and Strategies (Lonavia) Oct. 27-29 
Supervisory and Managerial Effectiveness Oct. 27-30 
Transformational Leadership (Lonavia) Oct. 30- Nov 1 
November 2003 
Managing Men and Corporate Nov. 3-6 
Team Building and Conflict Management Nov. 3-7 
Basic Leadership Skills Nov. 10-14 
Logistics Management Nov. 10-14 
Product Strategy and New Product Management (Mumbai) Nov. 17-20 
Finance for Non-Finance Executives Nov. 17-21 
Workshop on Customer Relationship Management (Bangalore) Nov. 20-22 
Interpersonal Skills (Mumbai) Nov. 24-26 
Customer Service Skills Nov. 24-28 
Effective Marketing Nov. 24-28 
Managing e-Security (New Delhi) Nov. 26-28 
Competency Based Human Resource Management (Mumbai) Nov. 27-29 


* Programmes in bold are for Senior Executives 


Prog. Coordinator(s) 


Thomas P D, sj 

A C Jesurajan, sj 

Veena Pailwar 

E M Rao & M Srimannarayana 
A C Jesurajan, sj 
Pranabesh Ray 

Ram K Kakani & B Saha 
Sangayya S Sirurmath 
Sharad Sarin 

P T Joseph, sj 

Ram Kumar Kakani 
PKDe 

Ashis Mishra 

Madhukar Shukla 

TAS Vijayaraghavan 
Pitabas Mohanty 


Ekkirala S Srinivas 
EM Rao 


R K Premarajan 

H K Pradhan 

Pranabesh Ray 

Mohan L Agrawal 

Ram K Kakani & B Saha 
Supriya Kumar De 

M Srimannarayana 

Ashis Mishra 

James Santhanam, sj 


A C Jesurajan, sj 
Madhukar Shukla 
Mathai B Fenn 
Sanjay K Patro 
Venkat R Krishnan 

E M Rao 

Venkat R Krishnan 


P K Padhi & E M Rao 
ISF Irudayaraj 
Thomas P D, sj 

TAS Vijayaraghavan 
Sanjay K Patro 
Sabyasachi Sengupta 
Sharad Sarin 

E S Srinivas 

Mohan L Agrawal 
Pingali Venugopal 
Ashis K Pani & Supriya K De 
R K Premarajan 
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was being built in Jamnagar, one of Mukesh Ambani’s 
responsibilities was to ensure that the team was spend- 
ing Rs 44 crore a day. Any expenditure below that was 
questioned. Above Rs 44 crore wasn’t a problem! 

Along with the capacity to smoothly bankroll its 
projects, Reliance’s ability to also build the best teams, 
as well as to empower and motivate them, have con- 
tributed in no small way to their iconic status as proj- 
ect implementers. 
Notably, the leaders 
of such teams don’t 
need to have the 
specialised skills. 
Rather, they should 
be able to find such 
people. For instance, 
the head of Relia- 
nce’s upstream busi- 
ness, P.M.S. Prasad, 
started out in the 
company’s polyester 
division and you 
could safely conclude 
he had little knowl- 
edge of what it takes 
to drill at 6,000 feet 
under the sea for gas. 
Instead, Prasad hired 
a crack team from 
the global energy 
majors like Esso and Exxon-Mobil, opened and office 
in Houston, and was given a free hand by the Ambanis. 
Today, the oil & gas division has the potential to 
change the profile of the company—and indeed the gas 
demand-supply equation of the country. Just KG-D6— 
the first well drilled in block D6 in the Krishna Godavari 
basin, in which Reliance discovered natural gas—has the 
potential to contribute15-20 per cent of Reliance's 
revenues in three-to-five years from under 1 per cent 
currently. And remember, Reliance has acquired a to- 
tal of 32 blocks in India. *More than Infocomm, gas will 
be the most important attraction for potential in- 
vestors in Reliance. The scope of the gas find is enor- 
mous," points out Mitesh Mehta, Director, KG Vora 
Securities, a Mumbai-based broking firm. 

Clearly, whilst the Ambanis are the public face of 
Reliance, there's an army of professional talent fuelling 
their vision: 80 per cent of them are engineers, 12 per cent 
MBAs, 6 per cent CAs or ICWA, and 2 per cent Ph.Ds, with 


S. Sapra, President (Polyester): 
Heading the global #2 
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(MORE THAN) A FEW 
GOOD MEN 


SUBODH SAPRA: President, Polyester Sector, 
RIL, Sapra heads a Rs 7,000 crore business; 
you could also say he heads the world’s second 
largest polyester business. 


K.V. SUBRAMANIAM: Heads Reliance’s Life 
Sciences division. Prior to that he was executive 
assistant to the CMD at IPCL. 


MANOJ MODI: Executive Director at Reliance 
Infocomm, Modi is a chemical engineer who 
was earlier, amongst other things, a project 
manager at a Reliance pipeline company. 


SATISH SETH: Currently Vice Chairman at BSES 
Seth, armed with an FCA and a law degree, 
began his stint in RIL as an internal auditor. 


P.M.S. PRASAD: Heads Reliance’s oil and gas 
business. Earned his spurs in the polyester 
business. 


K. NARAYAN: President of Reliance's Rs 700 
crore textiles business, Narayan at one time was 
in the exports division. 


the average age of the 13,000-odd workforce a healthy 
38. Anil Ambani points out that going forward, the gap 
between ownership and management will widen. *If my 
son wants follow a non-corporate career, that's fine by 
me. The family can be a financial investor in Reliance 
and we see a growing divorce in the future between 
ownership and management. Reliance is an institu- 
tion and does not need an Ambani surname to grow." 
What the Ambanis have proved over the years, is 
their ability to dream big (with eyes open), draw am- 
bitious blueprints, raise the required capital to get 
them off the drawing board, and attract the right peo- 
ple to execute those grandiose plans at seemingly-un- 
realistic deadlines. *They have a vision. The expectations 
along with the motivation are very high," says Shailesh 
Haribhakti, CEO, Haribhakti Group and Independent 
Director, IPCL. In five years the group aims to double 
revenues, a quarter of those coming from *new econ- 
omy and services businesses." After 25 years, the 
growth story has slipped into the next league. 
ADDITIONAL REPORTING BY DIPAYAN BAISHYA 


[ESS SAGE wy SS X LS aE eS EE SIE TS RE ROSE IT e AL oie Doe SS - ST Eos ST SES PRENEZ UU RAE TOES | 
















d $ 
A S 2519 We, 
PCT So AP 
uc ^ s yr 


bd 
NUS 
a 1 


A 
4 

CM 
* 


'* 
e "T yf 
T VP VET. 
^E Ae 


Sowing information to reap a better harvest. 
For Tata, it's just the beginning. 





Witness the next green revolution. An innovative project pioneered by Tata in Babrala, 
Uttar Pradesh, is using satellite imaging systems, digitised land mapping, soil analysis techniques, 
sophisticated database and specialised software. To help small farmers increase their yield to 
unprecedented levels. Adding the power of information to a farmer's intuition. Creating a 
new generation of prosperous farmers. That's leveraging technology for a better life. 

As practised by 230,000 people at Tata everyday. 
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Improving the quality of life 


(now more, visit us at www.tatatkk.com FCB*ULKA 210119A 
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Earthquake? Adulterated cement? Or illegal construction? J Hindustan Times 
Truth unfolded. Issues brought to light. Facts revealed. Get the real picture. .. Because you deserve to know 


Grev Worldwide HT 191 03. 
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Dr. C. Srinivasan, 
Chairman / A.T. Kearney 


IM CLEMMER, THE CANADIAN 

management expert, has des- 

cribed passion as “a burning 
commitment to a cause". This 
study is born of such a consuming 
passion—the passion of the 
Business Today team to discover 
and share with its readership the 
secrets of success of India Inc.’s 
best managed companies, coupled 
with the passion of the A.T. Kear- 
ney team to leverage the firm's 
global leadership in this subject— 
our firm has over 75 years of glo- 
bal client experience. Having suc- 
cessfully used our methodology 
and built rich research knowledge 
across over 35 countries and multi- 
ple industries, through a 10-year 
longitudinal study of more than 
10,000 companies, we were espe- 
cially keen to unlock the myster- 
ies of sustainable value-driven lea- 
dership among Indian companies. 

The fundamental premise 
behind this study is a shared belief 


In Search Of 
Excellence 





that “best managed” companies 
must be defined and viewed 
through the lens of the reader. 
Business Today’s expert know- 
ledge of its valued readers told 
us that while they tend to be pri- 
marily interested in the pure 
quantitative assessment of a com- 
pany’s financial fundamentals, 
they are also very curious about 
the qualitative aspects of what 
defines and gives a company its 
character. Strategic direction, cal- 
ibre of leadership, customer focus, 
robustness of corporate gover- 
nance processes, environmental 
and social friendliness are all issues 
that we investigated and ques- 
tioned the leaders of corporate 
India on. We are confident that 
this attempt offers a holistic def- 
inition of *best managed" (inc- 
orporating both quantitative and 
qualitative parameters) and will 
distinguish our effort from sim- 
ilar studies that tend to focus 
solely on one or the other. 

Our study reveals a micro- 
cosm of the diaspora of India Inc.: 
the ecstasy of its achievements, the 
agony of its stumbles, and its per- 
plexing complexity, all in the face 
of a teasing mix of opportunity 
and adversity. Yet, many compa- 
nies survive, thrive and lead the 
way in creating sustainable value 





for their stakeholders with cus- 
tomised, individualised recipes of 
management styles and actions. 
This, in a nutshell, is the story 
of what separates the wheat from 
the chaff: the eclectic combus- 
tion of financial performance and 
managerial excellence. Before 
coming to a conclusive decision, 
our findings were presented to, 
discussed and challenged by an 
expert panel of leaders spanning 
the full spectrum of industry, aca- 
demia, management consulting 
and the media. The arguments 
were incisive and conclusive. 
While, holistically, Reliance 
Industries Limited emerged India's 
Best Managed Company, it must 
be understood that, in reality, we 
have 16 winners that display best 
management practices across sev- 
eral parameters and a time period 
covering the last five years. 

We hope you will take home 
some of our learnings from this 
exercise in terms of what India's 
Best Managed Companies do dif- 
ferently—what makes these com- 
panies tick and perform better than 
their peers. Do consider spending 
some time with this offering— 
these lessons form the common fab- 
ric of a success recipe that, we bel- 
ieve, can be applied across all maj- 
or corporate sectors. E 
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Offering a tempting choice of collars and cuffs. 








Comprising a meticu 


ously crafted range that's 


perhaps the finest tribute to the new age 'eaaer 
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Enjoy the change 
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Available at the following ITC's Wills Lifestyle stores: Delhi South | 
Hyderabad Panjagutta | Secunderabad M.G. Rd. | Ernakulum M.G. HG Kolkata 
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How We Identified India's 


Best Managed 


GRAPHICS BY KULDEEP BHARDWAJ 
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N 2002, BUSINESS TODAY AND A.T. KEARNEY 


decided to embark on a first-of-its-kind ex- 

ercise to identify India’s best-managed com- 

pany. Business Today was keen on identifying 

the unique practices that distinguish India’s 

best managed companies and to share this 
knowledge with its readers. And A.T. Kearney was 
driven by the passion to leverage its global leadership 
on the topic. The firm suggested that since companies 
exist to create value, its proprietary value growth ma- 
trix be used as the basis for this study. 

The value growth matrix maps market value growth 
adjusted for changes in equity against revenue growth 
(See The Value Growth Matrix). Our objective was to 
closely study companies that made it to the top right of 
the matrix, the value-builders. That way, we would only 


THE VALUE GROWTH MATRIX 


> Industry Average 


Simple Growers 
E = 
5 2 
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s  Under-Performers Profit-Seekers — E 
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> Industry Average 
Source: A.T. Kearney 


<Industry Average ^ Adjusted market value growth 
Market Value Growth adjusted for changes in equity 
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focus on companies that managed the tricky balance 
between profit and growth. 

A.T. Kearney has conducted a series of global stud- 
les using the framework of value-building growth cov- 
ering over 1,100 companies across continents. Apart 
from mapping a company’s performance in relation to 
that of its peers’, the matrix provides insights into 
how a company has exploited growth opportunities 
while ensuring the right balance between profit and 
growth. More importantly, such an analysis is the 
ideal starting point to discover how value-builders 
manage their growth cycle over time. 

The first step of the exercise was to shortlist, from 
the universe of listed companies, a sample. To make the 
cut, companies had to: have been publicly listed no later 
than 1996; have minimum revenues of Rs 100 crore: 


Value-Builders achieve above-average revenue and shareholder 
value growth over a long period. These companies constantly try to 
extend their advantage by consistently finding ways to stay ahead 

of their peers in the race for growth opportunities, capital, and talent 


Profit-seekers show revenue growth rates below their industry's 
average, although they still create significant shareholder value in 
the short-term 


manage to outperform their peers in generating 
revenue, but, over time, the once-anticipated profits fail to follow 


if E: S are below average on both counts, revenue 
growth and shareholder value creation 
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The panelists: (Top L-R) A.T. Kearney's C. Srinivasan, Zensar's Ganesh Natarajan, A.T Kearney's Ravi Kushan, 
A.T. Kearney's Devinder Chawla, and A.T. Kearney's Anshuman Maheshwary (the consultant who worked along 
with Chawla on the project); (Bottom L-R) Rothschild's Munesh Khanna, Thermax's Anu Aga, and Professor 


VYHAW NVAIA 


J. Ramachandran of IIM, Bangalore 


minimum market capitalisation of Rs 50 crore; 
and have declared a net profit in at least 
two out of the past four years. Over 
250 companies across nine 
industries—automotive, energy 

and utilities, financial services, FMCG, IT 
and telecom, manufacturing, metals 
and minerals, process, 
and pharma and health- 
care—made the grade. [ON 

These companies Organisational 
were plotted on the Structure 
Value-building Matrix 
framework. A total of 23 companies 
across nine industries from the value- 
builders quadrant were selected. This 
was based on quantitative criteria as 
well as qualitative ones (consistency of ap- 
pearing in this quadrant over time; present 
size of operations; potential for future growth). 

In the second stage, a team of consultants from 
A.T. Kearney sought to meet with the senior leadership 
of the 23 companies to understand the strategic decisions 
that enabled the company to remain a value-builder. 
Seven companies refused to participate. These include 
HLL, Kodak, ONGC, Indian Oil Corporation, Zee 
Telefilms, Balrampur Chini, and Hero Honda. The 
other 16 companies either met with the team of consul- 
tants from A.T. Kearney or filled up a detailed question- 
naire. The next step was a qualitative evaluation based 
on the interviews and the responses. The parameters on 
which this was done are: strategy, financial performance, 





Social £ 
Responsibility 7 


5% 
10% 


Corporate 
Governance 









10% 


HR Strat egy 


leadership and management philos- 
ophy, systems and processes, 
4 employee skills and HR ef- 
fectiveness, organisational 
structure, corporate gov- 
ernance, and social respo- 
nsibility. Each of these has a 
role to play in the process 
of value creation. 

The results were dis- 
cussed by an expert panel 
that met in Delhi on May 
20. The panelists were: Dr 
C. Srinivasan, Chairman, 

A.T. Kearney, Ravi Kushan, 
Managing Director, A.T. 
Kearney, Devinder Chawla, 
Vice President, A.T. Kearney and 
the leader of the team that con- 
ducted the survey, Anu Aga, Chairperson, 
Thermax, Ganesh Natarajan, CEO, Zensar, Munesh 
Khanna, Managing Director, Rothschild India, Professor 
J. Ramachandran of the Indian Institute of Manage- 
ment, Bangalore, Sanjoy Narayan, Editor, Business Today, 
and R. Sukumar, Deputy Editor, Business Today. 
The panel looked at all the parameters considered by 
A.T. Kearney and decided to identify India's best man- 
aged company on the basis of four characteristics: 
value creation, strategic direction, complexity of portfo- 
lio, and status as a role-model. From 16, the panel short- 
listed eight companies, then four, and finally two, before 
identifying India's Best Managed Company. & 
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BY NARENDRA NATHAN 





ANAGEMENT IS A FOUR- 
letter word in Scott 
Adams' Dilbert comics. 
The managers are, invari- 
ably, dumb and, invari- 
ably, mean-spirited. 
Humorous that may be; fair, it isn't. The M 
factor (M for management), experts now ad- 

mit, could explain some of the gap between the 
actaal price of a company’s scrip, and the 
price dictated by its fundamentals. That’s the 
power of M. The 16 companies that made it to 
the final round of the first BI-A.T. Kearney 
India’s Best Managed Company study stand tes- 
timony to this. One, Hindalco, has offset the 
aluminium business cycle to which it is vul- 
nerable by diversifying into copper, which has 
a complementary cycle. Another, Asian Paints, 
has ridden to domestic success on the back of 
its marketing and IT strategy and has now ac- 
quired global manufacturing facilities. And 
still another, Reliance, is successfully juggling 
a complex portfolio of businesses. Adams, it 
would appear, is wrong. M does matter. 
Unconvinced? Read on. 
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Honda. The undisputed leader in technology. 

Honda has always believed in giving more excitement and more joy. Whether it be designing high performance 

sports cars that are a pleasure to behold and a joy to drive or creating the world’s first humanoid robot to walk on two legs 

or countless other technologies that astonish and delight. Honda's spirit of exploration frequently invents JP 
| | | 


"a 


the future. No wonder millions of people worldwide can't help but say "What a Honda!" M 
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A Global 
Brushstroke 


HEN A COMPANY HAS 

manufacturing facilities in 
13 countries and a presence in 
24, it can claim to be truly global. 
Courtesy, the recent acquisitions of 
Berger International, Singapore, 
and sci Chemical, Egypt, Asian 
Paints has just that. None of this is 
a chance occurrence. In the early 
1990s, Asian Paints decided that 
the logical next-step for it was to 
go global; since then, it has 
worked towards that goal. 

On the strength of its unique- 
for-a-paints-company advertising, 
Asian Paints has built one of 
India’s strongest consumer brands 
despite not being either a fast mov- 
ing consumer goods (FMCG) or 
consumer durables company. And 
it has amongst the most wired 
supply chains in India Inc, some- 
thing that translates into a defi- 
nite advantage in terms of distri- 
bution and cost control. 

Vice Chairman and Managing 
Director, Ashwin Dani, believes 
this is responsible for the consistent 
improvement in the 
company’s operating 
margins, up to 17.68 
per cent today from 
14.81 per cent five 
years ago. With 
more investments 
in IT lined up, 
Asian Paints is mak- 

ing sure it doesn’t lose 
the advantage. 


( Brand success: 


| In many ways, 

4 Asian Paints sees 

Le itself as a consumer 
goods company 
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Twice-baked, Twice-bc 


E THE COMPANY HAS RECENTLY BEEN IN THE NEWS ` 
(this magazine, even) for all the wrong reasons, but Britannia 





remains one of India's most enduring food brands. The gloom in the 
FMCG domain has left biscuits largely untouched and the company, 
with a 60 per cent share of the market, and a strong presence in the lower- 
end, looks set to achieve its target of making every third Indian a 
Britannia consumer. The company's decision to divest its growing 
dairy business to a joint venture with New Zealand's Fonterra Co- 
operative Group may slow its growth rate some but, as another school 
of thought goes, it could help the management focus exclusively on bis- 
cuits. It’s all they've got, but it should do. - 


A Private 
Affair 


5 fica COMPANY THAT MADE IT 
alright for adults to crave 
chocolates—it also remade its 
fortunes in the process—will 
certainly not be part of the sam- 
ple for the next edition of 
India’s Best Managed Company: 
following a buyback by its par- 
ent, the UK-based Cadbury 
Schweppes, the company was 
delisted from the bourses in 
2002. Like Britannia, Cadbury 
has an objective defined in terms 
of consumers, “a Cadbury in 
every pocket.” And like FMCG 
behemoth Hindustan Lever 
Limited—it made it through the 
numerical filters of the survey 
but chose to take the fifth— 
Cadbury has a power-brand 
strategy. With an aggressive 
foray into the low-end with 
Chocki, a squeeze-out choco- 
late goo aimed at children, 
and launches at the high-end 
of the market, Cadbury seems 
on its way. The fact that 
chocolates remained immune 
to the slowdown in the overall 
FMCG market helped, not that 
the company needed it. 





DR ANJI REDDY/ CHAIRMAN 
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The Innovator’s 
a 
Dilemma 


D REDDY'S WANTS TO BE A 
discovery-driven global 
pharma company. That's a stretch 
target that could take time and 
money. To fund the discovery 
business, the company is focussing 
on the lucrative generics market in 
the US; with several blockbuster 
drugs going off patent by 2005, 
this market could be, by some est- 
imates, as large as $10 billion (Rs 
47,000 crore). The balance bet- 
ween the promise of exponential 
growth (thanks to new discoveries) 
and a steady cash flow (arising 
from generics) is what makes the 
company unique. More in our fea- 
ture on Page 92. 
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MAGIC BUSINESS BINOCULARS. Just imagine taking a peek into the future. Getting a sneak preview of 
where business is going to go. Check out some of the issues that are going to come to bear in the on demand 
era. Find out what your customers are going to need even before they do. Take a peek at the technological and 


strategic breakthroughs that will transform how you do business. Sounds like science fiction? It is. 





IBM BUSINESS CONSULTING SERVICES. The on demand business era has arrived. An era when customers demand 
greater responsiveness, partners greater integration and shareholders greater value. An era where businesses will 
have to be proactive to cater to the dynamic demands of customers, suppliers, partners and employees. Weve always 
been committed to help our customers successfully manage change. As a demonstration of this commitment weve 
gone a step further and acquired PWC Consulting. ‘Today, our customers can benefit from our consultants’ unique 
industry insights, strategy, process and start-to-finish accountability. Years of experience in both corporate and 
government sectors have empowered our consultants with an understanding of the challenges and opportunities 
facing businesses in India. Their unique appreciation and insights will help them delve deeper to come up with 
real solutions. Solutions that will transform your business and help you capitalise on opportunities in an on demand 
world. To find out how IBM's solutions can help you, call us at Bangalore - 6787216, Chennai - 24988508. 
Kolkata - 22822126, Mumbai - 26533577, New Delhi - 23702022 or visit us at www.ibm.com ve-business/in 


WELCOME TO THE ON DEMAND ERA. 


(Obusiness on demand | = == 


IBM, the e-business logo, e-business on demand are either registered trademarks or trademarks of International Business Machines Corp. in the U.S. and/or other countries 
Other company, product and service names may be trademarks or service marks of others. ©2003 IBM Corp. All rights reserved 
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Gurgaon: India's urban renewal over the past decade may have benefited Gujarat 
Ambuja, but the company has left nothing to chance 


BART BUN CEMENTS ARCA SAHARA MANAGING DIRECTOR | 
Yes, Cement's Sexy 


I. S EASY TO SAY THIS: GUJARAT AMBUJA IS THE BEST CEMENT COMPANY IN 
India, period. It's tough being a successful cement company in India: retail 
prices are largely outside the control of individual companies. Still, GACL has 
grown by focussing on volumes and cost control. It has also made a strategic 
investment in cement major ACC and as Anil Singhvi, Executive Director of 
the company, says, *Competitors can work together and Gujarat Ambuja and 
ACC demonstrate that." The cyclical nature of cement prices remains a mat- 
ter of concern but the housing boom and the government's emphasis on in- 
frastructure are certain to result in an increase in demand. That could result 
In improved profitability for all cement companies in the country. As it often hap- 
pens in such cases, the company that is the least-cost manufacturer, and the most 
efficient in terms of logistics- and distribution-management stands to gain the 
most. Gujarat Ambuja is that company. 








| HDFC BANK A ADITYA APURI N MANAGING DIRECTOR. 








A MOG? THE FIRST NEW PRIVATE E BANKS IN INDIA, HDFC BANK IS A STUDY IN SYSTEMIC TS TECHNOLOGY 
- Mfairly advanced stuff, if you must know) is scalable, and its costs, among the. lowest in t the busi- 
T ss. Constrained by its parent's focus on mortgages from entering the business, HDFC Bank — E 

ented its banking operations by cross-selling products such as depository and bill-payment set vice: s, 
mutual. funds, and investment advice. And it boasts among the best risk management systems in t 
dustry. For instance, on March 31, 2002, its portfolio of funded exposure (including adv 
... porate debt) was highly diversified. with each of 28 industries accounting for 1 per cent or pe 
DEC could explain why i its non-performing assets, as a proportion of total a assets is ed below 1 
Us Read all about HDFC C Bank on Page 96. | £v Um 
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Standard 


URELY ON THE STRENGTH OF 

its strategy, Hindalco deser- 
ves to be in this choice set. 
Not too long ago, the Aditya 
Birla Group company was just 
another aluminium producer. 
Today, in the wake of the acq- 
uisition of Indal, it is India’s 
largest. “Once the government 
firms up its plans for Nalco, 
we will bid for that too,” says 
full-time director A.K. Agar- 
wala. The company has also 
sought to hedge its vulnerabil- 
ity to global aluminium prices 
by diversifying into copper— 
the cycles of the two businesses 
are diagonally different—by 
acquiring the copper business 
of stablemate Indo Gulf. To 
insulate itself better, Hindalco 
has launched semi-fabricated 
and value-added aluminium 
products, acquired copper 
mines in Australia, and initi- 
ated efforts to reduce its cost by 
around $50 (Rs 2,400) a ton. 
“The cost-cutting drive (initi- 
ated at the end of FY 02), will 
give results after 18-24 
months,” says Anant Katare, 


an analyst at Khandwala 
Securities. Acquisitions, capac- 
ity expansions, diversifications, 
and a strategic move up the 
value chain, surely, there's lit- 
tle else a company can do? 
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Photo Printer with 
optional cradle 








— Shoot and print direct... 
Anytime, Anywhere. 





From the leader in camera and print technology comes the ultra-convenient Canon Camera Direct. 
This powerful innovation lets you shoot and print high-resolution photographs anytime and 
anywhere, simply by connecting a Canon digital camera to a Bubble Jet Printer. For instance, 
capture an image with the stylish, 4-megapixel IXUS 400. Featuring a 3x zoom, the IXUS 400 is 
powered by DIGIC, Canon's revolutionary digital imaging processor that vastly improves 
image quality. Connect it directly to the beautiful Canon i70, a portable photo printer that offers 
true desktop performance wherever it's operated; it can even output brilliant, A4-size 


borderless prints. No PC. No processing lab. No waiting. Just beautiful photographs instantly. 
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Call Canon at 1600 33 33 66 or log on to printers.canon.co.in 


South East Asia Headquarters-Canon Singapore Pte. Ltd. India Office-Canon India Pvt. Ltd., Neela Gagan, Mandi Road, Mehrauli, New Delhi-30 


E Hind alco-where 
 growthis diverse 





At Hindalco size of operations is not the only benchmark for growth. 
Growth in our product range, growth in our customers' satisfaction 
and trust, growth in our efficiency and growth in our confidence 
have all contributed to make Hindalco the largest integrated 
Aluminium manufacturing facility in India with ISO 9002, ISO 14001 
and OHSAS 18001 Certifications. Our product range include : Ingots, 
Billets, Wirerods, Rolled Products, Extrusions, Foils and Alloy Wheels. 
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HINDALCO 
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World class quality. Made in India 
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PRINCIPAL OFFICE & WORKS : PO. Renukoot - 231 217, Distt. Sonbhadra (U.P) INDIA, Phone : (05446) 252077-79, 254791-96, Fax : (05446) 252107, 252427, E-mail : hindalco.rkt@adityabirla.com 
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The Most 
Efficient Of 
Them All 


VEN AS THE BLOW-HOT- 

blow-cold disinvestment 
saga of Hindustan Petroleum 
Corporation Limited (HPCL) 
continues, the company con- 
tinues to remain the most effi- 
cient public sector oil com- 
pany. To deal with the com- 





EU 


Retail Play: Even as its 
disinvestment continues to be 


debated, HPCL has increased 
its retail-focus 


ing competition in petro-mar- 
keting, HPCL has acquired 
some of its dealer-owned out- 
lets and done them up, con- 
venience stores, ATMs, the 
works and more. “We are en- 
tering allied businesses," says 
M.B. Lal, Chairman and 
Managing Director, HPCL. 
^One is an alliance with car 
rental agency Hertz." 

Apart from the emphasis 
on retail, the company is foc- 
ussing on reducing cost and 
increasing efficiency, the two 
universal mantras of well- 
managed companies anywhere 
in the world. Its presence in 
this list is reflection enough 
of its ability to do that. 


finance institution 






SANJAY PANDYA 


It's A Universal Bank! 


NU DS DEVELOPMENT FINANCE INSTITUTION IS TODAY THE COUNTRY S 
second largest bank and its first universal bank. It boasts the largest 
ATM network in the country, is the #1 car finance company and the #2 mort- 
gages one and its subsidiaries in the asset management and insurance business 
are the #1 private sector players in both. Much of this stems from its aggressive 
retail play even when ICICI and ICICI Bank were disparate entities—the agg- 
ressiveness was a ploy to reduce the risk of ICICI’s traditional portfolio. The 
NPAs inherited from ICICI remain an area of concern but the merged entity’s 
diversified asset base and its rapidly expanding retail base has reduced this risk. 
And the new Securitisation Bill could help it recover old loans smoothly. 


Transparency Troubadour 


AN ANY LISTING OF INDIA’S BEST MANAGED EVER BE COMPLETE WITHOUT 

Infosys? The company has won innumerable awards (including being 
named BT-Hewitt Best Employer in India twice), maintained its position 
in the 10 most valuable companies by market capitalisation (this, despite 
the recent meltdown), and is renowned for its transparency and good man- 
agement practices. We could go on and on and say a lot more but suggest 
you turn to Page 106 instead. 


Media- and investor-darling: Forget its consistent performance, 
Infosys has a squeaky clean image, rare in India Inc. 
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They Do It 
With Optics 


HE LOGICAL NEXT STEP FOR 

floppy disk manufacturers was 
to have diversified into optical me- 
dia such as compact discs (CDs) and 
digital video discs (DVDs). Few 
Indian companies made it in flop- 
pies, and only one has managed 
the transition. 

Actually, that sentence is a trifle 
unfair to Moser Baer, for the com- 
pany hasn’t just made the shift but is, 
today, a player of note in the global 
market for optical media—it has a 
marketshare of around 11 per cent. 
It has achieved this position on the 
strength of its global-scale facilities 
and efficient operations. 

Moser Baer’s recent decision to 
up DVD capacities will help it cut 
costs further. Already, its products 
are among the least-priced on of- 
fer, one reason why it is a regular tar- 
get for investigations on the charge of 
dumping. The European Union re- 
cently cleared the company of dump- 
ing charges but has imposed a coun- 
tervailing duty of 7.3 per cent on its 
products. Even this won’t hurt 
Moser Baer and its products will re- 
main around 10 per cent cheaper 
than the competition’s. Bravo! (turn 
to Page 102). 





Reliance í 
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Ambitious Diversification: Since 1996, RIL has become a refining 
and telecommunications major 


m & 
Managing Complexity 


RE IS THE LARGEST PRIVATE SECTOR COMPANY IN INDIA AND 
the only Indian private sector company to figure in Fortune 
magazine's list of the world's 500 largest companies, but size isn't 
the reason the company is here. Nor is it the company's per- 
formance in terms of topline and market value growth, the axis of 
the value creation matrix that formed the basis of the BT-A.T. 
Kearney study—although, it must be mentioned that Reliance's per- 
formance so skewed the matrix that almost all other companies in 
the process industry suffered by comparison. 

The reason for Reliance's presence among India’s Best 
Managed Company is attributable, more than anything else, to 
the company's ability to effectively manage large-scale projects— 
yes, we all know the first launch of Reliance Infocomm didn't 
go too well but everyone would have been du puis if it did— 
in fairly diverse areas. 

Today, the company is a big player in refining, petrochemicals 
and telecommunications; its exploration business has had some big 
wins, like the 10.45 trillion cubic metres (reserves) of gas it 
struck in the Krishna-Godavari basin; it is poised to enter petro- 
products retailing; and Reliance Lifesciences is among the few com- 
panies in the world actively engaged in stem cell research. Being 
big and successful over a period of time is not as simple as it looks 
on paper but Reliance Industries has managed just that. For details 
on how exactly it achieved this, turn to Page 44. 


un 
The Third Company 


HE APPRECIATING RUPEE AND FALLING MARGINS ARE A CAUSE OF CONCERN FOR SATYAM COMPUTER AS THEY ARE 

for other Indian IT services companies. Still, Satyam is doing everything in its powers to ensure that its 
growth —it was the fastest growing company in its genre in India till recently—isn't hit. The company is ex- 
panding into new regions, Europe and West and South Asia (it is already present in 43 countries); is already 
the largest SAP specialist in India (this business alone has 50 global customers); has recently diversified into 
the go-go BPO space through a new venture, Nipuna services; and is considering exiting altogether from its 
just-turned-profitable internet access business, Sify (it has gradually reduced its stake in this business). It'll be 
tough for the company—operating profit declined by 19 per cent in 2002-03; net profit by 32 per cent—but 
that's a problem the entire software services industry in India has to live with. 
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MERO 


DOESN'T YOUR DATA DESERVE THE ADVANTAGE 
OF DUAL PROTECTION: 


Moser Baer CD-R is here. Moser Baer is the third largest manufacturer of CD-Rs in the world, producing 


760 million CD-Rs a year. It's also the preferred supplier to 10 of the top 12 international brands. 
What makes Moser Baer CD-Rs so special is Dual Protection. The ‘Advanced Protection Layer’, 
a unique scratch-resistant coating that offers additional protection during handling and storage. And the 


‘Patented Dye Technology’ that protects the data from the long-term effects of time, ensuring longer 
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: life. Together, they give you the advantage of Protection Plus. Now if only everything 
^ — Plus 





in life could give you the same level of protection. 








For technical support/purchase queries call 1600-11111 
10096 Replacement Warranty (See pack for details) 
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Solo Victor 


| ORMALLY, WHEN INDIAN 
IN Gasse: break up 
with their joint venture part- 
ners they go through a regu- 
lation period of suffering. 
Not TVs. Since breaking up 
with Suzuki, it has launched 
its indigenously developed 
four-stroke motorcycle Victor 
and has increased its sales by 
close to 3 lakh units between 
2001-02 and 2002-03. *We 
are developing new products 
for the domestic and inter- 
national market. We have 
spent around Rs 80 crore on 
development during the year 
2002-03. It will be higher 
this year," says C.P. Raman, 
President, TVs Motor. Add to 
that, its superior manufac- 
turing systems—it is the only 
auto company and the third 
Indian company to win the 
Deming Medal for quality— 
and it is easy to see why Tvs 
Motor is a shoo-in for a list- 
ing of this nature. 


Comeback bike: The com- 
pletely locally-developed 
Victor helped the company 
ride back to wellness 
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Tapping the domestic market: Sun's marketing focus has helped it grow its share 


[SUN PHARMACEUTICAL INDUSTRIES DNP S SHANG AANA 
Home-grown Success 


UN PHARMACEUTICAL HAS BECOME ONE OF INDIA’S FASTEST GROWING PHARMA 
v Miner on the strength of its focus on new drug delivery systems and its 
emphasis on marketing. Six of its brands are among the most prescribed in the cou- 
ntry, and the company has consistently grown its marketshare. Like its peers, 
Sun has a presence in the US market, but through a subsidiary, Carraco, in 
which it holds just under a 50 per cent stake. Sun supplies speciality bulk drugs 
to Carraco, which has already received approvals for six ANDAs (Abbreviated 
New Drug Applications)—the company will file six more ANDAs before the year 
is out. "We are stepping up our research efforts. In two year's, our R&D spend 
will go up to 6 per cent. And we have started filing applications from India 
as well," says Dilip Shanghvi, Sun's Chairman and MD. Now you know. 


[moa PREM CHARMAN 
Software Raider 


I’ THE MID-1990S WIPRO WAS, LET'S FACE IT, A SEEMINGLY 
confused company with low margins. Its profitability 
may have taken a hit in the last quarter but today, the 
company presents a different picture. The company’s 
recently eroded margins are still healthy; it boasts a positive 
economic value added (EvA); it has built managerial bandwidth; 

and it has put the cash on its balance sheet to good effect, making a slew of 
strategic acquisitions. The Spectramind deal that facilitated the company’s en- 
try into the booming business process outsourcing (BPO) market was initially 
panned by analysts; now, there’s a growing realisation that Wipro didn’t come 
off too badly from the acquisition. And the company probably boasts the best 
business processes in the industry. 

Purely in terms of the distance it has had to cover, Wipro has done 
more than any other company in its industry in India. The company has had 
its failures—such as its internet service provider business—and it still retains 
a niche presence in soaps, toiletries and lighting but these businesses are prof- 
itable and do not really take away anything from its mainstay software 
business. And the hardware arm has actually helped the company position its- 
elf as a system integrator of some note. 

As for the pressure on profitability, most analysts expect the company 
to come through largely unscathed. “Wipro will be able to withstand the 
current slowdown with ease,” says Gurunath Mudlapur of Khandwala 
Securities. For more, turn to Page 106. Œ 





NSV ANOHS 











I FOUND A WHOLE 
NEW AREA OF 

WASTE AND 
INEFFICIENCY. 


You've stretched every budget and cut every bit of fat. Or have you? SAP solutions give you 




















real-time visibility of information across your entire enterprise, so you can plug the leaks in your 
supply chain with greater accuracy, get products to market faster, get more out of procurement 
and reduce duplication. Things you might be doing now. But could be doing more effectively with 


the right business solution. Visit sap.com for details. 


THE BEST-RUN BUSINESSES RUN SAP 


FOR A FREE COPY OF THE INDUSTRY-SPECIFIC SAP WHITE PAPER AND A COMPILATION OF SAP 
CASE STUDIES ACROSS INDUSTRIES E-MAIL US AT info.india®sap.com 


*2003 SAP AG. SAP and the SAP logo are registered trademarks of SAP AG in Germany and several other countries 
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at goes into the making ot India: 


Bie 
D 


managed companies? Here are some 
insights offered by the B I-A. 1. Kearney study. 


BY DEVINDER CHAWLA & ANSHUMAN MAHESHWARY WITH SATYAJIT LAHIRI 


ROWTH AND PROFIT. THESE TWO 
words dominate a CEO'S life. More 
often than not the CEO achieves 
one at the cost of the other. Many 
believe that growth and profit bel- 
ong to mutually exclusive clubs. 
Today, the need to achieve a strategic balance bet- 
ween pure revenue growth and pure profitability 
improvement (so as to ensure maximum value cre- 
ation) has moved to the top of the CEO’s agenda. This 
has also raised questions on how soft organisa- 
tional parameters can be used as key tools to propel 
the value creating potential of companies. (See Why 
Growth Is Critical To A Company). At A.T. Kearney 
we have been studying issues relating to growth and 
profitability for over 10 years. The firm has tracked 
over 10,000 leading global companies consistently dur- 
ing this period. Today, the firm is an acknowledged 
leader in the area of value-building growth. 
Recognising the increasing importance of strate- 
gic balance among Indian CEO’s, we decided to bring 
the A.T. Kearney study on value-building growth to 
India. This study, conducted in collabo- 
ration with Business Today, was 




















WHY IS GROWTH 
CRITICAL TO 
A COMPANY? 


CHANGES 
IN THE 
ENVIRONMENT 


m DEREGULATION 


m GLOBAL 
COMPETITION 


m CONSUMERISATION 


m MARKET 
SATURATION 


m TECHNOLOGICAL 
CONVERGENCE 
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focused on identifying India’s ‘Best Managed Com- 
pany' and analysing the successful growth patterns 
of such companies. We wanted to address questions 
such as: How have these companies developed and 
exploited growth opportunities while ensuring the 
right balance between profit and growth as strategic 
co-objectives? What do these companies do differ- 
ently? How do they manage their growth cycle 
over time? How do softer internal organisational 
parameters affect their value creating potential? 
Our analysis used the proprietary A.T. Kearney 
Value-building Growth Matrix as a key crite- 
rion to identify value-building companies. This 
tool was also used to assess a company's strategic 
direction and the suitability of its current position 


for maximising future value creating potential. . 
This quantitative evaluation criterion was then- 


combined with qualitative parameters (See How 
We Identified India's Best Managed Company on 
page 60) to arrive at some answers. 


THE FUNDAMENTALS 
of India's Best Managed Companies 
A.T. Kearney's international studies highlight 
the fact that companies with strong financials 
need not necessarily be ‘Best Managed’. 
Conversely, companies strong on soft organi- 
sational parameters but without high growth 
financial metrics also 
do not qualify for bei- 
ng ‘Best Managed’. In 
the first instance, the 
company will find it 
difficult to sustain 
strong financial per- 
formance that will 
enable it to move to 
the next level of scale 
and growth. In the 
other, the company 
will not be rewarded 
by the market and 
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GRAPHICS BY PINAKI PAUL 








will find it difficult to sustain operations. We defined 
‘Best Managed’ companies as those that excel in 
the following parameters: Strategy, financial per- 
formance, leadership and management philosophy, 
systems and processes, HR effectiveness, organisa- 


A. T. KEARNEY'S PROPRIETARY 
VALUE- pipe. GROWTH MATRIX 


Revenue Growth 


Profit-Seekers 


d- 





« Industry Average > Industry 


Average 


Industry 
Average 
Adjusted market value growth 


Market value growth adjusted for changes in equity 


Value-Builders : achieve above- average re revenue and shareholder 


value growth over a long period. These companies constantly try to extend 
their advantage by consistently finding ways to stay ahead of their peers 
in the race for growth opportunities capital and talent. — — 


Profit- seekers show revenue orth rates below their industry's 
shorten although x still create significant shareholder value in the 
Sho -term.. 


Si mple gr ower S manage to outperform their peers in generating 
revenue, but, over time, the once-anticipated profits fail to follow. 


Under- performer S are below average on both counts, revenue 
growth and Ludi value creation. - 


tional structure, corporate governance, and corpo- 
rate social responsibility. The 16 companies that 
made the grade in our analysis are (in alphabetical or- 
der) Asian Paints, Britannia, Cadbury, Dr. Reddy's, 
Gujarat Ambuja Cements, HDFC Bank, Hindalco, 
HPCL, ICICI Bank, Infosys, Moser Baer, Reliance, 
Satyam, Sun Pharma, Tvs Motors, and Wipro. The 
Indian corporate environment reveals five funda- 
mentals of ‘Best Managed’ companies (See Funda- 
mental of India’s Best Managed Companies)—each 
contributing to the value-creating potential of the 
company and making it worth emulating. 
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FUNDAMENTAL 1: 


Value-building is possible in any industry, in any 
region and at any phase of a business cycle. 

The first fundamental of value-building growth is its uni- 
versality. Value growers represent approximately 20 per 
cent of companies analysed across the Asia Pacific 
region, Europe and North America. In India, the cor- 
responding figure is 24 per cent. Across all regions, 
value-growing companies achieved average annual 
revenue growth of 19 per cent and average annual 
growth in shareholder value of 22 per cent over a 
10-year period. As compared to this, Indian value 
growers achieved an average annual revenue growth of 
28 per cent and average annual growth in shareholder 
value of 27 per cent for 1996-2002. 

By definition, companies in any given industry 
will run the gamut from value growers to under-per- 
formers, but the combination of industries in India re- 
veals certain clusters (See India Inc’s Growth Portfolio: 
1996-2002). For instance, the study confirmed our hy- 
pothesis that Indian pharmaceutical (Dr Reddy’s, Sun 
Pharma and Cipla) and high-tech (Infosys and Satyam) 
companies would be dominant as value growers. 
These companies have continued to post double-digit 
revenue growth, although they are still young enough 
to be run by their founders. It is interesting to note that 
in the pharmaceutical sector, the Indian companies, by 
focusing on expansion, acquisitions, and research are 
creating greater value than MNCs. 

The fast moving consumer goods sector sees an 
overlap between value growers and profit seekers 
with companies like HLL, Cadbury and Britannia 
clearly being value growers while Nestle and rrC are 
on the cusp of the profit seekers quadrant. Many 
MNCs mirror their international strategy and keep 
their sights on year-end results. Meanwhile, there 
are some MNCs like Cadbury that have matured into 
an ‘Indian’ company—they are seeing and expected to 
continue seeing value-building growth. 

The energy industry in India is a stark example of 
simple growth as most companies are state-run and 
with highly regulated operations. This is born of a 
legacy where their commercial focus was limited. The 
returns that the government assured to them was 
enough to continue running the companies and increase 
the top-line. With deregulation kicking in, a few of the 
better managed companies will be propelled strongly 
into the value growers quadrant due to the vast profit 
potential and asset base they have created. 
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The financial services industry is 
a simple grower. Private banks like 
'HDFC Bank and icici Bank, with inc- 
reasing focus on retail, have shown 
signs of exploiting the vast profit 
potential that the Indian market 
offers and have been rewarded as 
value growers. With many public 
banks also joining the retail band- 
wagon, we might soon see many 
of them, led by SBI, move from sim- 
- ple to value growers. 

The under-performers quadrant 
is home base for many companies 
operating in the automotive, dis- 
crete manufacturing and process ind- 
ustries. These companies did not 
necessarily fail to generate any rev- 
enue growth or shareholder value, 
but consistently lagged their peers in 
both areas and failed to ‘break out’. 
Companies in smokestack indus- 
tries often cite factors like poor inf- 
rastructure and the Chinese threat 
as reason for their performance. 
Still, our findings show that value- 
building growth is accessible and 
applicable to any company in any 
industry. Every industry has a sig- 
nificant range of performance that 
allows value growers to emerge— 
even in mature industries such as 
manufacturing (Moser Baer), 
process (Reliance) and automotive 
(Hero Honda Motors). 

The flip-side is also true. Contrary 
to the headlines generated by Inf- 
osys and other IT pioneers, our resea- 
rch shows that entry into a ‘hot’ sec- 
tor such as IT services, e-commerce, 
bio-technology and now, BPO, does 
not bestow on a company a license 


to print money—either by issuing shares or by someday 
turning a profit. Virtually all sectors also have room to 
host under-performers (See Revenue Growtb Rates For 
Industries: CAGR 1996-02). This finding underscores 
one of our main motives for reporting our results: 
Value-building growth is no accident. It is a conscious, 
constant process, focused on execution. 


FUNDAMENTALS 
Of India's Best 
Managed Companies 
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‘Best Managed’ value growers 


ride out economic downturns and - 


the effects of other external influ- 
ences and do not claim to be im- 
mune to such developments. 
Instead, their balanced and con- 
scious control over the process of 
value-building growth inoculates 
them, allowing quicker and more 
confident and decisive response 
rates to the effects of external dev- 
elopments. 


FUNDAMENTAL 2: 
Growth is spiral-shaped, 

not linear. 

In the previous fundamental, we 
were essentially looking at snap- 
shots of value growers. However, 
within this set of value growers, 
tracing the company's movement 


within the portfolio over a period of 


several years is of great interest, as 
it clearly highlights the better-man- 
aged companies. The question that 
comes to mind is: Do these com- 
panies remain in the value-growing 
quadrant year after year? And if 
they do not stay in the same quad- 
rant, where do they go? 

In viewing growth performance 
over time, it is apparent that most 
companies migrate between the dif- 
ferent quadrants. One of the most 
intriguing findings of our interna- 
tional study is that not one com- 
pany among the 1,100 value 
grower companies actually sus- 
tained value-building growth con- 
tinuously for 10 years. The Indian 
study highlights that only six com- 
panies, Reliance, HDFC Bank, ICICI 


Bank, Infosys, Hero Honda Motors and Cipla, have 
managed to sustain value-building growth for the six- 
year period. Evidently, it is difficult for a company to 
continually outperform its peers, and even the best com- 
panies fall back at some point. Sometimes, this is done 
intentionally so as to consolidate and enable better 
growth and profitability in the future. 
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A detailed analysis of growth and share-price per- 
. formance over time revealed that growth is anything but 
linear—it evolves in a spiral. ‘Best Managed’ companies 
are those that are able to manage the growth cycle and do 
not let the business or market environment manage it— 
in consolidation periods, these companies ‘step back’ and 
view the downtime as an opportunity to redefine their 
strategies and invest in the internal organisation in 
preparation for the next wave of growth (See Growth And 
Step Back' Movement Of Value Growers: 1996-02). 
Where do these companies go in periods of con- 
solidation? Over 75 per cent become simple growers 
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biggest mistake we ever made was to voluntarily slow 
down our growth process,” one respondent to our study 
said. Few companies exemplify this growth philosophy 
better than TVS Motors and Reliance. During the 
downturn, TVS Motors made extensive investments 
in its distribution network, internal quality systems, man- 
ufacturing units and R&D facilities. This enabled it to 
ride out the period of separation from its JV partner. 
Similarly, Reliance has continued to make investments 
in existing as well as new businesses. 

At the same time, it is important to note that “Best 
Managed’ companies optimise growth rates rather 
than maximise them. These compa- 
nies avoid the dangerous yet alluring 
trap of ‘more the better’, and instead 
maintain a sustainable speed and time 
for their growth to effectively ride 
the spiral. They understand that every 
company has an optimal unique 
growth rate for long-term value cre- 
ation and they continuously assess 
the growth rate by looking for symp- 
toms of sub-optimal growth. Once 
the optimal growth rate for an indi- 
vidual enterprise is determined, it is 
not carved in stone— these compa- 
nies understand that the rate may 
even increase if they improve their 
ability to manage resources, build 
and develop competencies, and 
achieve organisational excellence. 











The clusters represent the main industry groups; there may also be outliers. For instance, the process cluster 
is an underperformer. However, Reliance, which doesn’t figure in this graphic in an outperform (a value 
growers). Similarly, there are some pharma companies that don't figure here that are simple growers, under 
performers or value growers. 

Source: A.T. Kearney Analysis 


FUNDAMENTAL 3: 


Best Managed companies use 
innovation, geographic expan- 


and nearly 35 per cent, profit seekers. This is greater 
than 100 per cent because a company could be moving 
through more than one quadrant over the six-year period. 
The usual decision for profit seekers is to shut down the 
growth engine and opt for a profit-oriented focus that 
involves heavy cost-cutting to meet earnings targets. 
In sharp contrast, ‘Best Managed’ companies never 
slow down their growth engine, even if it means sacri- 
ficing the bottom-line for a certain period of time. 
These companies make intentional investments either 
on acquisitions or people or systems. They recognise 
that sinking into profit-seeker territory can make the 
eventual return both slower and more difficult. “The 
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sion and risk taking to fuel 

value-building growth. 

‘Best Managed’ companies are those that maintain (or re- 
turn to) a position of value-building growth by empha- 
sising innovation, geographic expansion and risk-tak- 
ing. They push the envelope in all these areas and con- 
stantly redefine their markets and reinvent themselves— 
either through internal growth or acquisitions—and 
they outperform their peers on all parameters. 

A closer look at how these companies prosper 
shows that they take a ‘core’ approach. They ‘stick to 
their knitting’, avoid wide-scale unrelated diversifica- 
tion, and generate a bulk of their revenues and profits 
by building on core business or core competencies. This 
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PAX 2002's study of affluents in Asia, confirms 


CNN's position as the leading international 
news channel. The same findings also reveal 
that CNN's viewers are highly affluent 
consumers, with impressive purchasing power. 


24% 24% 
pi 20% 19% 








Source: AMI - PAX Survey Q3 2002 


CNN BBC World CNBC 


Be the first to know.. CNN. 


Check out » www.CNNmedia.com/asia uli dit tos 


pe^Jesex siuBn |y "Aupduio^ sawn eux] 1OY UY »HOMJeN smaN 9[qDD £00Z O puo wy siueueje pajoposso puo oBo| ‘ewoU NND 


Waaa! 


C o Wggep POF ey nd 
FB 

1 

| 


— MANAGED 
L COMPANY 


r3 
| 
D 
* 
+ 
TX" 
EN 


wy «^ 


PRET TSE 


~ 


—————— Ney tr ce ee a CMS 
ae Pa ae a ey Tee ee A e pene eal 
x i " Pa a y " ird 7 v E 1 - 4 = a 

; 


8 
E 
Y 


-————————————————9—á'Óoá Án ————————DBMBÁÉÁÉÉÁMÁM 


V 


84 BUSINESS TODAY 


does not mean that these companies are single-product or 
niche players. In fact, it is just the opposite. They typically 
tend to build ranges of products and services that rely 
on breakthrough innovations and incremental im- 
provements. They use innovation to develop and 
adapt their offerings to the requirements of the market 
and ensure maximum customer satisfaction. 

This is best displayed by 
companies like Cadbury, 
Britannia and Asian Paints. 
Cadbury has developed new 
products for the Indian 
market and has even taken 
it to international markets, 
a first for all Cadbury ope- 
rations. Britannia has put 
in place a concept called 
‘Opportunity Manager’ that 
allows any employee to 
come up with an idea that 
once approved enables her 
to build a team and take it 
through to completion with complete support from the 
top management. Asian Paints was the first to introduce 
innovative customer-facing initiatives such as 
ColourWorld, Home Solutions and Helpline. 

A typical exemplification of value growers is the 
spend that best managed companies make on R&D— 
these companies do not cut back on this type of exp- 
enditure in tough times. They move forward, keenly 
aware that product improvements are essential to sec- 
uring future sales growth. Dr. Reddy’s is a good exa- 
mple of such a company that has regularly increased its 
spend on R&D and is aiming to invest 8 per cent of sales 
annually on this to achieve its long term vision of 
becoming a 'discovery-led global pharma company’. 

‘Best Managed’ companies use geographic expan- 
sion as a key growth multiplier. Companies, specifically 
in the pharmaceutical and rT industries, have aggres- 
sively used geographic diversification as a key growth 
mechanism. Infosys, Wipro and Dr. Reddy's are aggressi- 
vely focused on this and have clear visions to become lead- 
ing global players in their respective fields. Asian Paints is 

a true Indian MNG; it has operations in over 22 countries. 
The company has used a mix of acquisitions and organic 
growth to achieve this state. Even companies focused on 
the domestic market, especially in FMCG and financial serv- 
ices are intent on increasing their reach and penetration. 

These ‘Best Managed’ companies are less inclined 
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to "grow with the market". They consciously define, 
redefine and extend markets in which others merely 
participate. They set trends instead of following them; 
break boundaries instead of respecting them. 

Given the need to innovate, spend on R&D and exp- 
and geographically, what really matters at the end is 
'execution'. Although acquisitions can boost the revenue 
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base quickly, it takes significant management effort and 
appropriate post-merger integration to sustain results. 
Thus, regardless of the mix between internal and acq- 
uisitive growth, what really matters is execution and this 
is where ‘Best Managed’ companies excel. 

Reliance is a leader in the successful execution of 
strategies and projects across its areas of business. It has 
outperformed national and international companies in 
the execution of capital projects. It has effectively develo- 
ped this competence over the years and used it to exe- 
cute state-of-the-art, global-scale projects at low cost and 
on time. It has used the best available technology and 
people together with detailed planning to achieve this 
status. At another level, Reliance has been able to 
execute its strategy of being an end-to-end player in the 
energy sector with great success. The long-term vision 
of convergence between energy and communication— 
consolidation of all consumer-facing activities—still 
needs to face the test of time and if Reliance is able to 
successfully execute this, it will cement its position in 
the national as well as international markets. 


FUNDAMENTAL 4: 


Best Managed companies use clearly laid out 
systems and processes in areas of strategic 
review, operations and people management to 
sustain superior performance and growth. 


McDowell's Signature presents a man who's truly a new sign of success. In a fuddy 

duddy industry, dominated by well established heavyweights, he's managed to grow 

to No.2 in no time. Smart marketing moves and strategic thinking, along with loads of | K 

conviction have placed him firmly and undoubtedly amongst the top players in his field. The ^ sign of success 
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As the CEO of a respondent company in the international 
study said, “We know that the bigger and better we get, 
the higher the hurdles become. Therefore, it is in- 
cumbent upon us to challenge and continuously imp- 
rove the way we run our business.” We have seen 
that ‘sustained’ value creation and growth requires 
strong and robust systems and processes across the 
different business areas and support functions. Indian 
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‘Best Managed’ companies realise this. 

In India, we find that many companies reach a cer- 
tain level of growth and scale by continuing with a few 
formalised systems and processes—execution and 
implementation tends to be more by experience than 
by established systems. These com- 
panies face great hurdles in moving 
to a next level of growth. 

Having said that, there are ‘Best 
Managed’ companies like Infosys, 
ICICI Bank and Reliance that have 
strong established processes and sys- 
tems across areas of strategy, busi- 
ness operations and people man- 
agement. Companies like HDFC 
Bank, Wipro and Cadbury's make 
extensive use of technology to str- 
eamline processes and ensure high 
employee and customer satisfac- 
tion. ‘Best Managed’ companies are 
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increasingly focusing on effective capture of knowledge 
and intellectual capital resident within themselves. 
Infosys has clearly recognised the importance of 
having robust review processes that allow it to capture 
information from all interested parties and make strate- 
gic and operational decisions accordingly. Another 
‘Best Managed’ company that has not only established 
a strong strategic review process but also put in place 
systems to ensure execution is ICICI Bank—each strat- 
egy is broken into initiatives and given to teams for exe- 
cution, with a committee established for regular review. 
50, we see that best-managed companies make use 
of systems and processes to automate and streamline 
routine and work-flows and to increase the internal 
efficiency with regard to people and knowledge man- 
agement. The best strategy is wasted in the face of poor 
implementation and ‘Best Managed’ companies recog- 
nise the requirement of extremely robust review 
processes. The Indian corporate world is still developing 
the processes it uses. Going forward, we expect stronger 
investments of money and, more importantly, top 
management time in getting the internal organisation 
in shape so as to compete in the global environment. 


FUNDAMENTAL 5: 


Best Managed companies have a strong leadership 
team to help broad-base strategic thinking and 
fire their growth engine on all cylinders'. 

One of the myths of corporate leadership is that 
‘the leader’ is the be all and end all in the road to mak- 
ing a company globally competitive. While ‘Best 
Managed' companies have one or two people who act 
as visionaries, these individuals are ably supported by 
a very strong top leadership team. Previously, a group 
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e Diffusing company 
culture 

* Losing flexibility 

e Over-stretching 
shareholder expectations 

e Losing core focus due to 
hasty diversifications into 
unrelated businesses 

e Exhausting resources 
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n of people was required to primarily be the ‘doers’ in area to which the average corporate has not given 

E a company. Today, with companies growing in scale adequate attention till recently. Despite increasing 
M and spread, this group has become a part of the top regulations, the need for being environment friendly is 
E leadership involved in strategy formulation and im- still in its nascent stages. 

NN lementation. A leader can only take a company so far. 

EC The Indian corporate world has traditionally been DIAGNOSING THE STRATEGIC GAP 
ag one of individual brilliance. Today, companies are EA S High 
E investing more in people and seeking to create strong : ; j I " 

M leadership teams. ‘Best Managed’ companies like ICICI à 

E. Bank, Reliance and Wipro have had great success in es- Strategy - 

i tablishing a strong team of leaders. Financial — 
E aa Reliance is a classic example of the transformation Performance — — — — -5 
M f what essentially used to be a one-man company. tuse i 
No Of Wnat esse y UE ; MpaARy. Mgmt. Philosophy ‘3 
a Apart from the two Ambani brothers, this com- Systems & - Eg 
JE pany has a close-knit group of very senior people Processes - € 
m strategising and working on all operations. Another pR Effectiveness. & 
E popular myth concerns shareholding and family- Organisational - 
E owned businesses. Our study clearly shows that be- Structure - 
m ing a family-owned business does not prevent a Corporate ^ — —— 
E company from being best managed. There are many Governance _ 
E. examples—Reliance, TVS Motors, Wipro, Asian Responsibly igus N 
dd Paints and Sun Pharmaceuticals. CompanyX — 4 Single Best 
p This myth is actually linked to the current trend tow- Strategic Gap — Practice 

EY ards ‘professional management’. Professional manage- Soutpe: AT Reatiey. Analysis 

M ment refers to the top leadership of the company | 

a | comprising of people ably trained, educated and with OVERRIDING LEARNING: 

m experience in the required field. Nowhere does it state Conscious steps are taken by companies striving 
ig __ that a capable family member cannot and should not to be amongst the Best Managed companies— — — 
T occupy positions of leadership within the company. In these can be learned and applied. 

b ‘Best Managed’ companies like Dr. Reddy’s, Reliance Every one of the 16 best managed companies in our 
B and Asian Paints, a qualified second-generation has study holds its position because it has moved con- 
E come in and provided the company with renewed sciously and with great deliberation. Each has necessarily 
A energy to continue on its value growth path. striven to formulate, reformulate and achieve its vision 
ee and improve the internal organisation. The companies 
E KEY AREAS FOR IMPROVEMENT have focussed on what are often considered secondary 
E for India Inc. issues—culture, processes, structure, training and 
B The study highlighted two areas where corporate development, employee skills and motivation. ‘Best Managed’ 
P. India appears to be weak, governance and social res- companies believe they control their own destiny and 
^ ponsibility. While both have started getting manage- shy away from blaming external factors. They are focu- 
EE ment attention, substantial initiatives are required to not sed on achieving certain goals; learn, adapt and apply 
E. just meet the requirements but also consciously exceed best practices (See Diagnosing From The Strategic Gap 
E: tough global standards. Transparency and corporate And Learning From The Best); and take conscious 
m governance not only help attract quality global in- steps to ensure execution of the vision and strategies. This 
t vestors but also build credibility with customers. is one of the key messages for CEOs intent on improving 
E Best managed companies like Infosys, Dr. Reddy's | the overall functioning of their organisation. 

EC and Hindalco; have Made extra efforts in the ateaof 77:95 5 T TEL ONES T 
AE corporate governance. Infosys complies with the cor- Devinder Chawla is Vice President, Anshuman Mabesbwary 
be porate governance guidelines of six countries. is Senior Business Analyst and Satyajit Lahiri is Marketing l 
3 Similarly, corporate social responsibility is also an Manager, A.T. Kearney. 


Growth 1s life. 


In figures. 


Gross Turnover: Rs 65,061 crores. Up 14%. 
Net Profit: Rs 4,104 crores. Up 45%. 


In words. 


Reliance is amongst the world's 500 largest companies by Sales and 
amongst the world's top 175 companies by Net Profit. 


Reliance is amongst "The 25 Best Employers in India’ 
BT-Hewitt Associates Survey, March 2002 


Reliance is among Asia's 10 Most Creditworthy Companies 
Asset Annual Benchmark Survey, Asia's Best Credits, July 2002 


"Most Admired Business House' 
Business Barons-TN Sofres Mode Opinion Poll, July 2002 


No.1 in ‘Financial Soundness', No.1 in 'Long Term Vision' and No.2 in 'Overall Leadership’ 


Far Eastern Economic Review (FEER) Survey, Review 200: Asia's Leading Companies, December 2002 


No.5 in ‘Overall Best Managed Company’ of India 
Asiamoney, December 2002-January 2003 


Among the World's Most Respected Companies 


PricewaterhouseCoopers Survey in Financial Times, January 2003 


Among the World's 10 Most Respected Energy and Chemical Companies 


PricewaterhouseCoopers Survey in Financial Times, January 2003 


No.3 in "India's Most Respected Companies' 
Businessworld, January 2003 


No.1 in India's 'Best Financial Management 
FinanceAsia Poll, March 2003 


Best Annual Report in India and among the Best 25 in Asia 
CFO Asia's Best Annual Reports Survey, March 2003 
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Industries Limited 


Growth is Life 


www.ril.com 


Based on the latest available Fortune listing. 
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DR. REDDY'S 


Clear focus on basic 
research, with 
significant mone- 

tary commitment 


Has evolved growth 
strategy in sync 

with changing 
industry trends 


Has a strong 
leadership team 
with clear organisa- 
tional goals 


Has systems and 

people processes 
that encourage 

professionalism 


Has strong ties 
with key global 
pharma companies 





(L-R) Dr Reddy's K. Satish Reddy, MD & COO, S. Chakraborty, Sr VP (Corporate HR), 


N DECEMBER 18 LAST YEAR, GUNAPATI 
Venkateshwara Prasad and a few of his 
colleagues stayed up until 3 AM at their 
Hyderabad headquarters, drinking cham- 
pagne. The celebration was in part over 
a US court ruling in favour of their company, Dr 
Reddy's Laboratories, in its fight against pharma giant 
Pfizer. The ruling cleared a major hurdle in the way of 
the Rs 1,807-crore company launching a branded spe- 
ciality product (a variant of Pfizer's highly-successful 
Norvasc, an anti-hypertensive). But the other half of the 
reason why Prasad, the company's 41-year-old CEO, was 
sipping bubbly at that ungodly hour was not so ap- 
parent. The unassuming Prasad's quiet smile capped a 
sense of triumphant vindication of the company's new 
strategy of incremental innovation. Its amlodipine, 
for instance, circumvented Pfizer's patent rights by 
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making a change in the drug composition: it replaced 
the salt besylate with maleate. 

Sounds unimpressive? Maybe yes in any other 
industry, but not in pharma. Here innovation-from- 
scratch-to-marketable-drug is a multi-million-dollar 
gamble that few Indian players can afford. Hence Dr 
Reddy's working on a strategy that's both practical and 
profitable. While bread-and-butter bulk drugs fetch 34 
per cent of the revenues, it is also focusing on branded 
generics (copies of off-patent drugs), specialities (or in- 
novative drugs) and basic research by discovering new 
chemical entities (NCEs), which are licensed out to in- 
ternational pharma companies for development. In 
the last six years, three NCEs have been licensed out, 
fetching not just $15.25 million (Rs 73.2 crore) in 
payments, but credibility and competence. 

If Dr Reddy's today is the second-most valuable 
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G.V. Prasad, Executive VC & CEO: Value builders 








a pharma company in India (behind Ranbaxy Labs), UP THE VALUE CHAIN 
it’s because of the way in which it has carefully picked Dr. Reddy's has focused on growth by moving up the value chain in key 
and exploited growth opportunities since it was set one markets—research-led drug discovery has been an area 
up 18 years ago by laboratory-chemist-turned-entre- sg pom 
preneur Kallam Anji Reddy. With timely mano- P ow 
uevres, the company has moved from globalising its E Q [E 
bulk drugs business in the 80s to doing the same to E 7 4 
formulations in the early 90s, followed by focus- S 
ing on generics and basic research past decade. s 50% - 
Says Satish Reddy, MD & COO, and son of Anji $ @ 200001 
Reddy: “We realised early on that our future lay in c i - 
doing our own R&D." The company has invested = j bw 3 
over Rs 100 crore in R&D and has more than 300 g e pes 5 ~~ z 
scientists working directly on discovery research. BAL in rae e = 
. Those were also the decades when Dr Reddy’s E me. G^ HC NEN = . Pow APE 
^ was essentially family-managed, with the promot- Š- S - TEL UTR IAS oe 


ers doing everything from meeting customers to i 5 
Adjusted Market Value Growth (CAGR 1996-02, over industry avg) 


Source: A.T. Kearney Analysis 
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monitoring sales and profitability. These days, Prasad 
doesn’t bother himself with issues of production sched- 
ules, customer care, or even sales. All that, he says, is now 
taken care of by systems and processes put in place over 
the last decade or so. Instead, his preoccupation is with 
issues such as organisational integration across its eight SBUs 
and across geographies, and leadership development. Says 
Prasad: “Profitability and growth are still important, but 
it is only one leg of the organisation. The other is the 
task of creating a self-sustain- 
ing high-performance institut- 
ion, which encourages good 
governance and leadership.” 

This is no lip-service. Over 
the last three years, the com- 
pany has overhauled its HR 
systems and even churned 
over its board, following the 
merger of Cheminor and 
American Remedies with Dr 
Reddy’s. The board now 
boasts of independent direc- 
tors such as Harvard Business 
School strategy don Krishna 
Palepu, ex-McKinseyite 
Anupam Puri, and former 
East India Hotels honcho 
Ravi Boothalingam. It has six 
board-level committees for 
audit, shareholders’ griev- 
ances, remuneration, man- 
agement, investment and compensation. 

That apart, in May 2001, it set up its management 
council, comprising its CEO, COO, CFO, SBU heads, HR 
head, and the head of business development. Its tasks 
include: drawing up the overall vision and targets, 
monitoring corporate and SBU performance, deciding 
and structuring major alliances, and initiating com- 
pany wide strategic initiatives. 

Streamlining of the structure has led to a clear vision 
at Dr Reddy’s—one of the reasons why the company 
scores over its peers in the BT-A.T. Kearney study. The 
current list of to-do includes building a late-stage 
pipeline of six-to-eight molecules, forward integration 
into clinical development, setting up marketing infra- 
structure in the US and some other countries to push its 
own NCEs. The plan is to have a sales force of over 250 
people in the US and a couple of key markets in 
Europe. And this could be done either by hiring 
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executives or acquiring marketing outfits. 

In addition, the emphasis now is on in-licensing 
and acquiring products to supplement the R&D pipe- 
line, and to consolidate position in a couple of spe- 
ciality therapeutic areas in the US. Says Anji Reddy: 
“In five-to-seven years, we would have transformed 
ourselves from a predominantly bulk active, gener- 
ics and branded generics business to a company pow- 
ered by drug discovery and innovation.” Put simply, 


in terms of value creation, Dr Reddy's has out-performed its peers in the industry. 
Value Building Growth Matrix for the Pharma/ Healthcare Sector 
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Adjusted Market Value Growth (CAGR 1996-02, over recast avg) 


Source: A.T. Kearney Analysis and CMIE 


Dr Reddy’s plan is to build a pipeline of speciality 
products so that by 2010 it gets to be a global mid- 
sized speciality-based pharma player, with revenues 
of more than a billion dollars. Says Harvard Business 
School’s Palepu: “The company has a very care- 
fully thought out strategy. It is not without risks, but 
I think it is designed to exploit its current capabili- 
ties, create new capabilities, and to balance growth, 
profitability and innovation.” 

Even Prasad concedes that Dr Reddy’s today is far 
from the ideal corporation of his dreams. “We feel 
managing is an every day journey, where we learn and 
do things every day,” he says. No doubt Dr Reddy’s 
has emerged as the leader as far as research goes, but 
there are other pharma stars such as Ranbaxy and Sun 
that it must reckon with. To remain the best managed 
company in the industry, it must continue to make the 
right moves at the right time. E 
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Over the years, symbols of protection have come in various forms. Natural 
as well as man-made. However, in the non-life sector... one symbol of 
protection has always stood out as a beacon. New India Assurance. Because, 
that's what we've been providing our clients for over 8 decades. And have 
become synonymous with non-life protection. 


New India Assurance. A pioneer in the field of non-life insurance. With over 
80 years' experience. Offering insurance on all fronts. From silk worm to 
satellite. With a strong emphasis on service. And a rapid speed of response. 


New India Assurance. In India and in 23 countries. Keeping the world assured. 





THE NEW INDIA ASSURANCE CO. LTD. 


Head Office : 87, Mahatma Gandhi Road, Fort, Mumbai 400 001. 


India's Largest Non-Life Insurance 


Co. 


0386 





BEST 
MANAGED 
COMPANY 


k 





DITYA PURI HASN'T BEEN 

playing golf for over a 

year and that's not really 

because the HDFC Bank's 

managing director is so 

swamped with work that he hasn't 

had the time. Puri would have loved to 

play—and is going to get back to the 

greens soon—once his shoulder injury 

is completely healed. In fact, although 

Puri heads one of India's most live- 

wire banks, which has been growing at 

a scorching pace, he's hardly someone 

you'd label a workaholic. Puri, 53, 

likes his other interests—spending 

time with his wife and two children 

and going off for treks in Lonavla on 
the outskirts of Mumbai. 

For a clue to Puri’s style of mana- 


WHAT SETS 
HDFC BANK APART 


Investments in 
technology, systems 
and processes 





Top management with 
international work 
exposure 





Low deposit costs 
and operational 
expenses 





Optimal risk 
management to 
minimise NPAs 





Test markets products 
carefully before formal 
roll-outs 


Chinese tea from a golf bag shaped 
mug, Puri explains what drives his 
bank: *Once we spot an opportu- 
nity, we will find a way to access it 
and then it's a collaborative effort." 
Its what Puri likes to call a “can 
do” attitude. 

It seems to work. In less than a 
decade of its existence, HDFC Bank has 
won several prestigious accolades. In 
1999, 2000 and 2001, Euromoney 
and Finance Asia named it the best 
bank in India and last year, JD Power 
Asia Pacific ranked it at the top of the 
list in its consumer financing satis- 
faction index. And the cold hard 
numbers? They’re sizzling hot, actu- 
ally. HDFC Bank has 3.1 million retail 
accounts, growing at 50 per cent ann- 


ging HDFC Bank, you’ve got to take a 
look at his uncluttered wooden desk 
in the second floor corner room in Sandoz House in 
mid-city Mumbai. It is always clean. No papers, no 
files, no mess. Speed is what Puri believes in and that’s 
evident from his swiftness in clearing papers, taking 
decisions and moving files. For him, it’s either a 
yes or no—and a speedy one at that—for every paper 
that lands on his desk. Yes, there’s an open ap- 
pointments diary on the desk, but it’s not exactly fre- 
netically packed with engagements—only a few, 
like a meeting at the central bank or a presentation 
he has to make to the Finance Ministry on online 
collection of customs and excise that could become 
an exciting new business opportunity. 

But Puri is anything but a laid-back banker. 
The ex-Citibanker—Puri served with the US bank 
in India, Malaysia (where he headed it prior to the 
HDFC Bank offer) and Saudi Arabia—is a dynamo 
when it comes to his vision and strategies for the 
bank and the ability to see them get off the ground. 


ually. Its net profit grew by 30 per 
cent to Rs 387 crore in 2002-03 and 
its balance sheet size from Rs 23,787 crore to Rs 
30,424 crore. Its average cost of deposits fell to 5.4 per 
cent in 2002-03 from 6.42 per cent in the previous 
year (the industry average is 7.6 per cent). Growth 
rates that outstrip its peers of similar vintage like 
IDBI Bank, uri Bank and Indusind Bank. 


A HIGH-GROWTH JOURNEY 


HDFC Bank's growth strategy is focused on aggressive pursuit of 
specific target markets and gradual expansion into new areas after 
æ due risk-mitigation measures are in place... 
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He spends time often in meetings with his hand- | ES | 
picked senior managers, framing direction and Ja EN AEE ther a 
strategy for the nine-year-old bank that has been at -10% | po 10% 80% 0% 10% 








the forefront of innovation in the industry. Sipping Adjusted Market Value Growth (CAGR 1996-02, over industry avg) 


ource: A.T. Kearney Analysis 
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ne bank's tech-sa and judicious risk-taking 
have yielded huge payoffs—and praise from unlikely 
Q Uarters. BY ROSHNI JAYAKAR 













































The HDFC Bank Way 


It may sound simple. But isn’t quite. This is how Puri built the 

bank from scratch: first off, he opted to invest heavily in techno- 

logy to create a centralised procession system that could handle 

a scorching pace of growth; second, he hired his core management 
team from foreign banks, which are perceived to be relatively more 
aggressive than their Indian (read nationalised) counterparts. 

At HDFC Bank, Puri’s top colleagues include head of technology 
C.N. Ram (who worked in Bank of America), head of operations 
H. Srikrishnan and country head, retail, Neeraj Swaroop (both of 
whom hopped aboard from Bank of America). In addition, 
there's Country Head (Corporate Banking) Samir Bhatia and 
Head of Credit and Risk Paresh Sukhthankar (both ex-Citibankers 
like Puri). The top managers having international work exposure 
evidently helps. Says Ram: *From the mindset point of view all of 
us gelled.” But Puri adds a caveat. Growth at HDFC Bank is faster 
than at most foreign banks. “No foreign bank can grow at the rate. 
we have. It's much quicker decision making here." | 

Puri's preferred approach to business is to view it 
across three time horizons—businesses that are toda- a 
y's cash cows, like corporate banking and treasury, Æ — 
which are growing at 15-20 per cent, retail busi- 
nesses that could be growing at the rate of 40- 
50 per cent and make money for you in two 
years, and new businesses that the bank is ex- 
ploring for the future. Plus, of course the 
thrust on presence. Over the past five years, 
HDFC Bank's branches have grown from 57 
to 231, covering 123 cities, while its ATM net- 
work has gone up from 111 to 732. The target: 
to cover up to 200 cities. 
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Betting on Technology «4 pA 
Banking is not rocket science. It's a business as ancient ~ 
as they come. But when HDFC Bank started, it bet big 

on technology, something that even large iid estab- 

lished banks in India have been tardy in adopting. Back 
in 1994, HDFC Bank invested Rs 50 crore, 25 per 
cent of its Rs 200-crore capital, in 
creating a centralised pro- 
cessing system that 


Aditya Puri, MD, HDFC Bank: Beating the 


foreign banks at their game 
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come from the high volume markets—mainly metros 


would link all its branches. This move made it easier 

and speedier to expand without hiccups or glitches. 

Growth thus far at the bank in the retail seg- 

ment has come from higher volume markets— 

mainly the metros. While that may be a no-brainer, 

| the bank's strategy has been to aggressively cross-sell 
hs its products to its customers in these markets. 

? For that, it has pumped investments in more techno- 

| logy. In the past 18 months, HDFC Bank has spent Rs 15 

i crore in building a data warehousing system. Says head 

f of technology Ram: “A custo- 

ji mer database is the backbone 

of any organisation. It is per- 

haps one of the most valu- 

able assets for an organisa- 

tion. We want to manage, 

monitor and leverage this 

asset for business benefits." 

Simultaneously, the bank 

is now looking at Tier II and 

Tier III towns, where the 


TS ay S 


business." In 2001, when his bank debuted in the 
auto loans business, it was test marketed for a year 
before it was rolled out on a large scale. Today, 
auto loans account for 27 per cent of the retail ad- 
vances. Or in retail banking, where the bank started 
with fully secured products like loans against secu- 
rities to semi-secured auto loans and personal loans 
before offering unsecured products like credit cards. 

Its credit card business is a year old now and the 


bank has installed 21,400 point of sales terminals to con- 


POSITIONED FOR GROWTH 
Analysis of the financial services industry highligted HDFC Bank and ICICI Bank as high value-building 
lsat well positioned to continue on an upward path 
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j: older nationalised banks are E Global Trust Bank 

stronger and where business s oriental Bank 10% 

d potential is on the rise. Com- ri Federal Bank Reliance capi - | ds 

fa ments Ritesh Maheshwari, 30% P 2 Pico 1 Me Bank OF = Bak Oe PR o3 p hou et 
F head of financial sector, Cri- {DBI Investment EE Baroda LJ 7 vi doni nn 
rag sil: “The challenge for the Poo Kotak Mahindra ooo, | MUN ME eis NES 

B bank is developing products AN PA ME OU RED f Aeri mi: 
2 catering to this market and ee -30% EAAS a EA acra HA 
- maintain the quality and Adjusted Market Value Growth (CAGR 1996-02, over industry avg) | 

b - eJ: . Notes: Other companies in the value-building quadrant have not been short-listed due to their current 
1 profitability, which has been position and/or of size of operations 

p its hallmark till now." Source: A.T. Kearney Analysis , CMIE 
^ Getting It Right solidate its position, and is expecting the business to 


What is it that HDFC Bank did right? It got the basics 
right: a focus on low cost of deposit, reining in 
j operating costs and using multi-delivery channels to 
i deliver an entire range of products efficiently. Plus, 
Y of course, reducing its risks by focusing on top- 


b rated corporate customers and upper middle and 
R- middle class retail customers. No surprise then that 
B its NPAs (non-performing assets) of 0.3 per cent, is 
fe: one of the lowest in India’s banking sector. 

i But, as Puri says, that’s just for starters. “We 


have maintained that we will start business slowly 
and test all the hypotheses before ramping up the 


make money for it only in 2004-05. 

Technology and risk management seem to be 
the combo that has worked at HDFC Bank and the 
plaudits have come from notoriously fastidious 
quarters—the stockmarkets. Most stock analysts 
put out a ‘Buy’ recommendation for its stock. Says 
Puri: ^The most difficult parts of building the bank 
are over. Systems and processes are in place, busi- 
nesses have been set up , we have achieved scale, a 
solid brand and sufficient capital. Today, we are 
actually sitting pretty." Point of caution for other 
banks: Don't take that last sentence seriously. 
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| 
ICICI Prudential presents Smart Kid. A child plan tailored to suit your child's educational and overall growth needs. Here's how 
Smart Kid ensures a sound future for your child. 
Guaranteed Benefits: | Total premium waiver: 3 Annual allowance: 
Your child receives guaranteed In case of an unfortunate event, For a 
ayments at his key educational yis ; : | 
P M 4 Smart Kid immediately pays the sum omart Kid ensut 
milestones. Moreover, you get to choose | ) 
ity, . assured and waives all future premia. absence, a fixed annual sum is provided 
the timing of these payments - either 
during his schooling and undergraduate What's more, your child continues to enjoy for your child's 
| studies or during his post graduate studies. all the guaranteed benefits of the policy overall development 
| 
Your child has a dream and you can help him realise it by investing in a Smart Kid child plan. Call us today and leave nothing to chance 
^ ICICI P 
Child Plans EXE 
HE aA We cover you. At every step in life. 
T" 1600 22 2020 Y ene 
FREE Or call your advisor 
The above information is indicative of the terms, conditions, warranties and exceptions contained in the insurance policy For further details, please refer to tr 


CICI Prudential Life Insurance Company Limited 


Form No. A03. Insurance is the subject matter of the solicitation 
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A technology leader for the last 125 years, today Ericsson helps create the most DECT Cordless 


powerful communication systems for companies across the world. Whether you E Walk The Talk 
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The company bet on manufacturing when 
; services were very much the flavour. Now. 
t has emerged a true transnational, and a 
successful one at that. sy suveen x. snua 








b 
E 
ie NLIKELY. THAT’S THE 
4 word that comes to 
K mind as Ratul Puri 
L j says: “I have never 
uM been more excit- 
: ed." One isn’t 
| questioning Purt’s reasons or right 
i to be excited. He is the executive 
E director of Moser Baer India, the 
ES world's third largest 

b manufacturer of mag- 

E netic recordable media 

bi (micro floppy disks) 

; and optical recordable B ~~ 
D media (compact disks, = x 
E data media, and audio $ 
Ss storage products). $ 

5 Moser Baer’s is an kri 

5 unqualified success S 

E story: the company’s $8 

^ net sales grew from Rs S 

A 333.9 crore in 2000- € 

| 01 to Rs 1,069.5 crore & 

last year. In the same ‘es 
i period, net profitgrew — $ 
: a 


A from Rs 138.5 crore 
i to Rs 245.3 crore. 
Adding to Puri’s ex- 
citement is his belief that the global 
market for recordable pvps will 
grow from less than Rs 100 crore 
last year to a whopping Rs 15,000 
N crore in two years. 

The unlikely bit comes from 
| two things. First, in theory, Puri 
4 fits the description of a corporate 
j brat: 31 now, he studied in the 

United States and worked there 


Snes 
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for a year before gaining a smooth 
entry into the company, founded by 
his father, when he was just 18. 
In reality, he is far from it. Even as 
he likes to intersperse puffs of 
Marlboro Lights with sips of tea 
at meetings, he comes across as 
dedicated and hard working and 
is always quick to play down his 


THE TRANSFORMATION 


Moser Baer is making the right strategic moves to transform itself 
from a commodity manufacturer to a technology manufacturer. 
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Adjusted Market Value Growth (CA 





role in the company. Puri, who as- 
sembled a computer all by himself 
at the age of 12 with components 
bought in Hong Kong, leaves his 
mobile phone lying on his desk for 
hours, but seldom misses escort- 
ing his guests to the exit door two 
floors below his office. 

Second, the story of Moser 
Baer is anything but likely. A 
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Source: A.T. Kearney Analysis 
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couple of years ago, few would 
have found it plausible. 


Stranger Than Fiction 

Ratul's father, Deepak, soon after 
he had founded the company in 
1983, happened to have a chance 
encounter at a cocktail party on 
the west coast of the United States. 
A bunch of would-be entr- 
epreneurs were waxing 
eloquent about their new 
product called the five-and- 
a-half inch floppy disk, 
which they claimed would 
revolutionise the world. 
Their company, Xidex, 
later became a billion-dol- 
lar corporation. 

A few years earlier, like 
many other businessmen 
forced out by the labour 
unrest in West Bengal, Puri 
had moved to Delhi from 
Kolkata, where he ran an 
aluminium conductors and 
cables business. 

Once in Delhi, he 
wanted to try his hand at some- 
thing new. Floppy disks appeared to 
be just the right idea and he opened 
the first facility in 1987-88. MBI 
kept iterating its faith in manufac- 
turing even as most others began to 
believe that India wasn't the right 
place for such a capital and labour 
intensive activity. 

In 2000, as the rest of the coun- 













Moser Baer's Deepak Puri: He kept the faith and never looked back 
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try was trying to ride the services 
boom, MBI drew up a Rs 1,100- 
crore expansion plan. The execution 
started in September 2001 and the 
expanded capacity—1 million units 
a year spread over 1.5 million 
square feet of manufacturing space 
with a 45 mw captive power plant 
thrown in—was commissioned 
merely six months later at a cost 
that turned out to be about Rs 200 
crore lower than envisaged. 

MBI is counting on this fresh 
capacity to propel itself forward as 
the DVD market explodes. The suc- 
cess so far has come in spite of a rel- 
ative paucity of capital and, con- 
sequently, technology. (Back in the 
early and mid-1990s, not many be- 
lieved that the company had a fu- 
ture.) As a result, it lost out some- 
what on the recordable CD boom. It 
came into the market in the late 


MOSER BAER 


An OEM to the biggest 
global brands 


Has proved its ability 
to execute projects fast 
and at low cost 


No competition of 
significance in the 
domestic market 


Has ramped up 
capacity for DVD-R, 
demand for which is 

set to explode 


Low production costs, 
a large range of 
products, ign product 
quality, and a strong 
distribution network 
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1990s, much after the Taiwanese 
manufacturers—the two biggest 
players in the industry are based in 
Taiwan—did. 

"We were late in the CD-R mar- 
ket. We succeeded only because we 
played the cost game better than 
the others," says the younger Puri. 
No amount of cost management 
could however compensate for the 
delay because, typically, 60 per cent 
of the earnings of a product of this 
nature is captured in the first three 


BUILDING VALUES 


Analysis of the manufacturing industry highlighted Moser Baer as a high value-building company 


well positioned to continue on an upward path. 
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position and/or of size of operations 


years of its life cycle. The fresh ca- 
pacity commissioned last year will 
make sure that MBI does not miss 
out on the coming DVD boom. 
Insiders are confident that it will 
grow at 30-35 per cent a year. 


And Some Facts 

To be sure, it won’t be easy. The 
changing global trade scenario has 
already dragged Moser Baer into 
five anti-dumping cases initiated by 
the European Commission. The lat- 
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est was a proposal in mid-May this 
year to impose a 7.3 per cent coun- 
tervailing duty on imports of CD-Rs 
originating in India. 

Fortunately for the company, it 
has emerged victorious in all anti- 
dumping cases so far. In any case, 
global trade skirmishes are some- 
thing a company like Moser Baer 
will have to accept as a fact of life, 
given that its customers can be found 
across 82 countries in six conti- 
nents—it earns 80 per cent of its 
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Adjusted Market Value Growth (CAGR 1996-02, over industry avg) 
Note: Other companies in the value-building quadrant have not been short-listed due to their current 


Source: A.T. Kearney Analysis and CMIE 


revenues from the overseas market. 
Second, the company has to be 
careful with where its capex is go- 
ing. It can't make too much prod- 
uct-specific investments. The life 
cycle of most storage media for- 
mats peters out after 10 years or 
so. “Technology obsolescence is an 
issue with data storage products," 
says a Mumbai-based analyst. The 
competition from Taiwan remains 
intense. The country houses 80 per 
cent of the world's CD capacity. 
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"Technology keeps changing but 
there is only one big mass market 
format at a time, sometimes two," 
says MBI's Head (Corporate Strategy) 
and Treasurer Rakesh Govil. Besides, 
some formats attract a sizeable de- 
mand even late in their life cycles. 
The 3.5-inch floppy disk is 15 years 
into its life cycle and will never re- 
gain its peak global market of 4 bil- 
lion units a year. But it still com- 
mands a market of 1.2 to 2 billion 
units annually. Why, even recordable 
music tapes—with C-60 or C- 
90 written on them—still sell, 
although the technology be- 
came obsolete years ago. In any 
case, Govil points out, a lot of 
Moser Baer's capital expendi- 
ture has gone into facilities com- 
mon to different formats. A 
large portion of its CD-R capac- 
ity is fungible with DVD-R. 

The other challenge is to 
consolidate in the domestic 
market, which accounts for 
merely 20 per cent of sales and 
where MBi has just launched its 
own eponymous brand. 

The challenges pale when 
one looks at the fact that the 
company enjoys a solid back- 
ing from its strategic equity 
investors: International 
Finance Corporation, Warb- 
urg Pincus, and JF Electra. The 
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domestic market is already proving 


to be a cakewalk. Three months af- 
ter the launch of its own brand, 
Moser Baer has already exceeded 
its first year target of a 10 per cent 
share of the market. 

In any case, with a 25 per cent 
return on capital employed 
against a less than 15 per cent 
weighted average cost of capital, 
Moser Baer's future success is un- 
likely to bring the word unlikely 
to the mind any more. E 
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Two-pocket Expandable Portfolio 

Rich full-grain leather 

Laptop compatible 

Tivo pockets in front for business essentials 

Expandable front compartment for added space when needed 
Rear compartment featuring file-divider organization 
Special feature: smart sleeve for increased mobility i 


Detachable, ergonomic shoulder strap 
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Indias technology twins are obvious candidates tor 
IS the near tuture that will show the world how well 
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WIPRO 


Effective use of cash 
on balance sheet for 
acquisitions 


Presence across the IT 
value chain from 
hardware to software 
to BPO to consulting 


Superior processes, 
courtesy focus on 
process-efficiency 


Transformational 
excellence; it has 
become a different 
company in around 
five years 


Strengths in 
high-end software 
Services 





Wipro’s Azim Hasham Premji: Aquisitions from the core of his strategy ; 


RISES CREATE CHAMPIONS. ALL 

through the go-go 1990s, Infosys Wipro has used the acquisition route to substantially develop expertise 
in new areas—it will be looking at its BPO foray, amongst others, to 

æ return it to the value builders quadrant 

20% 


and Wipro showed enough traits 
to be labelled heroes. The first set 
new standards in transparency and 
human resource management and 
marketed itself exceedingly well to customers, 
analysts, and to the media. The second acquired 
skills in technology services and telecommunica- 
tions—things that worked against it when the 
US market tanked in the early 2000s—and foc- 
used on building robust business practices and 
managerial bandwidth, the last prompted by the 
1998 exit of a team of key senior executives, 
but remained, like its chairman, chary of the 
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PINAKI PAUL 
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-10% 
Adjusted Market Value Growth (CAGR 1996-02, over industry avg) 
Source: A.T. Kearney Analysis 
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the best managed company tag. Paradoxically 
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INFOSYS TECHNOLOGIES 

Infosys’ growth strategy has been to expand its service offerings and 
geographical markets, while mitigating risk by limiting exposure to 
any new area 
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Adjusted Market Value Growth (CAGR 1996-02, over industry avg) 
Source: A.T. Kearney Analysis 
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WHAT SETS 
INFOSYS APART 


A values-driven 


superior human 
resource practices that 
translate into a 


Managerial 
bandwidth, with a 
strong team of 
senior executives 


customer relationships 
that translate into 


Record of 
transparency and 
governance 


Infosys’ Nandan Nilekani: Customer engagement forms the core of his 


media. Both thrived in an era when the world’s 
companies couldn’t have enough of the great 
outsource-IT-to-India pill. It was a magical cure 
that, at once reduced costs, improved efficiencies, 
and cut time to market. The stock of the two 
companies soared. Wipro, quoting at around Rs 
440 in January 1996, soared to a peak of Rs 
8,911 in February 2000, before settling down to 
its current Rs 902 levels. For Infosys, the corre- 
sponding numbers are Rs 50.62, Rs 10,673 (in 
March, 2000), and Rs 2,789. 

The early part of the 215t century hasn't been 
kind to India's IT services industry. The reces- 
sion in the US, the main market for companies 
such as Wipro and Infosys, has slashed IT spends 


approach to growth 


motivated workforce 


Marketing skills and 


more repeat business 
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and increased customer demands for more rational 
(read: lower) prices. Marketing expenses have inc- 
reased in a more-competitive-than-competitive-mar- 
ket. Expectedly, profit margins are down. Still worse, 
minor signs of resentment against outsourcing work 
off shore in general, and Indian IT services firms in 
particular have surfaced in countries all over the 
world. rr multinationals such as EDS, IBM, Accenture, 
and Cap Gemini are strengthening their Indian 


operations and hope to take away business from - 


the likes of Infosys and Wipro. The rupee is appre- 
ciating. Revenue growth rates have, as they should in 
such circumstances, descended from the rarefied 


WHERE THEY STAND 


An analysis of the IT/telecom industry highlighted Infosys, Satyam and Wipro as high value-building 


companies well-positioned to continued on an upward path 
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Source: A.T. Kearney Analysis, CMIE 


heights they inhabited in Indian IT’s glory years. In 


April this year, the Infosys stock was battered when 


the company issued a guidance of 22-23 per cent 
growth in revenues for 2003-04. Seven days later, it 
was Wipro’s turn as it announced a 4 per cent dip in 
net profit for 2002-03 compared to the previous 
year. If there is a time for ‘management’ to come to 
the rescue, it is this, it is this, it is this. 


Tactics Reloaded 

The companies themselves—Infosys did not par- 
ticipate in this story because it is in the quiet period 
in the run-up to its ADS listing—realise this. ^We 
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have weathered many storms and business cycles in 
the past and we will sail through the current period 
also,” says Anurag Behar, Corporate Vice President 
(Quality, Brand & Corporate Communication, and 
Innovation), Wipro. Behar’s sanguineness may be at- 
tributed to the fact that the company is already 
addressing the issues that face it. In the past year it 
has spent over Rs 700 crore acquiring companies 
with expertise in lucrative niches or a presence in 
key service or market segments or star front-end 
teams (or all). The latest buy in this shopping 
frenzy is NerveWire Inc., a Newton, Massachusetts- 
based hotshop that specialises in security consulting; 
Wipro bought the company 
for $18.7 million (Rs 88 
crore) last month. And 
Infosys’ ability to retain exi- 
sting customers and add new 
ones irrespective of environ- 
mental factors, reasons 
Avinash Vashishtha, the CEO 
of neoIT, a global inter- 
mediary that matches cus- 
tomer requirements with 
service providers, should see 
it through. *Infosys has been 
able to consistently deliver 
value to its customers," he 
says. *So much so that last 
year 85 per cent of their rev- 
enue was repeat business; 
and in the last quarter, they 
added 28 new customers, 
remarkable in a tough quar- 
ter." And if Wipro has sou- 
ght to buy its way to a front- 
end and a BPO operation, Infosys has developed 
them in-house. Either approach can work. 

Whichever approach they take, though, Banga- 
lore's tech twins have to navigate choppy waters. 
Their strategies will have to factor in new const- 
raints such as steadily falling billing rates, increased 
competition, and a higher marketing spend. Perhaps 
for the first time in their relatively short careers, 
the two companies will have to focus on profitable 
growth; in the past, thanks to the global delivery 
model and a huge cost arbitrage opportunity, almost 
all growth was profitable. This sequel is certain to be 
more gripping than the first part. E 
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: % @ Ratan Tata, Chairman, Taa Group: The small car driver all;the way 





Having made the passenger car business deliver its first ever profits, 
Ratan Tata wants to take Tata Engineering global. BY SWATI PRASAD 







SE 


g*HIS MUST BE THE SLOWEST LIFT OF THE 
B century,” grumbles Ratan Tata as he makes 
his way into the Presidential Hall at the Taj 
L President hotel in Colaba, South Mumbai. For 
a man of punctilious manners, it's an uncharacteristic 
remark. But it's easy to see why the non-executive 
Chairman of the Rs 45,000-crore Tata Group, which 
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incidentally owns the hotel, is impatient. Cooped up 
inside the first-floor hall are about 150 analysts, 
who've been invited for a pitch from Tata's auto- 
motive company, Tata Engineering. Only the pre- 
vious day, the company wowed Dalal Street with a 
spectacular year-end performance. Revenues are 
up 22 per cent to breach the Rs 10,000-crore mark 


VAAH.LId LNVINAH 


pu 


again, and previous year's red ink has turned into a 
thick black of Rs 300 crore. 

But this is more than just an ordinary turn- 
around for Tata. In many ways, it's a personal tri- 
umph. A vindication of his own beliefs. Eight years 
ago when the 65-year-old Tata decided to get truck- 
maker Tata Engineering to manufacture passen- 
gers cars—that too at an investment of Rs 1,700 
crore—critics pilloried the man. An Indian company 
can never make its own passenger car, they de- 
clared. But Tata persisted and when the first Indicas 
sputtered due to quality problems, he returned 
with a vastly improved V2 that the market liked. 

Today, at half-past eight on a Wednesday morn- 
ing, he has the analysts all ear. Tata unveils his new 
vision for the company. *I want Tata Engineering to 
be a truly global automobile company, which spreads 
its wings by setting up operations abroad and ex- 
porting vehicles to other countries," he declares. 
He also talks about his other pet project: a Rs 1 lakh 
car that most households in India can afford to buy. 
To the sceptics, Tata's message is simple. *With the 
Indica, we have proved that we can deliver what we 
promise," he says as a matter of fact. 


Global Plans 

The process of taking Tata Engineering global has 
already started. In December 2002 the company ente- 
red into an agreement with MG Rover, giving it access 
to 250 dealerships across Europe. Although the British 
car-maker is ailing, particularly after its separation 


V. SUMANTRAN / Head (Passenger Car Business & Engineering 
Research Centre / Tata Engineering 


"This is the first chapter in the relationship 
between Tata Engineering and MG Rover" 


from BMY, it stills offers an inroad into Europe for Tata 
Engineering. Starting 2004, about a hundred thousand 
Indicas (badged as Rover) are expected to be sold over 
the five years that follow. Says V. Sumantran, Tata Engi- 
neering's head of passenger car business and the engi- 
neering research centre: “This is the first chapter in the 
relationship between the two companies. We plan to 
share products and jointly develop car parts together." 


"We Have All It Takes To Make The Rs 1-Lakh Car” 


Ratan Tata is wary of Md ee small car cat out of the bag, but has no doubts that 


: the dream Will be realised 


— Has Tata Engineering built prototypes of the 
small car? 
No. We are not at the prototyping stage for this car. 


it should be possible to achieve our objective, and 
_ Tata Engineering has the combination of engineer- 
ing skills, development capabilities and the infrastruc- 
ture to undertake this challenge. 


be viable at this price? 

We need to look at a different manufacturing strategy 
for this car with more outsourcing, joint develop- 
ment and manufacturing to make this pricing possible. 


There needs to be close participation, co-operation be- 


tween Tata Engineering, component/aggregate man- 


= ufacturers, and even other OEMs, for an industry- 


cerpts from an interview: 
_ wide cost-effective solution. 


E When will the car be launched? 
The Rs 1 lakh car is at the concept stage. I do believe - 


It would be difficult to comment at this stage. I can 
only say that the 33 months concept-freeze-to-launch 
period for the Indica can be improved. Prior to the 
Indica, people used to say that the Tatas cannot 


. launch a car. But we have proved the sceptics wrong. 
.. The best thing is to wait till we show the car. Let 
Making « cars is an expensive isles Will the car 


there be excitement about the car. 


What's your vision for Tata Engineering? 


It should aspire to be a world-class automobile 


- company. In both commercial vehicles and passen- 
ger cars, it will seek to acquire meaningful interna- 


tional presence, either directly or through regional 


alliances and partnerships. 
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[he Holy. ly Grail 


With Ratan 


Ti hd oo Foe a a 


ta doing the driving, the Rs 1 lakh car may just happen. 


T THE 1998 AUTO EXPO HELD IN NEW DELHI, TATA ENGINEERING SHOWCASED A. 

mini concept car, christened zing. The Rs 1 lakh car, however, would prob- * 
ably borrow little from zing. A parallel of the Rs 1 lakh car exists in Europe, where 
a company called Aixam manufactures mini cars (powered by engines ranging 
from 340cc to 500cc) made out of motorcycle equipment. It's known as a quadri- 
cycle and is sold in countries such as France, Spain and Italy. td n 

Tata Engineering has begun talks with some two-wheeler and component 
manufacturers in India for the Rs 1 lakh car. The company plans to sell the car 
in the form of a kit, which would be capable of being assembled quite easily. 





Although the company admits that making such a car is a challenge, it says that it is not impossible. In fact, 
Sumantran says that it is possible to price the car at Rs 1 lakh and still make it to be safe and E 
friendly. The company even plans to export this car to other developing countries. : 

In fact, an ex-Tata Engineering executive says that in the past the company had assembled a small car using 
two-wheeler components. But mass production of the model wasn't found to be viable. But will the Rs 1 lakh car 
change the transport sector in India, as promised by Ratan Tata? Some industry experts feel that even if the Tatas 
do launch such a car, consumers may still prefer a second-hand Maruti 800 over a mini-car developed from two- 
wheeler components. But surely, the Tatas know that too. 


New Cars In The Offing 








Indica Sport Indigo Station Wagon 
Launch: September 2003 Launch: October 2003 


New Sumo New Indica 


Launch: Dec 2003-Jan 2004 § Launch: Dec 2003-Jan 2004 





There are also big plans for commercial vehicles, 
which fetch 60 per cent of the company’s revenues. One 
of them is to make India an export hub for trucks 
and buses. An assembly plant in Malaysia is planned as 
well. Recently, the company launched the EX series of 
trucks in 15 towns in Sri Lanka. Simultaneously, it is 
also exploring the Chinese market and is looking for 
buyers in South Asia, Asean region, CIS countries, a cou- 
ple of countries in the Middle East, and three countries 
in Europe. “A Rover-like tie up for Cvs, though not on 
the anvil, cannot be ruled out,” says Ravi Kant, head of 
commercial vehicles business. 

But what’s closer to Tata’s heart is the passenger car 
business. Having made Tata Engineering the second 
biggest car-maker in the country, he now wants it to 
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have a go at market leader Maruti Udyog, armed with 
a slew of new cars (See New Cars In The Offing). 
These cars would largely be extensions of the Indica 
platform, but Sumantran agrees that the company has 
to look beyond the Indica. Will the small car pry 
open a huge untapped market? Some such cars are 
available in various parts of the world, but as B.V.R. 
Subbu, Hyundai Motor India’s President points out, “It 
would be interesting to see which model the Tatas pick 
that satisfies safety and emission norms and meet the 
needs of the consumer.” 

If there’s anybody in India who can make that 
possible, then it is Sumantran. Prior to joining the Tatas 
in November 2001, Sumantran—who oversaw the lau- 
nch of the company’s successful sedan, Indigo—was de- 
signing cars for General Motors in Detroit, and speci- 
fically a small car. Says the man: “(A successful small car) 
is the automotive Holy Grail. But that doesn’t mean you 
stop looking for it.” Sumantran plans to configure the 
small car outside India. And while Tata denies that any 
prototype has been developed yet (See “We Have All It 
Takes To Make The Rs 1-Lakh Car"), he says that it can 
go from concept to production in less time than it took 
the Indica. For example, the Indica took 33 months in 
the making, but Indigo was out in 23. Says Sumantran: 
“We are working towards shorter templates.” 

That could also be because Tata, who’s the non- 
executive chairman of the group, will step down in 
another four years. And the car enthusiast Tata 
would like nothing more than a revolutionary small 
car as his last hurrah. El 
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"SUPER 16 


If you had invested Rs 100 back in January 1997 in 16 of BT's Best Managed 
Companies, equally, you'd be sitting on roughly Rs 1,141 today. Would this bunch 
perform just as well in the years ahead? By SHILPA NAYAK 





puzzle here. First good management, 

then good financials. Which explains 

why the world's savviest investors 

watch management more than the 

numbers. It also explains why it takes BT's 
Super Sixteen to turn Rs 100 into Rs 1,141 on 
the stock market in just six-and-a-quarter years. 
Formulating a retrospective portfolio is no big 
deal. The challenge is to figure out which 16 
could deliver spiffy returns over the next six-and- Figures in Rs unless otherwise mentioned Share prices in Rs 


HERE'S NO CHICKEN-AND-EGG ASIAN PAINTS ) 





186.88 
Jan 1, 1997 





. Market cap, sales, and PAT figures in Rs crore 
a-quarter years. Would it be these? *May 27,2003 EPS, P/E, and market cap as on May 22, 2003 
Prospects 


Some analysts would pick Reliance (a stock to BRITANNIA INDUSTRIES 


‘hold’) without batting an eyelid, despite the 
group’s telecom troubles. Thanks to strong 
cash flows, the company has enormous re- 
silience. By the time the benefits of the gas 
find off the Andhra coast kick in, by 2004-05, 
Reliance would have established itself as an 
energy major—on the retail front too. 

Asian Paints (‘buy on dips’) remains at- 
tractive for its R&D efforts and overseas ex- P 
pansion, even as it widens its offer basket do- Share prices in Rs 


. ». (6 , . Market cap, sales, and PAT figures in Rs crore 
mestically. Dr Reddy’s (‘hold’), according to *May 27,2003 EPS, P/E, and market cap as on May 22, 2003 





The Composite Picture 


Share price composite index (base: 100) of the 
16 companies, equally weighted. 
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Jamshed Desai, Head of Research, Taib 
Securities, “is clearly in the virtuous cycle of the 
global generics market. While there are little 
ups and down in global generics, it's a win- 
some lose-some game. Given the ANDA filings 
and opportunities available, this company 
would win more." For specialty pharma, Sun 
Pharma (‘buy on dips’) is a long-term story 
with enough mind and money vested in ther- 
apy domains such as cardiology, psychiatry, 
neurology, and gastroenterology, to come 
good. “Five years down the line,” predicts 
Rohit Bhat, Pharma Analyst, Batlivala and 
Karani Securities, “Sun should be in the top 
five Indian pharmaceutical companies.” 

The poor guidance from Infosys (‘buy’) may 
have put off some investors, but the software 
story remains compelling if you discount the hic- 
cups. “All said and done,” says Jayesh Parekh, 
Technology analyst, Motilal Oswal Securities, 
“Infosys has all the ingredients—a strong balance 
sheet with robust cash flows, a sustainable busi- 
ness model and an excellent management, to 
survive the ups and downs.” Wipro (‘buy’) too 
has been running to stand still, faced with the 
same margin pressure. But, says Parekh, “The 
strong management, organisation and business 
depth have seen the company through, in spite 
of the fall in business.” However, Satyam, the 
price warrior, might have to bank on an upturn 
in market conditions. 

Tvs Motor (‘hold’) has struck it big with 








Figures in Rs unless otherwise mentioned 
Market cap, sales, and PAT figures in Rs crore 
EPS, P/E, market cap and closing price as on May 22, 2003 


Company delisted in October, 2002 Share prices in Rs 






DR. REDDYS LABORATORIES 


85.13 
Jan 1, 1997 
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GUJARAT AMBUJA CEMENTS 










174.15 _ 


May 27, 2003 
121.13 : 
| Jan 1, 1997 


Share prices in Rs 


Figures in Rs unless otherwise mentioned 
Market cap, sales, and PAT figures in Rs crore 
*May 27, 2003 EPS, P/E, and market cap as on May 22, 2003 


HDFC BANK 
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HINDALCO INDUSTRIES 


13.5 
Jan 1, 1997 


Jan 1, 1997 





Figures in Rs unless otherwise mentioned Share prices in Rs Figures in Rs unless otherwise mentioned Share prices in Rs 
Market cap, sales, and PAT figures in Rs crore Market cap, sales, and PAT figures in Rs crore 
*May 27, 2003 EPS, P/E, and market cap as on May 22, 2003 *May 27, 2003 EPS, P/E, and market cap as on May 22, 2003 


could do wonders for it. Oil player HPCL, 
though, has been riddled by disinvestment 
doubt. *While the business is robust and offers 
immense value and growth, the unlocking of 
value depends on what happens to the divest- 
ment debate," opines Desai. 

Moser Baer (‘hold’), the info-disc maker, 
has been expanding furiously, of late. And 
Figures in Rs unless otherwise mentioned Share prices in Rs higher value-added P roducts could nudge IP 
Market cap, sales, and PAT figures in Rs crore margins. Britannia has shored up margins by 
*May27,2003 EPS, P/E, and market cap as on May 22, 2003 hiving off its dairy business and geared itself 
for volumes with market-penetrative addi- 
tions to its biscuits range. Cadbury, mean- 


HINDUSTAN PETROLEUM CORPORATION Victor, launched last year. Other such launches 







į Jan 1, 1997 








THE MERGER OF ICICI WITH 
ICICI BANK HAS TILTED THE 
ASSET PORTFOLIO TOWARDS 
CORPORATE LOANS, BUT THE 

mea RETAIL THRUST CONTINUES f 
E UNABATED. ITS NPA RATIO © 
REMAINS COMFORTABLY LOW 





Figures in Rs unless otherwise mentioned Share prices in Rs 
Market cap, sales, and PAT figures in Rs crore 
*May 27, 2003 EPS, P/E, and market cap as on May 22, 2003 
while, is trying to deepen chocolate penetra- 
| | tion in India; a pity that the company has 
INFOSYS TECHNOLOGIES delisted from Indian bourses. 

HDFC Bank (‘hold’) remains a sharp perfor- 
mer amongst banks, currently in the spotlight. 
“The Bank has its strategy, infrastructure and 
focus in place,” says Rajat Rajgariha, Banking 
analyst Motilal Oswal Securities, “It has al- 
ways been ahead of time in identifying the 
next growth area, and putting the required 
infrastructure in place for it.” 

As for ICICI Bank (‘hold’), though the 





2,605 
May 27, 2003 





Figures in Rs unless otherwise mentioned Share prices in Rs merger with its parent ICICI has tilted the asset 
Market cap, sales, and PAT figures in Rs crore * ; 
*May 27,2003 EPS, P/E, and market cap as on May 22, 2003 portfolio towards corporate loans, the retail 
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thrust continues unabated. The bank's NPA 
ratio remains comfortably low. 
| Hindalco (‘hold’) has sorted out its power 
crisis, and is looking aggressive. Gujarat Ambuja 
(‘buy on dips’) has just added on new capacity, 
and is playing on internal efficiency coupled with 
volumes, premised on India’s construction 
boom, even as cement margins dip. 


Risks 


Now, if the set of India’s 16 best managed 
companies looks completely different some 
years down the line, don’t say we didn’t mention 
the R-word. They may not be significant, but 
risks do exist. Reliance’s new gambits are 
thought to face execution risks, for example, in 
the absence of the unifying force of group pa- 
triarch Dhirubhai Ambani. 

Asian Paints’ overseas foray could possibly 
run into unexpected market-related and other 
operating complexities. Dr Reddy’s and Sun 
Pharma both operate in an inherently risky 
field, where legal entanglements and R&D dead- 
ends could pop fortunes. Infosys and Wipro, 
likewise, now face such intense competition 
from global software players that these firms are 
still in make-or-break mode, in a sense. Satyam 
faces the additional worry of limitations in its 
management bandwidth, compared to Wipro 
and Infosys. Tvs Motors, meanwhile, must worry 
about its rivals revving up again for a close race. 
HPCL has myriad unresolved issues that could 
jeopardise its future. Moser Baer could run into 
trade barriers. Britannia is currently beset with 
leadership turbulence, given Sunil Alagh’s impen- 
ding departure. Hindalco has copper headaches. 
HDFC Bank risks being left out of the home- 
loan action (on account of its parent), while 
ICICI Bank must bear some if its parent’s burdens. 
Still, Super 16 these are. Œ 
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SUN PHARMACEUTICAL INDUSTRIES 
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TVS MOTOR 


917.15. 
May 27, 2003 | 
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WIPRO 


805.85 


May 27, 2003 ] 
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NDIA LIVES IN HER VILLAGES. SO SAID THE "FATHER OF 

the nation” Mohandas Karamchand Gandhi. 

Though it is still fairly fashionable to quote him, 
many prefer to pay lip service to his ideals. 

Consider the telecom industry, often lauded as a 
shining example of a sector where the entry of private 
players has worked wonders for the consumer. Call 
charges are down, telephone connections are available 
at short notice, if not on demand, and a mobile phone 
may soon no longer remain an accessory of just the 
well-off. Well, that’s only one side of the story. 

What is not so well-publicised is that of the 
6,07,491 villages in the country, close to one lakh (to 
be precise, 99,339) villages did not have a single 
phone till the end of 2002. An important objective of 
the National Telecom Policy of 1994 was that every 
village in the country should have a telephone by the 
end of March 1997. Two years later, in 1999, another 
policy had deferred this deadline to March 31, 2002. 
What transpired was that by this date, a total of 
4,69,010 village public telephones (vPrs) had been 
installed, almost all of them by the public sector 
Bharat Sanchar Nigam Limited (BSNL). 

According to a report of the Comptroller & 
Auditor General of India (CAG), private providers of 
basic telephone services had committed themselves 
to installing as many as 98,000 vrrs by March 
2002—in fact, the licences issued to private opera- 
tors by the Department of Telecommunications 
(DoT) had specified that one out of 10 telephones 
installed by these companies would be in rural 
areas. How many VPTs were actually installed?The 
answer is disappointing: 846. 

That's not all. The CAG has hauled up the por for 
providing private telecom operators financial bene- 
fits worth Rs 812 crore for not adhering to their lic- 
ence conditions. The generosity shown to these ope- 
rators caused a loss of Rs 720 crore to the exchequer 
because instead of revoking their licences, the gov- 
ernment authorities generously let them off after 
payment of liquidated damages. To add insult to 
injury, BSNL ended up spending Rs 93 crore setting up 
vPTs that should have been set up by the private 
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LEFT ANGLE MB Paranjoy Guha Thakurta 


Whither Connectivity? 


The telecom boom has miserably failed to make inroads into Indian villages. 


operators in the first place. 

How did this all happen? A particular licence 
condition stipulated that liquidated damages would 
be paid at the rate of Rs 66 per day of delay per vil- 
lage public telephone not installed. Then came a 
clever catch. A cap of Rs 6.5 crore was placed on 
the total amount that could be imposed as liqui- 
dated damages on any operator. 

Thus, private players, including companies in the 
Tata, Reliance and Bharti groups, preferred to pay 
the maximum damages that could be levied on 
them instead of installing phones in villages. There 
was a moderate jump in the number of vPrs installed 
between April and December 2002. Till the end of 
December 2002, Tata Teleservices had set up 1,312 
VPTs in Andhra Pradesh and 1,140 in Maharashtra, 
while Bharti had installed 348 vets in Madhya 
Pradesh, Shyam had installed 926 in Rajasthan and 
Himachal Futuristic, 816 in Punjab. Reliance had 
not set up a single VPT in Gujarat, where it holds a 
licence for basic telecom services. 

Former Communications Secretary D.K. Sangal 
says both the DoT and the Telecom Regulatory 
Authority of India (TRAI) have been “extremely 
soft" on private operators by not enforcing licenc- 
ing conditions stringently. Left to themselves, DoT 
and BSNL could have provided at least one phone in 
each village in the country by March 2000, he 
feels. ^We had a clear plan that could have been im- 
plemented if the new regime favouring the private 
sector had not come," says Sangal. 

Communications Minister Arun Shourie loves 
telling the world how India's public sector enterprises 
have been treated like the private property of politicians 
and bureaucrats in power. It may certainly be worth his 
while to examine how certain leading lights of the 
country's private corporate sector have been able to get 
away without fulfilling their obligations to society—that 
too, at the expense of the much-maligned public sec- 
tor, the minister's favourite whipping boy. 





The author is Director, School of Convergence at IMI, New Delhi, and a 
journalist. He can be contacted at paranjoy@yahoo.com. 
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Whether it's Nisha Sharma, sending her GOWry-Seeking 
pace in-laws to jail or Shilpa Shetty's-Tatier 
0 pening a new chapter in the Bollywood-underworid 
- nexus drama, Aaj Tak is the only channel that has the 
best train led eyes for news. We bring news first. 
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Whistleblowers 


Whistleblowing is new to India. Assuming that this is to 
be encouraged, do corporates have credible whistle 
mechanisms in place? sy mornak miTRA 


HOULD YOU, SHOULD YOU NOT, SHOULD YOU, 
should you not... blow the whistle, that is. 
Report a wrongdoing. Squeal, rat, tattletale, 
whatever they call it. If you don't have the 
nerve, take heart. Many others don't, even at 
higher rungs of the corporate hierarchy. Infosys’ whistle- 
blower e-mail box might make for a nice news report, 
but that still doesn't mean the boss will get to hear 
everything he ought to. India Inc's whistle mechanisms 
have traditionally been so weak, that even senior mana- 
gers prefer the safety of tightlipped thumb-twiddling. 
Not that everything's always out in the open in the 
‘open market’ of the US, where 
BusinessWeek declared 2002 
the ‘year of the whistle- 
blower’, Time picked 
three female whistle- 
blowers as ‘persons 
of the year’ and 
The Economist 
devoted a whole 
page to a Mattel 3 
squealer. Heard of % 
Sherron Watkins of 
Enron, Cynthia Cooper of ™ 
WorldCom, Coleen Rowley of ' 
the FBI or Christine Casey of Mattel 
lately? There's a good chance that 
they found the media exposure 
only slightly more helpful to 
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their corporate careers (if not modelling) than Russell 
Crowe’s character did in The Insider, a film that deters 
whistleblowing perhaps as effectively as it inspires. 


The Right To Squeal 
Getting people to speak up is difficult even when there’s 
no wrongdoing involved. The reason? Fear. Better to grin 
and bear it than suffer forever. In the late 1980s, the chief 
of an Indian steel major was shocked to find that the tech- 
nical managers did not have the courage to send word up 
that the Rs 800 crore sanctioned for plant modernisation 
was simply not enough to do the job. 
This was because this was the sum agreed 
upon by the chief and their direct boss, 
the shocked chief's deputy, and 
the technical heads fea- 
. red that any grumb- 
| ling would trigger a 
' shootout between the 
| top two, trapping them 
f all in the crossfire. It was 
* only at a casual luncheon 
meet with the engineering 
= ' general manager that the 
PE chief finally identified the 
K cause of the hold-up. 
Information short-circuits 
NC are terrible for business. All the more 
so when it involves misconduct, even if 


it’s minor. Forget fudged accounts, corner-snipped 


| N EE RITESH SHARMA 


) 


quality and dangerous effluents. A rudely-spoken word 
on the phone to a potential customer, for example, is also 
something the chief ought to hear of—but never will— 
because colleagues like to ‘mind their own business’. What 
could make the difference, however, is a culture of 
transparency. Where squealing is not squealing. It is 
ennobled—as whistleblowing. Based on a common prin- 
ciple and common right. The right to raise the alarm. 

Instituting appropriate whistle mechanisms, backed 
by systemised processes, are just a step towards that. And 
these need not take the form of an e-mail, a /a Infosys. 
Take LG's Pizza-with-Kim system. At LG, according to 
Y.V. Verma, VP (HR), every Saturday is observed as 
Pizza-with-Kim day. That's the time for an employee to 
bare his soul. “The pizza meeting with the managing di- 
rector," says Verma, who is present only as an observer, 
"adds to the informality of the situation where each emp- 
loyee is free to voice concerns." 

Similar meetings at Hyundai 
Motor have helped the company 
bridge its Korean-Indian cultural 
differences, reports G.S. Ramesh, 
VP (HR). The trick was to get people 
shrug off their inhibitions and talk 
openly to senior management, Now 
they're all *Hyundaians'. *That's 
Hyundai plus Indians," explains 
Ramesh, adding that the company 
will soon launch an intranet commu- 
nication module that will capture 
people's *expressions and impres- 
sions" in digital format. 


Whistles, Bells And Credibility 
In the view of Adil Malia, VP (HR), 
Coca-Cola India, any good system 
must have three clearly enunciated 
stages to it—recognition, reporting, and action. Indeed, 
alarm-raising would have no meaning if it leads to no 
action. And that's why companies need to separate 
cry-wolfers from real calls, and then work hard at the 
. whistle mechanism's credibility. | 
That often involves turning ethics into a sort of cate- 
gorical imperative by making it very clear what the com- 
pany stands for as an institution, regardless of indivi- 
duals. According to Malia, Coca-Cola's Code of Business 
Conduct mandates every newcomer to be taken through 
“a very structured presentation in which company val- 
ues, both acceptable and uncharacteristic, are highligh- 
ted through videos and personal presentation". More- 
over, claims Malia, none of the organisational processes 
come without a redressal mechanism. “In case a junior 
manager is unhappy with his appraisal, he can take the 
matter up with me (the HR Head),” he says. Besides, every 


WHISTLEBLOWERS... 


„WHILE COMPANIES... 





Coca-Cola employee has hotline access to its Atlanta 
headquarters, where a group of ombudsmen are all ears. 

An ombudsman, a Swedish term, is an independent 
official who is supposed to owe his loyalty solely to the 
force of good. “One should anoint a very senior person 
within the company as its ombudsman,” feels Yogi Sri- 
ram, VP (Corporate HR and Personnel), Larsen & Toubro, 
“since only he would be in a position to understand the 
context of the situation... moreover, the person should 
understand the business, and most importantly, should 
not be declared an ‘official ombudsman'." Why not offi- 
cial? Well, this is the age of cynicism. And naivette is 
vanishing even amongst young trainees. If the omb- 
udsman acquires a watchdoggish reputation, he may 
come to be seen as just another figure up the totem-pole 
controlled by hidden vested interests. 


Are We All Deluded? 

Assuredly, recent measures taken 
by companies such as Wipro and 
Infosys (encouraging people to blow 
the whistle on harassment, discrimi- 
nation, accounting malpractice, 
crime, breach of contract, or other 
workplace perils), will result in the 
copycat creation of whistle mecha- 
nisms at other companies as well. 

But will this really make things 
better? Or is it just another illusory 
exercise? In 1999, KPMG had conduc- 
ted a business ethics survey span- 
ning hundreds of firms. *The sur- 
vey," says Deepankar Sanwalka, Exe- 
cutive Director (Forensic), KPMG, 
“highlighted ways to reinforce com- 
pany policies, and looked at reasons 
why codes of conduct are reduced at 
times to a mere paper document, and also a range of 
conflict of interest issues.” Insider trading is a classic con- 
flict-of-interest issue, as illustrated by last year’s story of 
a senior employee at an IT major who played the stock- 
markets on insider knowledge of its financial results. He 
was sacked. But it’s not easy catching such misbehaviour. 

According to the KPMG Fraud and Misconduct 
Diagnostic Survey, 2003, as many as 72 per cent of cor- 
porates in India do not have a ‘conflict of interest’ 
declaration signed by employees. As many as 50 per cent 
don’t even have a policy. This makes whistleblowing 
important, concludes Sanwalka. Though, “It is equally 
vital for a company to protect its whistleblowers.” 

At the end, transparency works in the company’s ben- 
efit. As Bill Gates is known to say, the winners are 
firms in which bad news travels up faster than good 
news, A simple idea. Deceptively so. 
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Ravi Uppal, Vice Chairman & MD, ABB India: Moving from Made in India to Made by ABB 
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How ABB India made its Vadodara and 
Nasik plants global hubs for two of the 


 ...... Swedish giant's power products. — 


SUALLY, RAVI UPPAL ISN'T 
a man given to immo- 
dest bouts of exultation. 
But on a recent hot May 
afternoon in ABB India’s Vadodara 
plant, the company’s 51-year-old 
Vice Chairman and Managing 
Director can’t stop beaming. Like 
a proud parent, Uppal is strut- 
ting around the 110-acre plant, 
hopping from one shed to an- 
other, in between stopping to 
chat up workers on the shopfloor. 
What’s adding that extra 
bounce to his steps? Early this 
year, the power and automation 
technologies company bagged its 
largest export order to date: a 
Rs 168-crore deal with Syria’s 
Public Establishment of Electricity 
for Generation & Transmission 
(PEEGT) for supply of six substa- 
tions. Apart from the magnitude 
of the order, what Uppal is kicked 
about is the fact that his com- 
pany trounced 15 international 
bidders in a market where even 
ABB (Europe) has traditionally had 
little luck. So what did the trick? 
“As a member of the Syrian dele- 
gation put it, Swiss panels at Chi- 
nese costs,” says Uppal, who rec- 
ently received the Swedish knight- 
hood “Royal Order of the Pole 
Star” for his contributions to 
Swedish businesses (he was earlier 
the CEO of Volvo India). 


Uppal’s pride is understandable. 
After all, the Vadodara facility is one 
of the only two “global factories” in 
India of the Swedish engineering 
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giant (the other is in Nasik). That 
means for 72.5 KV and above circuit 
breakers, the 39-year-old plant is 
the single source world wide. 


Similarly, the Nasik facility is the ABB 





network's sole supplier of medium 
voltage outdoor circuit breakers 
and magnetic actuators. Together 
they are worth an estimated Rs 
588 crore in annual business 
world wide. 

That's quite a leap for a com- 
pany that until recently did not 
sell anything directly in the global 
markets. Now though, it is tar- 
geting markets such as New 
Zealand, Australia, South America 
and Asia Pacific. The interesting 
bit, however, is that ABB India is 
also responsible for the market- 
ing. Not surprising, then, to see 
the marketing honchos at 
Vadodara working late into the 
evening, making cold calls, lining 
up meetings, and working on 
power-point presentations. 

The hardwork seems to be 
paying off. Two years since the 
export initiative was unveiled, 
ABB India has managed to cor- 
ner around 17 per cent of the 
Rs 100-crore global market for 
its two products (circuit breakers 
and magnetic actuators). 
Through a combination of ace 
switchgear products and turnkey 
projects like that of Syria Elec- 
tricity, Uppal wants to up exports 
to Rs 400 crore by 2005. 


Change In Philosophy 
The sourcing saga started with the 
headquarters in Zurich launching a 
“global resource optimisation 
search". The objective: To iden- 
tify factories that could produce 
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-Machined components made at Vadodara 
are 20 per cent cheaper than anywhere * 
else in the world, while sourced insulators 





world-class products at interna- 
tionally competitive prices. Besides 
other things, the factory needed to 
have domain expertise and a high 
level of technical capability. China 
and India, not surprisingly, emerged 
as the best bets, Says Peter Smits, 
Chairman, ABB India and global 
head of Power Technology divi- 


can cost 15 per cent less 


SURGING EXPORTS 


Single-sourcing of products 
is helping. 
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Bringing the quality up to 
scratch involved extensive worker 
retraining and internal communi- 
cation. At the Nasik plant, tech- 
nical courses were offered both on 
the job and in classrooms. At each 
workstation there are detailed 
graphical instructions on how the 
concerned process should be car- 


sion: *By leveraging our global opt- ried out. That apart, workers are $ 
imisation philosophy we're mov- briefed on the end use of the prod- 
ing from the traditional Made in ucts they make. To minimise vari- 
India or China to Made by ABB." ations between different product 

A small change in label, but a batches and to ensure standardisa- 
huge transformation in mindset 2001 2000 — 2003^ — 2001* tion, a “process centring” method- 
for the organisation. As ABB India's ^''stawerter — “Projected Figures in Rs crore ology is used. This checks quality at 
Senior Vice President and Head each stage of production rather 
of Power Technologies Products, electrical tests that each HVCB goes — than just the finished product. 
Amresh Dhawan, points out, through. The *drying process" in- Quality checks are done at three 
world-class quality is only an entry- volves putting a transformer ina independent levels: At the raw ma- 
level requirement. From controlled | vacuum oven at 170 degree for terial stage, semi-finished stage, and 
environments to layouts, from mat- anything between 10 hours and the final product stage. At the back- 
erials flow to tools, from docu- eight days. The process is not just end, a “green channel” system was 
mentation to even packing, every- time consuming, but needs spe- introduced, whereby pre-certified 
thing has to be in line with global  cialised skills. Or take the winding ^ vendors can directly replenish raw 
standards and stipulations. of the coil, which sits at the heart materials kept in special plastic bins 

Neither is the process of man- of each complex transformer. Each next to every workstation on the ) 


ufacturing high-voltage circuit 
breakers (HVCB) uncomplicated. 
While, in principle, these are 
switches not very different from 
the ones in an average home, mak- 
ing them is a tricky business. For 
example, there are 200-odd mec- 
hanical operations and assorted 


THE REVENUE 
PIE 


Products and services 
will fetch more in 
the future. 


*Projected 
W Projects W Products 
W Services 
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transformer takes nine different 
kinds of winding, which must be 
done in a dust-proof environment, 
requiring anything from five to 15 
days. “One can’t overemphasise 
how crucial it is to get it exactly 
right,” says Dhawan. “Otherwise it 
may just blow up during testing.” 


shopfloor. Ergo, there are no stores 
and no inventory planning. Even 
topping up of supplies is the res- 
ponsibility of the vendor. 

The formidable task of getting 
the global factory concept across 
to workers, about 600 of whom 
are employed in the Vadodara 
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plant, was done through informal 
meetings, workshops, even spe- 
cially printed vernacular booklets. 
The company's pitch to workers: 
You are playing an important role 
not just in the Indian operations, 
but globally. The communication 
exercise seems to have reaped 
handsome dividends. During the 
recent truckers' strike, the workers 
voluntarily put in 16-hour shifts so 
that a shipment could make to the 
port on time. And that too without 
demanding any overtime. *They 
had to feel they were doing more 
than just tightening nuts and 
bolts," says Dhawan. 

The result: the Vadodara plant 
has significantly increased its cost 
competitiveness. The insulators 
that it locally sources are 15 per 
cent cheaper than those manufac- 
tured anywhere else in the world. 
Machined components can cost as 
much as 20 per cent less. But ask 
Uppal and he'll take pains to point 
out that while cost is a factor, it is 
the subsidiary's pool of technically 
savvy managers and intellectual 
capital that are its real strengths. It 
was that knowledge, Uppal points 
out, which helped bag the Syrian 
order, where ABB India is respon- 
sible for design, procurement, 
manufacturing, and supply of 
equipment for the substations. 

So far the global factory concept 
seems to a win-win situation for 
the parent and the Indian sub- 
sidiary. While Zurich gets access 
to world class products at compet- 
itive rates, ABB India gets to focus on 
making a few, high-volume prod- 
ucts that can be hawked profitably 
in the global markets. Already, 
Uppal's focus on global markets is 
showing up on the balance sheet. 
Order book in the first quarter of 
this year rose 35 per cent to Rs 
380 crore compared to the same 
period last year. Revenues climbed 
19 per cent to Rs 290 crore and net 
profits soared an impressive 41 per 
cent at Rs 8.7 crore. 
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Buoyed by its success, the com- 
pany recently invested Rs 25 crore 
in expanding its transformer capa- 
city from 4,500 MVA to 6,000 MVA. 
It is also getting into a new line of 
high voltage (above 220 Kv) and 
HVDC (High Voltage Direct Current) 
transformers, which have found 
buyers in international utilities like 
Florida Light & Power. Says Uppal: 
“Focus on exports is an integral 
part of ABB India's strategic busi- 
ness thrust. Our growing interna- 
tional presence is clearly indicated by 
the surge in exports." 

But running a global factory is 
no cake walk. A good 70 per cent of 
ABB India's revenues still comes from 
products less than five years old. 


Amresh Dhawan, Senior VP, ABB India: The benchmark is global 
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To stay on top of the ball, it will 
have to walk the bleeding edge of 
technology. Uppal for one plans to 
make use of his company's soft 
skills in a wide range of industries 
including metals to paper to petro- 
chem to bag consultancy and advi- 
sory assignments. By 2005, the com- 
pany hopes to get 15 per cent of its 
revenues from services and a quar- 
ter from products (See The Revenue 
Pie). Says Smit: “I see the Indian 
operations playing a more pro- 
nounced regional and global role 
within the group in the form of 
international projects, product 
sourcing and as service providers." 
Doesn't look like Uppal's going to 
stop beaming anytime soon. & 
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The Case Of 
Mobile Marketing 


Should fitness gear maker Sculpt take a shot at mobile marketing? S. Varma of Reebok India, 
A. Gupta of BrandProphet, R. Singh of ActiveMedia, and S.K. Yerramsetta discuss. 
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Sculpt India Ltd, a leading marketer of running 
shoes and sundry fitness gear, as he took another 
look at the leaflets and poster material. 

Akhilesh Mittal, Sculpt’s marketing advisor, did 
not respond. Keen on the proposal he was in the 
process of presenting, the man was busy watching 
the boss’ face. It was a face aglow, visibly intrigued 
by the creative work in front of him. Why interrupt 
his chain of thought? 

‘One Body Is All You Get!’ screamed one leaflet on 
the creative presentation panel, “Your Body Needs 
Your Help!’ blared another, both followed by “Take 
our fitness test, now’ and a mobile phone number to 
SMS. This was the device to get ‘opt-ins’. 

“Go ahead,” said Mittal, after some time, as Parikh 
reached for his mobile phone, 
“try it yourself... dial 

an instant test.” 

Parikh did, in his 
new role as customer- 
come-across-a-Sculpt- 
leaflet. It was an idea worth 
checking out, for sure. 

“Good,” said Mittal, 
with obvious relish, *con- 
tact established. That’s the 
permission we need to start 
a fitness relationship be- 
tween you and the 
brand Sculpt.” 

“Permission for 
what—to twist my 
back out of shape?” 
joked the chief, as he got off 
his chair and started following 
the rather aerobic instructions 
(to take the test) that had 
just been text-messaged back 
to him on his mobile screen. 


Y CANNOT BE SERIOUS," SAID PARTH PARIKH, CEO, 
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“Ha ha ha... well, permission to engage you in 
some sort of exchange, game, rhythm, mental process 
or anything else,” clarified Mittal, who was pleased to 
see the ease with which Parikh had participated— 
mentally and physically—in the back-and-forth SMS 
Q&A session designed to test his fitness on the spot. 

“Hmmmm... any more of this and I should get 
Myron’s Discus Thrower of the year award,” 
quipped Parikh, nearing the end of the mini-work- 
out he had just been subjected to. 

“Good work. Now send in your age and other 
details. Depending on your score, Sculpt will send 
you a fitness regimen recommendation,” said Mittal, as 
Parikh sat back in the relieving comfort of his swivel 
chair to read his mobile screen again. 

“Great, I love this company—but my wallet has not 
got any lighter. When does Sculpt get to sell me any- 
thing?” asked Parikh, in genial concern for the company 
taking such an interest in his anatomical achievements. 

“Patience,” replied Mittal, “Patience. This is just the 


z engagement phase. The preliminary interaction. And 


” right now, we must concentrate on delivering two 
things to you—value and entertainment." 

*Oh, wonderful," Parikh shot back, *For free?" 

*No, not at all. Not in the long term, anyway," 
said Mittal, convinced that Parikh's interest had 
been piqued, for the simple reason that his mo- 
bile marketing proposal hadn't yet been flung 
out of the room. 

Knowing Parikh, that was a good sign. 
The boss, trim and energetic at 48, was an 
extremely busy man. He was also an 
extremely receptive man. An 
early-adopter himself, he 
had developed his en- 
tire career on speed- 
ing up the adop- 
tion curve of new 
products and 
novel concepts. 
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“Technically,” continued Mittal, “the technology all- 
ows us to deliver messages straight into your pocket.” 

“Interesting,” said Parikh. 

“But you can say ‘no’ whenever you want. That is 
critical. We simply cannot afford to be intrusive, or even 
come across as quick-wit deal-snapping sorts. The 
mobile phone is an intimate medium. It is live. It is part 
of you, wherever you are, most of your waking hours- 
and you trust the machine implicitly to aid your life. If 
it begins to irritate you, we’re doomed. The very cause 
of mobile marketing is doomed.” 

“So this whole operation of leaflets and sMs tests will 
get us what—a mobile number database?” 

“A database of opt-ins,” nodded Mittal, “and then, 
once we've got the guy moving his bu... er, body, we 
SMS the best deals on appropriate footwear. We send an 
SMS price-off coupon. Would you like our classic 
sneakers for under 800 bucks?” 

“This is the sort of marketing idea 
that probably works in markets with 
high mobile penetration,” said Parikh, ` 
sounding a wee bit sceptical, “What are 
we talking about here—14 million hand- 
sets? Is that enough?” 

“More than enough,” said Mittal, 
“considering that mobile telephony is 
still an upmarket phenomenon in 
India—that is precisely our target au- 
dience. Yuppies on the move. That’s whom we want, 
isn’t it? The good news is that sMs costs so little. 
Just a rupee per message, or maybe even less if we bar- 
gain properly on large volumes. All we need is the 
backend software to sort the test responses, slot the al- 
pha beta gamma whatever fitness plans correctly, 
and dispatch the recommendations.” 

“Sure. But we'll be operating blind, more or 
less. We have cost-per-conversion data on all our reg- 
ular promotions, and with our budget so tightly 
squeezed, we barely have funds to implement even 
these. I can’t afford wild shot experiments, you 
know. What are the metrics to go on? How do I jus- 
tify this for the record?" 

“Pm asking you to play it by your gut,” said Mittal, 
echoing a word that he knew held appeal with his 
boss, “Pm asking you to think ahead of the curve. 


“The mobile phone 
is an intimate med- 
ium. It is live. If it 


begins to irritate 
you, the very cause 
of mobile market- 
ing is doomed” 
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The response to mobile marketing campaigns overseas 
has been fantastic. Besides, this will work wonders 
for the brand, in terms of the meaning that Sculpt 
holds in people’s heads, even if the actual sale-con- 
version ratio is not so hot.” 

“Sale conversion is all I have time for, right 
now," Parikh said, and then fell silent for a few 
seconds, before moving to qualify his words. *But 
that does not mean I'm not willing to work to- 
wards it. Meanwhile, do you have any mobile mar- 
keting success story to give me?" 

"Plenty," said Mittal, breaking into a smile, *In 
Australia, The Coca-Cola Company used unique code 
numbers on its cans to solicit entries for an instant-win 
contest, and got some 4 million opt-ins, leaving its arch- 
rival zapped. McDonald's used FM radio to say ‘Hey, SMS 
us for a Happy Meal voucher’, and this succeeded in 
drawing the sort of crowds that could 
run onion-rings around its competi- 
tors. [In the UK, Cadbury's distributed 
65 million unique dial-back codes on its 
chocolate wrappers, and got 5 million 
opt-ins—that's an 8 per cent response." 

"Interesting. Interesting. But what 
sort of creative baits did they use?" 

"Regular interest ticklers, by and large, 
with strong value propositions thrown in. 
Some of these schemes even stirred up 
first-time SMS usage. India, being so cost conscious, is ac- 
tually more sMs-happy than the richer mobile markets. 
No one disputes the fact that $Ms is growing exponentially 
out here. This is a highly talkative culture." 

“Talkative it most certainly is,” admitted Parikh, “but 
does that spell mobile marketing success?” 

“Tm willing to bet on it. China has got 10 times 
the phones, but when its parliament asks for sms 
suggestions on something as real as SARS, it gets only 
2,000 responses. In America, they send out this 
wacko ‘save mankind’ sMs to elicit interest in some- 
thing as unreal as ‘Planet Of the Apes’, a Hollywood 
piece of sci-fi, and they get an avalanche of responses 
from wannabe-saviours. I think we'd fit in much 
closer to the US market on response rates.” 

The question: should Parth Parikh try out 
mobile marketing? 










Should Sculpt go in for mobile marketing? 


&Send BTCS followed by your comment (not exceeding 160 
characters) to the number 2424. 





Note: Not available with all cellular operators. Regular SMS charges apply. 


Is there a management genius latent in you? Take a crack at the twenty-eighth Interactive BT Case Game. 


* Send “BTCS Y" if yes is your answer, to the number 2424 on your mobile. 
& Send “BTCS N” if no is your answer, to the number 2424 on your mobile. 


To know the final poll results send "BTCS F” to the number 2424 after June 22, 2003 : 
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Target Screenagers 


SIDDHARTH VARMA 


Managing Director & Country Head, 
EK. Reebok India 








upon his target segment. If his audience is middle- 

aged corporate users who need to be careful 
about not twisting their backs, then he's wasting his time 
with mobile marketing. It might also be worthwhile for 
the messaging service to seek prior permission from its 
users on being open or not, to promotional offers. 

However, there is enough evidence to suggest that 
users of SMS and internet-based consumer promotions 
are Screenagers—young men and women who spend a 
lot of time sitting before a screen of some sort. Of a 
phone, a computer terminal, a Tv etcetera. Their 
biggest concerns are looking good and wearing the right 
brands—all, of course, at affordable prices. 

With suitable alterations to the proposed advertis- 
ing slogan (“Your Body Needs Your Help’ has a well- 
over-the-hill tenor), Parikh can 
gainfully employ mobile 


pu WILL NEED TO TAKE A DECISION DEPENDING 


"There is enough 


evidence to suggest ^ marketing to sell products to a 
that the biggest growing tribe of young men 
users of SMS are and women who are very 
Screenagers— concerned about looking fit 
youngsters who and sporty. The two key suc- 
spend a lot of time cess factors in making this 
before a screen" medium work are identified 


correctly by Mittal—strong 
value propositions and entertainment. 

Targeting 15-25-year-old Screenagers will no doubt 
reduce the number of messages one needs to send, to a 
figure well below 14 million. This group is less cynical 
towards advertising, more receptive to promotional off- 
ers and SMs is its verbal shorthand. Moreover, they are 
typically early-adopters. And brands that use new tech- 
nology to talk to early-adopters not only increase their 
chances of making sales, but also create positive asso- 
ciations, especially if the ad ideas are novel. 

However, the content of the message, for both 
opt-ins and sales responses, needs deeper thought. A free 
customised fitness program based on one's personal fit- 
ness goals is often offered as an opt-in by sporting 
goods brands and never fails to elicit a positive response. 
Mittal might well be successful in building his database 
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to begin with, but getting a sales response will be 
more challenging than a price-off at Parikh's cost. A 
strong value proposition (read ‘price-off or discount’), 
as he suggests, may be a fail-safe option (Rs 800!), 
but is disastrous for Parikh's P&L in the long run. 

Parikh would be advised to steer clear of such short- 
term sales growth tactics, and examine his product 
portfolio in the context of this medium's relevance. 
Sports shoes are high purchase-ivolvement products, with 
the added complexity of size and fit, and online dis- 
tribution of such merchandise has not had much success 
around the world. People like to try on footwear before 
buying, especially so in the running fraternity. 

However, fitness gear is definitely worth examining, 
as consumer needs tend to be diverse while availability 
and awareness are low. Customised fitness recommen- 
dations from Sculpt should lead to the sale of personal 
solutions and equipment. Sculpt should use this data- 
base and its SMS advisory service to service this niche, 
and offer a bouquet of services—health checks, health 
club and personal trainer referrals, home gym instal- 
lations and nutritional supplements. 

To conclude, nothing can stop a good marketing 
idea whose time has come. If people do not re- 
spond to a good message, be it on fitness or a SARS at- 
tack, you need to shoot the messenger. Not the 
first time, but only if he or she is late for the race. 


AJAY GUPTA 


Chief Consultant, 
BrandProphet 


STUDY OF NEW CONSUMER “Given the current 


trends would indicate consumer trends in 
a shift towards fashion the urban populace, 
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marketer should therefore 
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make ‘fitness’ look ‘fashion- s 

> . . fashionable to the 
able’ to this audience. But the di » 
challenge is to drive the mes- ——M— 
sage home effectively, given the ever-decreasing att- 
ention span of the consumer. Now, modern marketing 
tools need to be collaborative and require a feedback 
loop with customers. Mobile marketing is one such tool, 
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an application of ‘permission marketing’. It engages cus- 
tomers in a dialogue and can result in immutable cus- 
tomer loyalty. Taking cognisance of the ‘fitness and fash- 
ion’ trend among the youth and the upwardly mobile 
consumer set, its adoption of SMS and its potential 
value to Sculpt, Parikh should go for it. But not with- 
out asking some key questions. 
m Do these initiatives invite customer participation? 
m Do they encourage a long-term learning relationship? 
m Do we have an effective database management system 
to track, record and communicate with customers? 
m Do we have an effective product education plan? 
m How do we deepen our post-sale customer bond? 
Finally, Parikh should ensure that Mittal formulates 
a comprehensive strategic action plan that is woven into 
the integrated communication plan to ensure synergy 
with Sculpt's overall brand positioning and identity. 


RAJ SINGH- 


Director (Business), 
ActiveMedia Technology 


CULPT IS IN A POSITION FACED BY ALL BUSINESSES 

every day. What is the best marketing mix to 

use in order to reach its marketing goals? ‘Best’ 
would, of course, mean different things to different 
people, but a few of the defining factors would be 
leveraging the inherent strengths of each media op- 
tion plus getting the best overall ROI. 

For Sculpt, the question is whether this is a relevant 
channel to reach its target audience. And if so, how well 
it fits within the overall marketing mix. 

Among the strengths of the mobile medium are 

that it is interactive, personal 


“For Sculpt, witha and immediate. On top of 
majority of its this, there is already a deep 
target audience penetration of mobile 

J. now mobile users, phones among the SEC A and 
living the mobile B groups. For the first time, 
lifestyle, mobile Sculpt has an opportunity to 
marketing makes use mobiles as an add-on to 
eminent sense" traditional media to create 


interaction with the majority 
of its target audience. In a time of increasing media 
clutter and fragmentation, the mobile medium offers 
Sculpt the ability to cut through it all, and that 
too, in an innovative manner. Every brand has to in- 
novate to remain relevant. For Sculpt, with a ma- 
jority of its target audience now regular mobile 
users (and increasingly living a mobile lifestyle), 
mobile marketing makes eminent sense. 
Another big opportunity for Sculpt is to build its 


own mobile database as part of a relationship market- 





ing strategy. This is a medium term benefit, but an ext- 
remely powerful one at that. Sculpt will have the abil- 
ity to get feedback, make offers and so on directly to 
consumers. There is no other media channel that can 
match the mobile medium in this respect. So, as a 
brand that's in the game for the long term, this is 
another key reason for Sculpt to opt for it. 

Of course, as with the use of any new medium, 
Sculpt will have to endure a learning process. There 
is no escaping the need for added experimentation and 
fine tuning. But the important point is to start some- 
where. There are now numerous case studies of 
brands overseas integrating mobile into the marketing 
mix to get a bigger bang for the marketing buck. So 
Sculpt can learn from these, and run a pioneering cam- 
paign that fits its context. Initially, a small pilot proj- 
ect can be used that minimises risks but still allows 
Sculpt to see what the medium can do. 

So yes, absolutely. Sculpt's CEO Parikh should try out 
mobile marketing. What has he got to lose? 


SATYA KALYAN YERRAMSETTA 


| Chief Executive Officer, 
SMS Country 





IRELESS IS AN ENTIRELY — "After securing the 

new medium that opt-in, Sculpt 

requires an entirely sheulá give the 
new approach to marketing RE AU © 
and advertising. Simply trans- tion of pulli 
fering the tried-and-tested op "e cach 


methods to the new medium 
can be detrimental to the strat- 
egy. Mobile marketing may 
actually be easier to execute, 
less expensive, and more effective than other market- 
ing channels. We have three major issues here: the 
cost, the sale-conversion ratio, and whether mobile 
marketing works in India. The cost of such promotions 
is minimal; say, one-fifth of what a direct mail initiative 
would cost, since each text message costs only a few 
paise. Mittal’s idea of delivering “value and entertain- 
ment” is good, and the consumer would be interested 
in a “fitness regimen recommendation” as an opt-in bait 
for the SMS service. But after that, Sculpt should give 
users the option of pulling the product information in- 
stead of delivering it cold. Let them press a button to get 
it if and when they want. This is non-intrusive. 

India is forecast to have 31.9 million mobile sub- 
scribers through 2005, and now people are using SMS 
even for business related functions. We’ve just had a big 
success with an SMS campaign for a Hyderabad pub. 
Parth Parikh, go ahead. Try mobile marketing. Œ 


information if and 
when he wants" 
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Unearthing America's underground 
economy, examining India's national 
culture and recounting famous 
'remarketing' successes. 


T HAS BEEN THIS WRITER'S 

experience that books that 

look different tend to be 
either outstanding—a 10 per 
cent probability—or downright 
pedestrian. Reefer Madness 
looks different alright. It boasts 
just about the same physical 
dimensions as any other hard- £3 
back, but its cover is printed 
horizontally, making the 
brightly colored (yellow, black, 
red and a dash of green and 
orange) tome at once striking 
and unique. Sadly, while it is 
far from pedestrian, it defi- 
nitely falls short of being a 
modern day masterpiece. 

That's especially disap- PP: 310 
pointing because Eric Schlosser, | Price: Rs 820.18 
a correspondent for Atlantic 
Monthly, arguably the finest features magazine in the 
world, impressed with Fast Food Nation, his earlier 
book. Here is a writer, he seemed to signal with that 
work, who is one part Upton Sinclair (remember The 
Jungle), one part Ralph Nader, and two parts himself. 
And it is disappointing because any book that promises 
a cross-sectional view of the parallel (or underground) 
economy—with a sub-title that screams Sex, Drugs, and 
Cheap Labor in the American Black Market—has no 
right to be anything but interesting. 

As a people, we Indians know a thing or two about 
the parallel economy. It isn’t all about sex, drugs, and 
illegal labour in India, although the first two do con- 
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(or both). 1f the market dóés indeed 
the sum of al human wishes, then 
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d Cheap Labor r in the American 
happens in the black market is 
worth examining because of the way fortunes are made 
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can deem one man a gangster 
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Madness 
By Eric Schlosser 
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Method in the madness: Marijuana could be a $24 
billion industry in the US 


stitute a significant chunk of what is known, in some 
parts of the country, as ‘number two’ stuff. Here, the 
bulk of the black market is constituted by economic acti- 
vity that doesn't pay its dues to the state such as assem- 
bled air-conditioners sold without bills, ‘seconds’ liquor 
or tyres that companies smuggle out of their factories 
and sell without paying excise duty—ghost products that 
do not exist on paper—and companies and individuals 
who do not pay income tax. Estimates of the sums invo- 
lved, as you'd expect, vary wildly. 

Schlosser builds on estimates by Austrian economist 
Friedrich Schneider (The Shadow Economy, Friedrich 
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Schneider and Dominik H. Enste, 1997, and the 
figure for the US economy was 9.4 per cent of GDP or 
$650 billion then) to suggest that the American par- 
allel economy is large—he doesn't say how large. 

In India, average power theft rates—euphemisti- 
cally referred to as ‘transmission and distribution 
losses'—range between 50 per cent and 60 per cent. 
Some economists cite this as evidence that the Indian 
parallel or hidden economy is around 50-60 per 
cent of GDP. That shouldn't surprise anyone. Tax 
rates are high, and tax-morality low in the country. 
But getting back to Reefer Madness... 

No one can argue with Schlosser's choice of *un- 
derground' industries. There's marijuana, a $4 billion- 
a-year industry or a $25 billion-a-year one, depending 
on whose estimates you go by, pornography, a $8 bill- 
ion-a-year to a $10 billion-a-year industry (and altho- 
ugh the book glosses over this, a large portion of this 
is legal, and accounted for), and illegal farm labour in 
California. Each by itself is a gripping study, and would 
have probably made a great magazine article. Some 
did; in March this year, The New Yorker featured an 
extract from this book on late porn baron Reuben 
Sturman, a part that reads better than the whole. 

Still, as a 310-page book, Reefer Madness doesn't 
seem complete. It begins with three discrete parts of 
America's parallel economy, and ends with them. 
As independent articles, there's no denying that each 
stands out. Together, the three don't make a book, 
and it was with a feeling of unfulfilled promise that I 
finished reading it. This is definitely one book that 
could have benefited from being just a little bigger. 





Getting It Right The 
Second Time 

By Michael Gershman 

Roli Books 

PP: 240 

Price: Rs 295 
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HE FOUR RS OF MARKETING— 

Reform, Repackage, Rela- 
unch and Resign— just got 
truncated. You needn't resign 
after all. ‘Remarketing’ works. And Michael 
Gershmen, an entertainment PR professional, has 
47 case studies to prove it. 

Yet, beyond urging one to try-try-try again, this 
book is no more than a trivia trove. Did you know 
that Hindustan Lever's Liril, as the late Shunu Sen rev- 
eals, was first tested—bikini-less—in Rajasthan as a 
blue soap with jasmine perfume? Or that Pepsi went 
bust thrice before making it? Or that Henry Ford once 
tried palming off charcoal, a byproduct, with cars? 

“If you can’t win the battle, change the battle- 
field" is the book's basic advice. 

Of all the brand comebacks discussed, two are 
exceptionally charming. Kleenex, a gas-mask filter 
touted unsuccessfully as an upmarket beauty aid 
by one pretty face after another, before going all out 
for volumes as a silken-yet-inexpensive handker- 
chief. And Bib-Label Lithiated Lemon-Lime Soda (the 
brandname, if you please), a stomach-ache reliever 
that promised to “take the ‘ouch’ out of ‘grouch”” in 
vain, before being rechristened 7-Up and reposi- 
tioned as the ‘uncola’ amongst fizzies. 
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India: A Naiona. 
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Edited By Geeti Sen 
Sage Publication — 
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Price: Rs 850 
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= The essays are jig-saw pieces for you to put 


T* QUESTION MARK IN THE - 
< A title and the poster of the 
Hindi film. industry’ s favourite - 
| ver are reason 
: dye to plough through this collection of aca- 
demic essays, edited by Geeti Sen, a cultural his- 
. torian associated with Delhi's India International | 
Centre (1C) and also one-time art critic with. 
India Today magazine. 


the answer together. And they take you through the 
loftiness of Gandhi’s ideals, Tagore’s Shantiniketan, 
Teirisius’ lamentation and so on, to the popularity 


of mass entertainers, calendar art and the like. Ad 


professionals interested in the “refashioning of 
culture”, as the book puts it, though, might zero in 
on Sen’s own piece on ‘Mother India’ iconography, 
originally “the embodiment of a country aspiring to 


free itself of colonial suppression”. Or the bits on 


“deterritorialisation”, with cricket blurring into 


non-violent struggle (Lagaan) and Northern sen- 


sibilities blurring into Southern (Muqabla). 
The last essay, by Antara Dev Sen, takes on 


the national media, very nearly projecting it as 


some sort of WMD—Weapon of Mass Deception. 


The “pretty face", as a media tool, comes in for 
especially unjustified flak. 
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in Secunderabad, now has at least one member 

in the US. The route was one of two 
standard approaches: The first was to do your B. 
Tech., write your GRE, apply, go abroad for some 
random Master's degree, survive on whatever teach- 
ing assistanceship the University threw your way, get 
some job in some technology function of some 
company, get married (either to someone Mummy 
found back home, or in rare cases, to a fellow H-1B), 
pay a mortgage for 30 years to buy a house in the 
suburbs, pay installments to buy the standard issue 
Toyota or Honda blahmobile, have the 2.1 kids 
and live the desi life. 

The other was to do the Nirr/Aptech thing, get 
picked up by some body shop/people exporter, get 
assigned to some project abroad, hang on after the 
project, get some job in some technology function and 
the rest as above. 

I write this in the US now, at the fag end of a busi- 
ness trip. The mood I sense in the Desi Division is one 
of desperation. Not that we ever distinguished our- 
selves with oodles of confidence, but I knew the 
strain was showing when one of this contingent con- 
fessed during a nervous drive to the mall that he 
was afraid of getting a traffic ticket because that 
could somehow end up with the revocation of his H1- 
B status in the US. 

I laughed aloud when I heard it, and immediately 
shut up when I saw he wasn't being facetious, and 
instead spent the next 10 minutes trying to tell 
him that a that a traffic ticket had nothing what- 
soever to do with his work status. l'm not sure he 
was convinced, but I could see he was clearly living 
on the edge. 

It's weird, virtually every desi in a technology 
function here who hasn't yet gotten a green card 
(and that's a huge number of them) is a nervous 
wreck right now. Even those with the magic card are 
among the lot that ask me *How things are in India." 
“Is it easy to find work?" “How much do houses 
cost?" “What’s a good salary these days?" And “How 
did you feel about moving back to India?" 

It may not be great in India, but it certainly is bet- 


bs FAMILY IN THE COLONY I GREW UP IN, 
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NOTES FROM THE TROUGH WM Mahesh Murthy 


—4 Why going abroad on work doesn't mean emigration any more. 


ter than this. We aren’t living paranoid lives, waiting 
for the day when the axe falls on our jobs, dreading 
the thought of packing up and going back home, 
worrying about seeming like a loser to those around 
us, worrying about giving up the good life, worrying 
about the failure of the big migratory move. 

In many ways this is a sobering lesson. This was a 
generation that never knew failure, a generation that 
was brought up on the idea that a job in technology is 
job security, a generation that was urged to move 


abroad by their parents, who in many cases followed - 


them over. Oh, how the world has changed. 

Technology jobs are being lost in the US by the 
hundreds—guess why? They're all moving to India. 
There is no such thing called job security. If you 
don't have a back-up plan, or some entrepreneurial in- 
stinct, you're toast. Oh, and don't be so sure that the 
good life is what you find out of India. Once you get 
used to the idea of cooking, cleaning, shopping, doing 
the housework all by yourself, in addition to all the 
debt you take up to pay for your too-big house and the 
too-elite school and the too-new car, you may find you 
don't really have the time to enjoy life—and even if you 
do, you certainly don't have the money. | 

My partner and I were calculating what “a good 
job” meant in the US and India in terms of a com- 
parable lifestyle. We felt it was an annual income of 
$100,000 in the US or about Rs 8 lakh in India. 
And also agreed that in the latter case you’d probably 
be able to lead a far more bindaas (nonchalant) life 
with frequent travel and partying than in the former. 

Is there a solution? I’m not sure. If you do want to 
work abroad, get used to the idea of coming back 
sometime, or moving to other cities, countries and 
places, wherever the opportunity is. Live a “light” 
life—go easy on the house, the car, the expenses— 
rent instead of buying, for it can be a huge bother (and 
loss) to sell your stuff. 

The rolling stones will gather moss. The 
future doesn’t belong to dinosaurs. It will belong 
to bumblebees. 


Mahesh Murthy heads Passionfund, a firm that invests in and advises 
companies. You can reach him at mahesh@passionfund.com. 
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Careers for CFAs 
Corporate Finance 
Banking 

Insurance 

Treasury Management 
Risk Management 


International Finance 





Portfolio Management 


The ICFAI University offers the MS (Finance) Program Consulting 


leading to the award of the CFA Charter 
from the Council of Chartered Financial Analysts. 


Financial Services 
Equity Research 
Capital Markets 


For Graduates and Postgraduates (any discipline , : 
2 : violae Credit Rating 


For MBAs, CAs, CWAs, CSs, CAIIBs and 
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Students of these Courses Investment Banking 


m Distance Learning Program with Examinations 
m [raining Classes all over India 


Mutual Funds 





Venture Capital 
For Details and Prospectus please contact ICFAI University Study Centers at: 


Agra: 2527035; Ahmedabad: 6563042, 6562458; Allahabad: 2420255; Anantapur: 249334; 
Aurangabad: 5624774 / 75; BANGALORE - Infantry Road: 2899363 /. 262; 
Jayanagar: 6991202; Bhopal: 5277253, 2576975; Bhubaneswar: 2506203/04; 
Chandigarh: 381128, 749504; CHENNAI - Nungambakkam: 28235633, 28235688; 
Adayar: 24405944/5955; Coimbatore: 2541190; Dehradun: 2654002/03; Guntur: 2238958; 
Gurgaon: 2223595/5556; Gwalior: 2322273; Hubli: 371738; Hyderabad: 55663661, 55681180/81; 
Indore: 5069003, 5068247; Jabalpur: 5066886; Jaipur: 2363695, 2373689; 
Jamshedpur: 2434957; Kakinada: 2387772; Kanpur: 2330912; Kochi: 2369763, 2382294; 





Manufacturing Sector 


E-Business 
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Information Technology 


Kolhapur: 2655142; Kolkata: 22873161, 22817802; Kurnool: 249811; Lucknow: 2204205, Visit us at 

2204559; Ludhiana: 2772523; Madurai: 2342169; Mangalore: 2432050; ý $ " 
MUMBAI - Nariman Point: 22040888, 22823173; Andheri (West): 26716563,8410; www.icfai.org/icpe 
Mysore: 543803; Nagpur: 2564314, 2547124; Nasik: 2570413; Nellore: 2301222: 

New Delhi: 23739157, 23739169; Noida: 2592410, 2516024; Patna: 2237942: Pune: 4026975, For Prospectus and 
4026976; Raipur: 5061361; Rajahmundry: 2448813; Ranchi: 2306922; Thane: 25382659, Online Registration 





25375836; Tirupati: 0877-2253571; Trivandrum: 2320853; Udaipur: 5102254; 
Vadodara: 2341780, 5540299; Vijayawada: 2473620, 5563620; Visakhapatnam: 2752653; 
Warangal: 2552610. 


—— For Prospectus, please 2X here and mail / fax / e-mail this Coupon along with your bio-data |— — — 


To, The Programs Officer, The ICFAI University, 23, Nagarjuna Hills, Punjagutta, Hyderabad 500082. 
Tel: 040-55686826, 55637122, 55681180-81. Fax: 040-55639711. Email: info icfai.org 
| am enclosing my brief bio-data. Please send me a Prospectus and Application Form of the CFA Program. 
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Subscribe to Business Today 
and win fabulous prizes every month. 


——————— - 


eh 


Business Today continues to be the No.| business magazine with the largest 
circulation and the highest readership amongst business magazines. This best 
written business magazine now brings to you an irresistible subscription offer 
where you get to win fabulous monthly gifts. | | 
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Ruies & Regulations:Your subscription form must reach us by the 30th of August to be eligible for the lucky draw prizes. No form received after that will be eligible for the lucky draw prize. It is not possible 
to entertain any requests for cancellation of your subscription once your assured free gift has been sent to you. However, should you cancel your subscription before the free gift is despatched, you will still 
be eligible for the lucky draw prizes. Winners of the lucky draw will be chosen through computerised random number generation. A person will be eligible for the monthly prize in the month in which we 
receive his subscription form. The lucky draw for all the monthly prizes will take place at the end of the drive. Winners will be individually informed by mail. All prizes shall be subject to the laws of India, 
including tax regulations as may be applicable to the winners. Winners chosen will be final and binding, no correspondence will be entertained on the decision. Prizes are non-transferable, non-refundable, 
should be aware that the responsibility to Living Media India Ltd. is only to ensure that winners receive their prizes. Beyond that Living Media India Led. is not 
responsible for any other liability. Living Media India Ltd. will not be responsible for any postal delays, transit losses or mutilation of the subscription forms. Employees (and their relatives) of Living Media India 
Ltd., Grey Worldwide and sponsors are not eligible for the lucky draw prizes. All disputes are subject to the exclusive jurisdiction of competent courts and forums in Delhi & New Delhi only. Living Media 
India Ltd. reserves the right to terminate or extend this offer, or any part thereof at any time, or to accept or reject any or all forms received at their absolute discretion without assigning any reason. 
Information regarding such cancellation / extension / discontinuation will however be published subsequently in the magazine 
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COUNSELLING 


elp, Tarun! 


| am an engineer with a masters degree in environmental 
sciences and am working with a Michigan-based consulting 
firm. | feel that my career in the US has become stagnant 
and | want to return to India. Will relocating give me a bet- 
ter chance of rising up the ladder in terms of relative pay 
and social status? Do you think this is the right time for 
me to be making such a move? 

This is certainly not the right time for you to return 
to India. For one, openings for a person with your 
qualifications will be bard to come by. Another good 
reason is that compensation packages in India are not 
as lucrative as those in the US. Environmental con- 
sulting is a concept that Indian companies are only 
just beginning to understand and your options here 
will be limited. I would advise you to stay on in tbe 
US and look for a better job. But if you want to shift 
to India for reasons other than money, you could try 
applying to multinationals with environment con- 
sulting operations in India. 





| am a 22-year-old business management graduate with spe- 
cialisation in marketing. When | graduated two years back, 
| was offered a call centre job in a reputed company. | was- 
nt sure of my career objectives at that time and took up the 
job since it was the first one to come my way. | now want to 
work as a copywriter in an ad agency. However, most agen- 
cies | have approached are willing to take me only as a client- 
servicing executive. How do | make the switch to copy- 
writing? 

Keep trying. Your call centre work experience is coming 
in the way of your copywriting ambitions. Maybe, 
you've pitched yourself too strongly as a client-servicing 
type in your resume. That could be the reason why 
prospective employers seem to feel you'll do a much bet- 
ter job as a client servicing executive. What you could do 
is to get a masters degree or diploma in advertising or in 
brand management. This would not only add to your 
qualifications, but also help you get the job you want. 
You could also ask agencies to give you a copywriting test 
and recruit you on tbat basis. Finally, you need to make 
it clear to interviewers that you are now focused in your 
career objectives and want to work only as a copywriter. 








| am an economics graduate with a diploma in marketing 
communications. | have been working as a senior customer 
support executive for the past four years. | feel that my 
company is not paying me enough and that | should 
ask my boss for a raise. What is the best way to go 
about it? | also want to switch to marketing in the long 
run, but most employers seem to prefer people with 
some relevant work experience in the said field. How can 
| boost my chances of landing the job | want? 

First of all, there must be a logical basis for your demand 
for a raise. You need to be clear as to whether it is your 
performance that bas been overlooked or whether you 
just being paid less than others involved in similar 
work. Unless you bave a logical argument to offer, 
demands for a raise is not likely to go down well witb 
your boss. Approach your boss if you think you have a 
convincing case. But if you think he will react negatively, 
don’t approach him unless you have an alternative 
offer ready. As for your desire to switch to marketing, the 
best thing for you to do would be to look for opportu- 
nities within the organisation. If that fails, try looking for 
a client-servicing job with an advertising agency. That 
would be the best way to gain an overall perspective on 
the key issues of marketing as well as some get some 
hands-on experience in the field. 


| was fired from my first job because | was, let's face it, 
irresponsible. | regret it now, but do | need to mention this 
job on my resume? 

Always mention all positions and companies that 
you've worked in. You could omit a job you did not 
perform exceptionally well at, but be prepared to ex- 
plain the gap in your resume. Being fired from a job is 
not the end of the world as it is generally made out to 
be by most people. It weighs as a negative factor only 
if you bave a problem tbat bas a direct bearing on the 
job you've applied for. If the job applied for involves 
major responsibilities, a prospective employer may 
think twice before hiring you. Still, much depends 
on your ability to convince the recruiter that you 
have outgrown your irresponsible phase and can be en- 
trusted with responsibility at the workplace. WB 


Answers to your career concerns are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jnandewalan Extn., New Delhi—1 10055. 


140 BUSINESS TODAY JUNE 22 2003 





Jobs | oday 





SECTOR WATCH 


Everyone's Invited. 


The telecom sector offers a host of career options for competent 
professionals. For a job-starved market, that's good news. 


of growth in the services sector in India in 
" the recent years. Much of the growth has 
—. been in the mobile phones segment. This growth 
- — bubble has created great opportunities for ambitious 
* and qualified professionals. Here are some of the 
hottest areas in telecom for job-seekers. 

New product development: Competition has brought 
the focus of almost all major players squarely on to 
the one thing that will count in times to come: dif- 
ferentiation. Those who can take on the chal- 
lenges posed by the need for product differentiation and product 
development will command a premium. 

Technology: Reliable and high-speed networks, efficient operating 
systems and subscriber portals will continue to form the sector's 
backbone. People with skills in areas such as switch engineering, 
operation and maintenance, network planning, IT and intelligent 
networking shall remain in high demand. 

Customer relationship management (CRM): Market realities have forced 
most companies in the sector to make huge investments in building and sus- 
taining customer relationships. Continuously realigning the organisa- 
tion's operating systems to meet and address customer needs efficiently has 
become critical. B-school grads as well as people with experience in client 
servicing are eligible. Strong interpersonal skills are absolutely essential. 
Human Resource Development: HR professionals with the ability to 
develop capability-building strategies and initiatives aimed at moti- 
vation and retention are sought after. 

The career-growth of high performers matches the industry's 
scorching pace of growth. Fresh engineering graduates and MBAs can 
get on to the fast-track and rise to become functional heads or CEOs 
within 10-11 years, while those joining at senior levels can reach 
top management positions in four-to-five years. Positions in technol- 
ogy, product development and rr, require specialisation in the relevant 
areas, while those in CRM need relevant work experience. [f 


T sce HAS BEEN ONE OF THE MAJOR DRIVERS 





Jagdeep Khandpur, 
Director (HR), 
Bharti Tele-Ventures 
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| Are ZOYSA YORKER SWUNG 


in through the defences 
of Brian Lara, the West Indies 
cricket team’ s ace batsman, 


giving. Sri Lanka its third conse- 


cutive victory in the historic 
2001 test series. Although Lara 
had. performed with asto- 
nishing consistency through- 
out the series, scoring 688 
runs, his team came a crop- 
per. Lara | may have done bet- 
ter if he had factored in the 
'Mickey Mouse' theory before 
padding up. Most of the ear- 
lier films of Mickey Mouse 
had piquant situations where 
the protagonist would spend 


a lot. of time on MANNE 


a hat. . Walt Disney s famous 
toon. became synonymous 
with something that required 
considerable effort for slight or 
no result. At times, a comp- 
any may set itself over-ambi- 
tious aims. This could put 
excessive strain on the com- 
) y, leading to results quite 
different from its expectations. 
To avoid this, HR pundits pre- 
scribe caution. Just as Lara 
could have effortlessly warded 
off the deadly Zoysa yorker 
had he been a bit more care- 





ful. The term is also applied 


to policies felt to be need- 
lessly offensive. 





Want a Career that makes you smile? 


Log on to JobsAhead today! 
Over 1,00,000 jobs! 6,000 companies! 


JobsAhead 


Better Job , Better Life . 
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Better Job, Better Life . 


Are you ready to lead 


from the front ? Apply to 


Senior Management Jobs... 


“SE NU MANAGEMENT n á 





To Apply to these Jobs: Log on to www. w.jobsahead. com/jobstoday and type the Job Code 


AVP - FIN / TAX 

Mancer Consulting Services 

Work with business controllers for signoff on all tax related entries.ensure 
reconciliation of such accounts on regular periodic basis. Drive digitiza- 
tion efforts thru leadership on e-compliance tool, compliance cockpit 
and other initiatives. Support all US reporting including FIR, App ] 
submissions. Job Code: 160297 


HEAD OF CORPORATE FINANCE 

Garware Wall Ropes Ltd. 

Job involves thorough knowledge & Management of Working Capital 
facilities from Banks, Short Term/ Long Term finance from banks and 
financial institutions, documentation, submission of periodical data, 
foreign exchange management, development of management infor- 


mation systems etc. Job Code: 160165 


GM ACCOUNTS 

Dp Associates 

This position requires an ambitious and dynamic person who can grow 
upto the level of CFO within 5 years. The candidate must be proficient 
in Oracle package and should be aware of US GAAP and India GAAP. 
For this position MNC background will be given preference 


Job Code: 159779 


GENERAL MANAGER - CONTENT OPERATIONS 

Zycus Infotech 

8+ years of experience in Industrial Projects Management / Manufac- 
turing Operations / BPO / ITES. Will work as Profit Centre Head and 
responsible for setting up process framework and ensure smooth op- 


erations of US and European projects. Job Code: 157865 


SBU HEAD 

Systime 

Should be an MBA an must have excellent communication skills with 
good knowledge of various technologies. Must have prior experience 
of leading development and marketing teams. 


Job Code: 155622 


BUSINESS HEAD 

Proactive Corporate Services Pvt. Ltd 

Business Head for setting up Rent a Car Business. Post Graduate in 
marketing with years of experience in service industry preferably 
from insurance, telecom or similar business in automobile industry 
or 2-3 years from a similar position. Job Code: 155570 


VP SALES TELECOM/FMCG 

Astra Consultants 

A top Telecom corpn needs VP Sales for its products. He will look 
afterthe sales in entire southern region and also manage the entire 
salesteam. Should be a senior person with excellent comm. skills 
and from very reputed companies with exp in Telecom/Fmceg, Sal- 
ary the very best. Job Code: 162511 


VP - Human Resoutces 

Mangalam Placement Pvt. Ltd. 

Responsible for Handling core HR activities of the organization 
and contribute directly to the development & execution of the 
organization's HR / OD strategy and business plan. Responsible 
for management and implementation of HR policies and organi- 


zation systems. Job Code: 149031 


VICE PRESIDENT (BPO) 

Hexaware Technologies Ltd. 

The candidate must be strong in increasing Productivity of Agents 
processing Insurance claims. Worked with overseas clients/US 
clients. Must possess experience of handling large number of 
Agents, 100-500 agents. Should have around 5-10 years of BPO 


operations experience. Job Code: 157751 


DGM - TEA EXPORTS 

People Power 

Minimum 8-10 years of experience in tea exports. Business develo] 
ment. Ensuring delivery of consignment on time. ESSENTIAL 
BACKGROUND: Should have worked in a reputed tea exporting 
company. Job Code: 155358 


Find your Dream Sr. Management Job Today ! 


Log on to www.jobsahead.com! 





IT JOBS 





Better Job , Better Life . 


Work with the best 
minds in IT. Apply to 


these Technology Jobs... 






To Apply to these Jobs: Log on 


SENIOR PROJECT MANAGER 

Labsoft India Pvt. Ltd. 

Responsible for meeting overall objectives of the project. Accurately 
understand implicit and explicit client’s drivers and needs for a tech- 
nology based solution and direct the project team to meet those 


needs. Job Code: 162347 


VC++ DEVELOPERS 

KPIT Cummins Infosystems Ltd 

The Candidate requires to possess a minimum of 2 yrs of software 
development experience. Must have expertise in VC++, ATL, COM 
and XML Technologies. Exposure to VS.net,WTL and Install Shield 
required. Job Code: 162367 


AUDIO/ VIDEO CODECS ENGINEER 

eQURA 

Engineer with 2~4 years experience in Hardware or Software devel- 
opment of the Audio & Video Codecs with compliance and knowl- 
edge in H.323 protocol stack. Specific skills requirements are in sub 
protocols like H.261, H.263, G.711, G.723, System control: H.245, 
H.225.0, H.255.0. Hands-on individuals preferred. Job Code: 161971 


MAINFRAME - ANALYST 

Wipro Technologies 

The responsibilities require maintaining the CIS application in a re- 
lease- based environment. Service requests from various functional 


areas of the CIS will be handled for every release. 


Job Code: 162099 


GUI PROGRAMMING 

A3TL 

The candidate should be willing to work on this project based as- 
signment of 6 months to 1 year in Germany through A3TL for one 
of our reputed Clients. He will work mainly in the field of program- 


ming the GUI, but also on the application server. 


Job Code: 162550 


The Best IT Jobs are on JobsAhead.com. 


Log on Today! 


to www.jobsahead.com/jobstoday and type the Job Code 





PRODUCT / TEST ENGINEER 

E Excel Solutions 

This position works closely with Test, Design, Applications, Cus- 
tomer Support, Manufacturing and Marketing to ensure that the 
digital parts are successfully qualified and released to overseas produc- 
tions sites. Position is responsible for initial silicon debug/system 


checkout. Job Code: 162545 


TECHNICAL WRITER 
Zycus Infotech 

The job primarily involves creating / reviewing / updating user guides 
and on-line help for ZYCUS products. We are looking for Vibrant 
Professionals with minimum 2 years of experience in a similar field or 


in instructional designing. Job Code: 161976 


SENTOR ENGINEERS - R&D 


Stesalit Ltd. 
Stesalit Limited, an ISO 9000 company and a leader in process control, 
is looking for a professional who has the drive to excel in his/her 


respective field. The desired candidate should be MSc in Electronics / 
Power Electronics with 2 years experience in Microprocessors 


Microcontroller and Embedded Systems. Job Code: 162505 


PROJECT MANAGER 

Deloitte Consulting 

Minimum Experience of 2 years on Oracle Apps - Financial / Manu- 
facturing / Distribution. Techno Functional understanding on Oracle 
Apps -111 Strong Project management and client interfacing skills. 
Thrust on Managing Quality on Projects. Job Code: 162184 


MANAGER - WEB PROJECTS 

Solutions Integrated Mktg.Services Pvt.Ltd. 

Responsible for system study and project planning for web services 
team. Ensures quality and timeliness of project results. Preparing stan- 
dard and ad hoc management reports and presentation for assigned 
projects. Understanding of web technologies & terminology. Basic 


knowledge of web graphic design.Job Code: 161688 


Better Job" Better, Life™ 


www.jobsahead.com 
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Better Life . 


Better Job, 


To Apply to these Jobs: Log on rs WWW. pomme TEETER and m Me Job ‘Code 


MANAGER - HR (MUNDRA UNIT) 

SAW Pipes Limited 

The job position exists in Mundra (Gujarat). The incumbent should be 
an MSW, PG/ MBA in Human Resources with hands on experience in 
handling Personnel, IR & HR. Major responsibilities would include 
Manpower Planning. Job Code: 156573 


ASSISTANT MANAGER - HR 

Origin Consultants 

Responsible for Recruitment, Training, Policy Implementation, Perfor- 
mance Appraisal, Motivation, HR Administration and Compliances. 
Good Communication Skills is a must. 


Job Code: 156982 


HRMANAGER 
Direct Conexion 
The Person will be responsible for Recruitment, Resourcing, Appraisal, 
Salary preparation, Office Administration & other HR functions. Can- 
didate should have an experience of setting up the HR function in the 
organization. The job would include a lot of attention to resourcing 


and setting up the HR Systems. 
Job Code: 154744 


MANAGER - HR 

The Catalyst Chennai 

Possess professional qualifications from a reputed institute with 12 to 
15 yrs of exp in all areas of labour laws, union - management relations, 
Should be well versed with Performance appraisal, training needs & 
other HRD activities. Knowledge of Tamil is must. 

Job Code: 154676 


HUMAN RESOURCE MANAGER 

BTI Consultants India Private Ltd 

The job would require the person to take care of the following areas: 
Recruitment ,Training,Policy Implementation .Performance Appraisal, 


Motivation, HR Administration and Compliances. 
Job Code: 156049 


Get amazing HR JOBS on email... 


set up a Job Messenger Now! 


SR.MANAGER (TRAINING & DEVELOPMENT) 
SRF Limited 

Designing of Training Plan. 2 
help from internal & external sources. 3. Facilitation of LET pro- 


. Designing of course curriculum with 


grams at units. 4. Facilitate developing of training modules in the 


units. Job Code: 159517 


ASST. MANAGER/MANAGER HR 

KalpaTaru Group Of Companies 

The candidate must Post graduate degree/Diploma from the re- 
puted institute. Candidate should have experience in handling HR 
function like recruitments training and PMS. 


Job Code: 153355 


HRMANAGER 

Astell Infotech Inc 

Candidate should have an experience of setting up the HR function 
in the organization. The job would include a lot of attention to 
resourcing and setting up the HR Systems. The Person will be re- 
sponsible for Recruitment, Resourcing, Appraisal, salary prepara- 
tion, Office Administration & other HR functions. 


Job Code: 158104 


MANAGER - HUMAN RESOURCES F 
Datacraft 

Significant expertise in the area of labour law with a solid founda- 
tion in HR functional areas including staffing, compensation, per- 
formance appraisals and staff development. Proficiency in employee 
relations, organization development, and change management. 


Job Code: 152158 


ASSISTANT MANAGER - HR 

S.B. E.E.D. Consulting Pvt. Ltd. 

Need to have at least 2 yrs experience in Functional HR. Must have 
handled all line HR activities, like implementing Performance 
Management System, Counseling and Grievance Handling Designing 
and implementing rewards and Recognition Programs. 


Job Code: 154676 a 








Jobs 


Better Job , Better Life . 


To Apply to these Jobs: Log on to www.jobsahead.com/jobstoday and type the Job Code 


To market Forex Treasury Products to attract new corporates and service 
the existing corporates with a view to extract maximim volumes and 
profits. He should have ability to market FX Treasury products and 


BRitract new corporates. Job Code: 162401 


Will be heading the entire accounts team. Responsible for handling and 
monitoring all the key functions in accounts upto finalization. Should 
be working for a listed company. Strong knowledge base. Well versed 
with all the legal and statutory requirements for a listed Company. 


Job Code: 162358 


Monitoring of deal-wise margins vis a vis plans and analysis of vari- 
ances - Preparation of MIS for Offshore Trading - Preparation of For- 
eign office-wise margins - Liaise with banks and arrange for remittances 


to foreign offices etc. Job Code: 161332 


E 


Ensure that the Internal Audit Department comprises a team of quali- 
fied personnel capable of conducting audits are per globally accepted 
audit norms. Provide constant guidance and support to the audit team 


while conducting audits Job Code: 160834 


You should ideally be an engineer/ MBA with strong banking 
domain exposure. Besides setting up the process in Banking Prac- 
tice with in the organization, you would be prime interface with the 
client and delivery teams. You would also assist sales team in their 
efforts in pre-sales activities, consulting and negotiating deals. 


Job Code: 157838 


, 


K 


3,000 more Finance Jobs on JobsAhead. 


Post Your Resume Today ! 


The Incumbent shall be resp ynsible for all Treasury Functions. He 


will independently handle this p: rtfolio and shall liaise with Banks 
/ Institutions in this regard. Good Knowledge of Forex and Bank- 


ing formalities is essential. Job Code: 159444 


The applicant should preferably be a Ph D in Economics / Invest 
ment / Finance with 3-4 years of experience. The job responsibil 
ties would include carrying out research projects with the objective 
of finding empirical relationships between US stock prices and bro 


kerage analyst estimates of EPS. Job Code: 159141 


| - 3 Years Work | xperience in Credit Management Treasury 
Operations.Should be from any Stock Exchange Anv Leading 
Broking House. Shi uld be a First Class Graduate in Commerce. 


Should have strong Accounting Knowledge. Job Code: 160325 


Chief Financial Officer with at least 5 years experience in the relevant 


field with good experience in financial management for a manufac- 
turing industry in Bangalore. The incumbent must bi MBA in 


Finance with good communication skills. Job Code: 158657 


Treasury and finance function - dealing with banks, financial 
institutions and credit rating agencies Preparation and evaluation 
of strategic business plans of the company MIS, Costing, Budget 


ing & financial analysis of business and reporting to CEO & direc 


tor finance Asia pacific. Formulate Accounting Policies. procedures 


and related internal controls. Job Code: 158765 
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India's own silicon 
alley Bangalore 
may be shrouded 

in falling-profitability- 
induced-gloom, 

but the party goes 


on for corporate 


bands. And no, 

none of them 

plays the blues. 
HE BREAK OF DAWN IS 
AT least an hour away 
in the rest of Bangal- 


ore, but it could well 
be mid-morning at 24/7 
Customer's brightly lit 
offices at the Singapore 
Technology Park on the outskirts of the 
city. As the name indicates, the company 
is one of India’s many ITES (rr-Enabled 
Services) warriors and its customers are 
largely located in the continental United 





It plays everything from 
to numbers 


from old Tamil films. That's 
versatility for you. 
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PHOTOGRAPHS BY DEEPAK G. PAWAR 


States. A routine shift-change opera- 
tion is underway and bright-eyed 
men and women, deposited at the 
park by snarling ute-wannabes walk 
in to the faint strains of Santana's 
Black Magic Woman-—outside, in 
the cafeteria, the company band 
Ncads is jamming. 

Ncads—from non-customer 





affecting defects, explains Akshay 
Shankar, a 25-year-old who is a 
team leader at the company and 
the band's bass guitarist—is so 
much a band that it is actually 
changing its name after 18 months 
of existence. Ncads, the band felt, 
was tough on non-ITES tongues; 
so, after a company wide poll, it is 


rechristening itself 24/7 Bandwidth. 
ITES jobs are stressful, involve the 
altering of biological clocks, and 
are dominated by repetitive tasks. 
"Music enables us get our minds 
back to life," says Shankar. 

That sentiment finds an echo 
in the words of Mohammed Hafiz, 
27, the rhythm guitarist of No 
Klue, one of Wipro Technologies’ 
bands, who continues to play de 
spite being afflicted with the carpal 
tunnel syndrome, a common af 
fliction among both coders and 
guitarists. "The world looks a bet 
ter place when I am playing th« 
guitar," he shrugs matter-of-factly. 

Bands such as 24/7 Bandwidth 
and No Klue are common among 
Bangalore's tech companies. The 
play the kind of music popular in 
India's elite engineering colleges, a 
mixture of rock and roll, heavy 
metal, and pop (a few touch on 
grunge, but not extensively)—not 
entirely surprising since engineers 
are the predominant segment of 
the workforce in these companies. 
So, No Klue specialises in covers of 
Metallica, Nirvana, Pink Floyd and 
Black Sabbath numbers, as does 
another Wipro band Trad Scabrous; 


Infosys allows its band to 
use the company’s 


that cost around 
Rs 25 lakh, during concerts 


Infosys’ Elements does Led Zep 
pelin, Deep Purple, Guns N Roses, 
Doors, Pink Floyd, Metallica, [ron 
Maiden, Judas Priest and Sci pions: 
and 24/7 Bandwidth, Santana, 
Eagles, Pink Floyd, and Deep Purpl 
Bands with older members—as 
engineers mature, so does their taste 
in music, not always for the bet 
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ter, though—do play other kinds of music. H-P's Wind 
Tunnel Road, named after the road on which its offices 
are located plays its own brand of fusion—its financial- 
assistant-by-day vocalist Harish Nair skillfully moves be- 
tween Deep Purple’s Hush and Bhagyada Lakshmi 
Baramma, a Kannada devotional number—as does 
SAP’s SAPthak. Some of Elements’ members are part of 
another band, Symphony, that plays only Hindi film 
music. MsourcE's Mrock has a thing for reggae. And 
Phoenix Global Solutions’s Phoenix Broadband plays 
everything from The Beatles to the latest Bollywood hits 
to numbers from old Tamil films. Out here in 
Bangalore, the music never stops. 


I’m Just A Singer In A Rock And Roll Band 


It isn’t easy to be part of both a go-go tech company 
and a fairly active—one-jam-session-a-week—band. 
It helps if you are passionate about music, like 
Phoenix Broadband’s founder Pramod Stephen 
Chakravarthy is. The prematurely balding 34-year-old 
looks like a relic from San Francisco’s 1960s Bay 
Area, dangling earrings, pince nez, and a potbelly. 
Chakravarthy, a multimedia designer, sings duets 
with singer-actress Vasundhara Das, writes music 
for Kannada blockbusters—his father was a music di- 
rector, as is his brother—and is Phoenix Global 
Solutions’ resident musical muse. “Work is my life, 
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No Klue specialises in covers of 
Metallica, Nirvana, Pink Floyd and 
Black Sabbath numbers, as does 
another Wipro band Trad Scabrous 


but music is my mistress," says Chakravarthy. The 
three members of Infosys’ Elements that are winging 
it to Germany in June for a concert by Metallica 
would agree with that. *No amount of expense will 
be spared to be with our heroes," gushes one. 

Still, finding the time to jam remains a problem. 
Music and work isn't really an either-or choice 
for members of corporate bands. As Chakravarthy 
puts it, "We never neglect work as it pays for our 
passion." The peripatetic nature of the code-jock's 
job means there is no constancy in the line-up of the 
bands. Elements' drummer Himanshu Gupta is in 
the US, a 10-month-long assignment; “Just when we 
get everything together, someone is posted abroad," 
says the band's keyboard player Syed Aman. Most 
corporate bands seem reconciled to this. *Our lead 
guitarist Arvind Ravindranath is off to SAP Germany 
next month," says sAPthak's Riju Mukhopadhyay. 
“We just have to find an effective replacement." 
Then there's the issue of equipment—most com- 
panies underwrite this—and finding place to prac- 
tice, but as two-month-old Mrock's Harry Correa 
says, "these are initial hiccups." 

The companies are happy to indulge their bands. 
Infosys allows its band to use the company's PA sys- 
tem, Bose speakers that cost around Rs 25 lakh 
and all, during concerts, and has underwritten 


equipment to the tune of a couple of lakhs. Wipro 
hires professional sound equipment for in-house 
concerts of Trad Scabrous. It helps that all tech 
companies dig the concept of making work fun; 
some even have designated chief fun officers. 
Music is just that, fun, for some bands. SAP’s 
sAPthak is confident it will never turn pro. *We 
know our limitations," says Mukhopadhyay. It is 
more than that for a few. Phoenix Broadband's 





Chakravarthy has just cut an album titled Unheard 
Echoes and is talking to a few record labels. Avinash 
Christopher can sympathise with such aspirations; 
he went over to the music world last year. The 
30-year-old MBA with rock-star tresses quit his job 
with BPL Telecom in 2002, and floated Wishbone 
Music, a company that aims to promote local mu- 
sical talent. “The call of music was getting stronger,” 
says Christopher. “I could no longer hold back.” As 
the song goes, “I can’t stop for anything; I am just 
playing in the band.” BG 

WITH REPORTS FROM VENKATESHA BABU 





The Small Ones Matter 


TREADMILL 


|CEPS, PECTORALS, 

, quadriceps, deltoids, 

'glutes, abs...you 
name it and every serious - 
gym-goer knows how to 
pump these up and flash 


them too! But what about the small muscles? And, no, 
- Treadmill isn't being smutty. We're talking here about the 
- supporting muscles, which contribute in no mean man- 


ner to your physique. When was the last time you exer- 


- cised your Serratus Anterior? Those are the two strips of 
muscles on either side of your torso that stretch from the 
inside ridges of your shoulder blades to your ribs. Or 
your Levator Scapulae, which run diagonally from 
the top of your neck to your shoulder blades? And-what 
- about the External Obliques? The muscles that stretch 
from your ribs to the sides of your waist. | could go 
on... Gluteus Medius (wedge-like muscles on the 
side of each hip), Triceps Longhead (the biggest and 
. longest part of your triceps covering the inside and back 
- of your upper arm) and so on. 


If you're wondering why I’m suddenly ranting about 


- Small muscles, it’s because most people don't worry about 
these nuances. These are the subtleties that matter. 


The muscles that, when developed well, really give 
your physique a boost. They make everything add up to 


- a super shape. Next time you're at your gym, ask the most 
 well-developed hunk about these muscles and he'll 


show you exercises that are simple, yet effective in buil- 
ding these small supplementary muscles. For instance, 


- if you want to develop your Serratus Anterior, it's just a 


simple crunch with a tweak: Hold a light barbell with an 


-overhand grip; lie on the floor with your feet flat on the 
- ground and knees flexed. Keep your arms perpendicular 
- to your flat body; now, use your abs to flex your torso like 

- you would in a regular ab crunch, only add to the move- 


ment a push to the barbell with your arms (without ben- 
ding them) upwards towards the ceiling. Note: Don't 
count reps, do a set in a minute and then three such sets. 
And then go out and buy tanktops with extra big arm-holes. 
Tip of the fortnight: Everybody does freehand push-ups. 


-. But don't let it become just a chore that you do by rote 


before hitting the bench press. Try doing slow push-ups 


- and vary the width between your hands—from shoul- 
- der wide to extra wide. And keep your torso straight and 


back unbent. If you're adventurous, try propping one 


- foot on the ankle of the other one. 


MUSCLES MANI 
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Tickle The Child In You - 


Joanne K. Rowling's fifth instalment of the Harry Potter saga, Harry Potter And | 
The Order Of The Phoenix, will hit shelves on June 21 this year—the first 
print-run is a staggering (and record-breaking) 8.5 million copies. Still, popular suc- 
cess is no measure of real class and it is unlikely, in this writer's opinion, that his- 
tory will recognise the Harry Potter books as children's fantasy classics (want a $ 
benchmark: try T.H. White's The Once and Future King). Here are some books that |i 
make the cut; thanks to Potter-mania, reprints are available. Indulge yourself. BY R.S. | 




























The Narnia Chronicles Author: C.S. Lewis 1950-1956 


Y X J ritten in the span of six years, the seven books that make up this series—The Lion, The Witch, 

and The Wardrobe, Prince Caspian, The Voyage of the Dawn Treader, The Silver Chair, The 
Horse and His Boy, The Magician’s Nephew, and The Last Battle—aren’t very well-known in India 
(for that matter, how many books are?), but they remain modern classics. The books are 
coloured (not tainted) by C.S. Lewis’ belief that children could be taught religion through fantasy, 
but the saffron brigade can breathe easy—Pilgrim’s Progress these books aren’t. For the benefit of 
the purists, the books are listed here in the order in which they were written and not according to 
Narnia time, which is how they are ordered in recent boxed sets. 


ie. SUBTLE AMERY 
The Works Of Roald Dahl Author: Roaia Dan wm TT, 


"d " M. 
' ; A E. 


rom Fantastic Mr Fox to James and The Giant Peach To Matilda to (the book everyone 
knows about, but few have actually read) Charlie and the Chocolate Factory, Dahl’s books are 
widely available in India which makes me suspect that they are widely read as well. Readers of this 
magazine will probably prefer My Uncle Oswald (a pity Dahl didn’t excerpt more of his racy exp- ! 
loits), but few children's books can match the wicked wit of Revolting Rhymes, Dahl's take on six 4 d. o 
fairy-tales. There's no better way of introducing your child to humour of the quirky variety. er A 
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His Dark Materials Trilogy Author: Philip Pulman ^ — 1995-1999 


Hz literary merit been the only consideration, Philip Pullman's Dark Materials—think 
of it as a boy-and-girl-get-together-to-save-their-respective-worlds-story with several grip- 
ping subplots—would have perhaps been a bigger success than Harry Potter. In this world, 
it isn't. Pullman's trilogy is definitely darker in patches than children's books ought to be but 
surely, in a world where seven-year-olds swear by Quake III: Arena, that isn't all that bad. 


, HOME Np 


Roverandom Author: J.R.R. Tolkien 1925 


O= of the master’s lesser-known works, this is the story of a dog that incurs the wrath of 
a wizard and is transformed into a toy, and how he makes the long and arduous jour- 
ney back to being ‘real’. Read it aloud, even if you are reading it by yourself—the metre is out- 
standing. Come to think of it, children with a thing for reading can even digest The Hobbit. 


The Last Unicorn Author: Peter S. Beagle 1968 


ee finest book by this author and, to my mind, the finest children’s fantasy ever, this is the story S2 
of the last unicorn and her search for the rest of her kind. I haven't seen a copy in bookstores here P= 
for some time, but surely the resourceful can lay their hands on one. It’s worth the effort. El & 
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UNIVERSITY 





PG Diploma Programs 


Treasury & Forex Management and Investment Banking 


PG Diploma in Treasury & = PGDiplomain | 
Forex Management Investment Banking _ 





&f Distance Learning Programs 





&/ Quality Courseware 





&/ Duration : One year 


& Eligibility: Pass in Graduation - 
(any discipline) & Examinations 4 times a year 
at 52 Test Centers 





&/ Case Study Focus 








& Integrated Education Methodology 
&/ In-depth Coverage of Subjects 





& Training Classes all over India 





Visit us at: WWW. ICfal.org/icpe 





for Prospectus and Online Registration 









For Details & Prospectus, please contact ICFAI University Study Centers at (Ph. Nos. given below) : 





‚gra: 2527035; Ahmedabad: 6563042, 6562458; Allahabad: 2420255; Anantapur: 249334; Aurangabad: 5624774 / 75; BANGALORE - 
fantry Road: 2899363 / 262; Jayanagar: 6991202; Bhopal: 5277253, 2576975; Bhubaneswar: 2506203/04; Chandigarh: 381128, 749504: 
ENNAI - Nungambakkam: 28235633, 28235688; Adayar: 24405944/5955; Coimbatore: 2541190; Dehradun: 2654002/03: Guntur: 2238958; 
rgaon: 2223595/5556; Gwalior: 2322273; Hubli: 2371738; Hyderabad: 55663661, 55681180/81; Indore: 5069003, 5068247; Jabalpur: 5066886: 
ipur: 2363695, 2373689; Jamshedpur: 2434957; Kakinada: 2387772; Kanpur: 2330912; Kochi: 2369763, 2382294; Kolhapur: 2655142: 
Ikata: 22873161, 22817802; Kurnool: 249811; Lucknow: 2204205, 2204559; Ludhiana: 2772523: Madurai: 2342169: Mangalore: 2432050; 
MBAI - Nariman Point: 22040888, 22823173; Andheri (West): 26716563,8410; Mysore: 543803; Nagpur: 2564314, 2547124; Nasik: 2570413; 
lore: 2301222; New Delhi: 23739157, 23739169; Noida: 2592410, 2516024; Patna: 2237942; Pune: 4026975, 4026976; Raipur: 5061361; 
ahmundry: 2448813; Ranchi: 2306922; Thane: 25382659, 25375836; Tirupati: 0877-2253571; Trivandrum: 2320853; Udaipur: 5102254; 
odara: 2341780, 5540299; Vijayawada: 2473620, 5563620; Visakhapatnam: 2752653; Warangal: 2552610. 





Alternatively, for Prospectus, please 





x< here and mail / fax / e-mail this Coupon along with your bio-data 


To, The Programs Officer, The ICFAI University, 23, Nagarjuna Hills, Punjagutta, Hyderabad 500082. 
. .. Tel: 040-55686826, 55637122, 55681180 / 81. Fax: 040-55639711. Email: info@icfai.org 
am enclosing my brief bio-data. Please send me a Combined Prospectus and Application Form of the PGDTFM & PGDIB Programs. 





BE oap ee ea Ouelifeations: 
ess: : l 





A de State : 
Tel: Dee Email: 





BTTFMIB1603 


bt 


VIVAN MEHRA 


people 


e SINCE THE ORBITECH MERGER OF LAST YEAR, 
things have been going wrong for Arun Jain. A 
month after the Chairman and Managing Director 
of Polaris Software Labs effected the mega merger, he 
was detained in Indonesia by a less-than-gentlemanly 
customer. Bank Artha Griha. Then, his ambitious BPO 
venture not just proved to be a non-starter, but its high- 
profile recruits quit after a bitter, public fight. Now, it 
seems the merger itself may not yield the benefits the 
43-year-old Jain expected. While the first combined rev- 





Plotting Moves 


A. THE INFOSYS AGM ON JUNE 14, SHAREHOLDERS WILL VOTE 
on a proposal that allows N.R. Narayana Murthy to ret- 
ire. Infosys wouldn't say why the proposal—it upturns a 
clause that barred Murthy from retiring if he owned more 
than 5 per cent in Infosys stock—is being introduced. But 
with his name being floated for various jobs, including at one 
time the Presidency of India and the Ambassadorship to the 
US, it’s obvious that decks are being cleared for NRN to play 


a bigger role in public life. Farsighted, as always. 
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Hard Times, Hard Luck 







ARUN JAIN: Grappling with odds 


enues of the two companies are up handsomely, pro- 
visions and write-offs have burnt a hole in the bot- 
tomline, which is less than what Polaris reported in- 
dependently the year before. No doubt all IT services 
companies are facing a squeeze, but in the case of Polaris 
the merger meant less management focus on marketing 
and profits. *The software services market itself is be- 
coming very complex and it is not practical any more 
to use a straight line method of forecasting," said Jain 
at an analyst meet. Nobody said mergers were easy. 


Driving Solo 


HOSE EXPECTING A GRAND SUZUKI-GENERAL 

Motors-Fiat alliance in India may have to 
wait a bit. Suzuki Motor Corp.'s Chairman and 
CEO Osamu Suzuki, 73, has clarified that Maruti 
will continue to be Suzuki's baby and that General 
Motors, which owns a 20 per cent stake each in 
Suzuki and Fiat, will have no say in India. But, 
then, you know how chary the Japanese can be. 


SAIBAL DAS 








Angry Young Man 


AYBE BECAUSE HE EARNED HIS SPURS SELLING TRUCKS, 

B.V.R. Subbu, 49, is a man who'd gladly roll up 
his sleeves to explain the engineering under a car’s bon- 
net—or to pick a fight to prove his point. This time 
around, it's for the latter. Hyundai Motor India's 
young (especially by Korean standards) President is 
mulling legal action against two unnamed insurance 
companies, which he claims are coaxing Santro own- 
ers to not to go to the company's authorised service sta- 
tions for repairs. Subbu says that compromises customer 
safety. No doubt, but there's also the fact that it is serv- 
icing that fetches car-makers their real money. 
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R KAPOOR, 45, IS A KEEN GOLFER AND KNOWS 
the importance of the first shot. Three months af- 
ter he acquired a licence to set up a bank, he’s made 
some headway. Apparently, he has found a name for 
his bank. Curiously, it’s likely to be called yes. Why? 





f For uniqueness and to reflect a positive attitude, 
we learn. While its name might be innovative, the 
bank-in-the-pipeline already has had its share of 
* starting trouble. Harkirat Singh—Kapoor's other 
E partner, besides brother-in-law Ashok Kapoor—has 









opted out. But Kapoor, whose employer Rabo Bank 
will pick up a significant stake in YES, says the show " a 
must go on. “Play it long, play it right and split the Fi j n H h 
fairway,” says the man. We’ll be watching. y 

HERE'S SOMETHING ABOUT INDIANS THAT UNITED 

Airlines, the world's second-largest carrier, 
seems to love. In 1999, Rono Dutta was named the 
airlines's President, and now it's the turn of Dipak 
C. Jain, Dean of Kellogg School of Managemen at 
the Northwestern University, to come aboard as a 
Director. Jain has been with Kellogg since 1987 and 
became its dean in 2001. “Jain is a leading-edge 
thinker who will provide different and valuable per- 
spectives to our board deliberations,” says United’s 
Chairman, Glenn Tilton, in a statement. Born and 
brought up in the small town of Tezpur in Assam, 
Jain is a leading authority on marketing research 
and has consulted for top-notch companies in- 
cluding IBM. United, which—like other American 





_ RANA KAPOOR; 
aS „Lots in'a name ge = 
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airlines—has run into a financial crisis, could 
do with Jain’s help to stage a comeback. @ 
CONTRIBUTED BY NITYA VARADARAIAN. 
VENKATESHA BABU, SUVEEN K. SINHA, 
DEBOIYOTI CHATTERTEE AND T.R. VIVEK 
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AMTI Y 


LEADERSHIP 
m CORNER m 


If you want to share your 
leadership secrets, 
e-mail them at 
leadership@amity.edu 


AMITY 


BUSINESS SCHOOL 


THE NO.1 PVT. B-SCHOOL IN INDIA 


Website : www.amity.edu 
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VIVAN MEHRA 


A Learning Process 


K.L. MURALIDHARA, VP & Country Manager, American Express Travel Related Services 


VERY LEADER HAS TWO IMPORTANT 

responsibilities: creating a context and 

serving his or her people. ‘Creating a 
context' involves enabling the team to see the 
larger picture—the overall objectives and 
goals of the organisation—towards which it is 
expected to contribute. The leader's role is to 
provide a vision and to lead his team towards 
the fulfillment of these goals. It is also neces- 
sary for a leader to inculcate in his team mem- 
bers respect for the core values of the orga- 
nisation. The leader has to be a constant 
learner so that he is abreast of the latest de- 
velopments in a changing business scenario and 
can effectively guide his team to success. 

A leader should set goals and measurable 
targets for his team. Most organisations 
have two types of goals: organisational 
goals that are set collectively and whose 
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delivery is non-negotiable and individual 
goals that are set by the leader. 

An essential component of leadership is 
effective communication. A leader can serve his 
team only by making its members feel a part of 
the company. A leader must engage people 
emotionally and intellectually and create à 
sense of belonging. He or she should be tole- 
rant and approachable. This will help emplo- 
yees in identifying themselves with the organi- 
sation and work towards its growth. 

Personal integrity is probably the most 
important attribute of a leader. He should 
show conviction and passion in the values and 
systems that he expects others to follow. 

Leadership is about setting a vision. It 1s 
about leading through example. It is about lear- 
ning from your mistakes. Last but not the least, 
leadership is about continuous learning. Œ 
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INDIA KINGS 








CIGARETTE SMOKING IS INJURIOUS TO HEALTH 


* 
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STATUTORY WARNING 


Lowe ITC IK 











